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Simpify PHANG 
with VER B@AL 
or HORIZGRTAL 





with BRODIE 
BiRotor 


METERS 


Supported directly by vertical lines, this installation employs compact 
piping arrangement made possible by Brodie BiRotor Meters. 


Streamlined flow for maximum efficiency, compact installation 


Vibrationless BiRotor Meters may be supported by vertical 
piping, or can be bolted to any vertical or horizontal surface 


Fully balanced design permits maximum performance in any 
position 


Angle counter adaptors or extensions permit full vision 
readability regardless of meter position 


RALPH N. BRODIE COMPAN 


CHICAGO 5, ILL. 
59 E. Von Buren 


witH STOCKS 


MT. VERNON, N.Y. 
550 So. Columbus Ave. 


REPRESENTATIVES 


DALLAS, TEXAS 
167 Parkhouse St. 


AND SERVICE 





Installation adjacent to storage tank shows vertical line installation 
of Brodie BiRotor Meter with right angle counter adaptor. 


Positional adaptability of Brodie BiRotor 
Meters permits the most compact and efficient piping 
arrangement. Exclusive fully balanced design assures 
full operating efficiency and high sustained accuracy 
in any position. Unit-built assemblies allow complete 
accessibility for inspection or removal of measuring 
element without disturbing piping connections. With 
protective double case construction, piping strains can- 
not distort measuring element. Brodie BiRotor Meters 
can be installed directly in vertical lines with no other 
mounting or support required. For complete installation 
flexibility, investigate Brodie BiRotors today. 


METERS 


San Leandro, California, U.S.A. 


SEATTLE 9, WASH. 
221 9th Ave. N. 


FACILITIES #N ALL 


LOS ANGELES 22, CALIF. 
5401 E. Sheila Street 


PRINCIPAL CITIES 








News of a new product 


‘ 


Ethyl” Diesel Ignition Improver 


enables refiners to market 
diesel fuels of more 


uniform ignition quality 


Addition of a small amount of this Ethyl additive 
(usually as little as 0.1% by volume) gives positive 
control of the cetane number of diesel fuels regard- 
less of crude source or refining methods. Ask your 


Ethyl representative for full information. 


Ethyl Corporation 


NEW YORK 17, NEW YORK 


a IMPROVER ~ 
ae 
ATLANTA, BATON ROUGE, CHICAGO, DALLAS, DAYTON, DENVER, DETROIT, HOUSTON, KANSAS CORPORATION 
CITY, LOS ANGELES, NEW ORLEANS, PHILADELPHIA, PITTSBURGH, SALT LAKE CITY, SAN 


FRANCISCO, SEATTLE, TULSA, MEXICO CITY AND TORONTO (ETHYL ANTIKNOCK, LTD.). 
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FULL UNRESTRICTED FLOW °¢ EFFORTLESS MOVEMENT 
GREATER LOAD CARRYING CAPACITY * ‘‘O’’ RING SEALED 
CONTAMINATION FREE OPERATION * PERFECT ALIGNMENT 


The wide range of sizes and styles of OPW BALL 
BEARING SWING JOINTS offers many and varied 
applications for safely handling liquids of diversi- 
sit-teMariacl tip Mcime-telie-teMii-lulsl-teclitic-tMolleMm cela dle, 


No. 30X4 No. 30FX4 


pressures. 


Millions of gallons of all types of liquids are moved 

daily in flow lines where perfectly sealed, rotating No. 30X5 = Ne. 30FXS 
OPW Swing Joints provide an almost limitless range 

ro) Mb i} dio) -Me) ol -laelilelat: 


Join other users of OPW Swing Joints. You can also 
realize economies in your liquid products handling 


| al oo 1 — Ot - tl eleo i ane - | 


provides engineering data, sizes, 
styles, recommendations 
and prices. 


No. 50X5 


. No. 50X1 No. 40FX5 














2735 COLERAIN AVE., CINCINNATI 25, OHIO 
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MIGHTY 
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from Flying 
Red Horse Research... 
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The Only Gasoline 
Double Powered with 


Mobil Power 
Compound— 


most powerful combination 
of chemical additives ever put 
into any gasoline to correct 
engine troubles... 


Top Octane— 
for greatest knock-free power — 


result of the world’s most 
advanced refining developments! 








Mobiloil Special in effect adds octanes to 
gasoline! Best lubricant for any car—new 
or old—in extreme heat or sub-zero cold. 
Adds years to engine life! 








Here’s the perfect pair to power and pro- 


fleets of vehicles, New Mobiloil Special 
tect today’s modern cars... 


reduced gasoline consumption—increased 


: iles Oo 37% — sults 
Mobilgas Special — boosts engine power miles per gallon up to 23 over results 
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SOCONY-VACUUM 


up to 25%! Laboratory controlled tests in 
passenger car engines showed increases 
in engine power output up to 25% when 
using New Mobilgas SPECIAL as com- 
pared to conventional premium gas. 


Mobiloil Special — boosts gas mileage 
up to 23%! In identical road tests, using 


SOCONY-VACUUM OIL COMPANY, 


obtained with conventional high-quality 
SAE 20 motor oil. 

* * * 
This mighty pair is the best yet from 
Flying Red Horse research — your prom- 
ise of still better products when car en- 
gine design demands them! 


INC. 
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HIS is the new NPN, and we certainly hope you will 
iL take a long, hard look at it. 

As you see, it is like the old NPN in general appearance. 
It retains much of the old NPN because we are building on 
it, not scrapping it. We'd like to tell you about the new 
aspects. 

First, we have a greater selection of stories that are com- 
prehensive in scope. We call them “depth articles” because 
they get underneath the surface story and give you detailed 
information—yet we try to give you the main points 
quickly. In this issue there are a dozen in that category, 
whereas we seldom had more than one or two in the weekly. 

By providing more comprehensive information, we are 
able to broaden the interpretation of events and trends that 
affect oil marketing. 

There are three special reports that represent the new 
type of comprehensive coverage that will become a trade- 
mark of NPN reporting: one on marketing to women; 
another on union organizing at retail stations, and the 
third on the five-year-old New Jersey gasoline price war. 
SECOND, the stories are timely. Even though NPN is now 
coming out every month, our stories will be just as timely 
as when NPN was a weekly. The Sears Oil Co.’s new ter- 
minal at Syracuse has just been completed. . . . Standard 
of Indiana’s terminal program in Williston is right now 
under way. . . . In California, Union Oil just made its “re- 
mote control” decision. . . . The latest improvement in the 
use of pocket radios is being adopted for fuel oil delivery. 

Those are current events in the industry, and NPN has 
complete stories on each in this issue. 
tHirpj, NPN has more—and, we hope, better—pictures 
than ever. Before you start reading any stories, you might 
thumb through NPN and note the more liberal use of 
pictures. (But note that we're not using pictures just for 
“decoration”; we're trying to use them when—and only 
when—they do a better job than words alone in telling 
what is going on.) 

Along those lines, we have improved the presentation 
of stories so they will be easier to read. 
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Since 1909 NPN’s covers have mirrored 
the industry's progress and NPN itself has 
grown, too. With this cover a new phase 
in its growth begins 


FOURTH, we are introducing several new features. One 
is the Marketers’ Round Table, in which a panel of oil men 
discuss a current problem. “Building the Future of the 
Independent Oil Marketer” is the subject of this month’s 
round table discussion. 

“Money-Making Ideas” is another new feature. And it’s 
just that, a monthly collection of proven ideas which mar- 
keters may find interesting and perhaps profitable. 

To enlarge upon our coverage of jobber trade associa- 
tions, we have established a new regular section. NPN 
will devote even more space and attention to association 
activities than it has in the past. 

Our popular regional section is being expanded, too. We 
have stories of regional flavor from the South, the Gulf- 
Midcontinent and the Rockies to add to the regular col- 
umns from the East, Midwest and Pacific Coast. 

Another service being developed will enable us to give 
you more “how to” stories based on actual operating and 
merchandising experiences. We have printed them from 
time to time, but now they become a permanent feature. 

So, with this issue of NPN, we put into effect the im- 
provement program we told you about in August: 

e More attention to dollar-making business ideas. 

e Expansion of our news interpretation efforts. 

e Concentration on serving the information needs of 
the oil marketing branch of the industry exclusively. 

You will notice that this copy of NPN is four times 
larger than the weekly used to be. And it contains consider- 
ably more than four times as much information—informa- 
tion to serve you in your business. 

As time goes on, we'll be adding more features, tailored 
to your needs and desires. 

Meanwhile, we welcome any comments you have—good, 
bad, or indifferent. And every comment will receive serious 
consideration, you can be sure, because we want every one 
of you to feel that NPN is custom made especially for you. 

Harry WADDELL, Publisher 
HERBERT A. Yocom, Editor 
FRANK BREESE, Managing Editor 





























EQUIPMENT 


HERE’S WHAT you get with a completely integrated 
Wayne-equipped service station — 
ONE HIGH QUALITY — Pumps, hoists, air compres- 


sors, boys, hose reels, car washers, and many o 
service units all Wayne-designed, Wayne-built, Wayne- 


station-engineered. 


ONE SOURCE OF SUPPLY — No need to buy piecemeal 
with many orders. Consolidate all your station equip- 
ment purchases for uniform planning, easy ordering, 
fast advan. 


ONE RESPONSIBILITY — No one knows Wayne equip- 
ment like Wayne. Keep your Wayne station units at 
peak performance through Wayne service and planning 
counsel. 

ONE‘NATIONWIDE SERVICE — No further away than 
your elbow is one of the hundreds of Wayne Sales- 
Servicé Centers staffed with Wayne factory-trained men, 
completely stocked with replacements parts for your 
Wayne eqtipment. 

LOOK IN THE YELLOW PAGES OF YOUR PHONE 
BOOK FOR THE WAYNE SERVICE REPRESENTA- 
TIVE NEAR YOU, OR WRITE DIRECT TO THE MAIN 
OFFICE. 


THE WAYNE PUMP COMPANY 


SALISBURY, MARYLAND ° TORONTO, CANADA 





Tri-Sure a : a 
Polygonal Flange Tri-Sure 
Polyethylene Closure 





Pneumatic 
Sealing Tool 


Tri-Sure Portable 


Withstonds intense heat 


Tri-Sure 
Gaskets 
with greater heat resistance 


Tri-Sure Tab Seal 
with rolled edges Tri-Sure 
Vented Closure 





Tri-Sure Tri-Sure Flange 
Lacquered Fittings Reconditioner 








| Tri-Sure 
hate id Seal Removal 
: . Tool 
Tri-Sure 


Combination 
Tri-Sure Plug Gasket Offset 


Applicators Wrench 





Tri-Sure Closures 
for 
Light Containers 


make your drum and 
pail shipments safer 


Tri-Sure* research and product development 
are a continuing process—as evidenced by the 
new products and service items shown on this 
page, all of which were introduced during the 
past year. 


All of these products and services can be ob- 
tained on specification—including Tri-Sure 
power tools for light and heavy lines, and for 
every size of filling operation—from one to 
1000 containers an hour. 


For continuing and progressive solutions to 
your shipping problems, ask your container 
supplier for Tri-Sure Closures for drums, pails 
and cans, and for Tri-Sure service items. If 
you have special shipping problems, consult 
Tri-Sure sales engineers, who will be glad to 
call at your convenience. 


*The “Tri-Sure’”’ Trademark is a mark of reliability 
backed by over 30 years serving industry. It tells your 
customers that genuine Tri-Sure Flanges (inserted with 
genuine Tri-Sure dies), Plugs and Seals have been used. 


CLOSURES 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
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Station of the Future—The most revolutionary station 
design since the multi-pump is being fashioned by a major 
company that plans to reveal it early next year. The 
station will have no pump islands. Gasoline will be dis- 
pensed through overhanging pumps. Meters, pumps and 
computers are being specially developed for the station. 
By eliminating pump islands, the company intends to offer 
a simple, open station it hopes will be unusually attractive 
to motorists. 


Farm Credit Protection—A Midwest jobber is control- 
ling his farm credit problem by insisting that farmers sign 
chattel mortgages on their equipment when accounts be- 
come 90 days old. Every winter each farm customer is 
visited by company representatives who carefully explain 
the credit policy. This year, the company had about $200,- 
000 in chattel mortgages, 95% of it on farm machinery at 
50% of its value. The company was forced to foreclose on 
only five mortgages. 


Optimism for 1955—Service station business should be 
up substantially in 1955 if automobile production forecasts 
by car makers are accurate. Most auto executives look for 
larger sales next year than this. Some see 1955 as the 
second best year for the automotive industry. This holds 
true even for the car independents, whose sales slumped 
sharply this year. 


Sign Cost Quandary—With the shift to costlier station 
identification signs, oil companies are pondering the prob- 
lem of financing them. Some wonder whether they can 
get dealers to absorb some of the cost through a rental 
or lease arrangement. Continental Oil has adopted a flat 
rental program that dealers have liked. But some other 
suppliers report dealer resistance to such charges. 


Truck Tax Accord—Officials of 11 western states are 
closest they have been to agreement on ways to impose 
equitable taxes on trucks traveling extensively in more than 
one state. The Western Interstate Committee on Highway 
Policy Problem will meet in Las Vegas Dec. 6 to work out 
a plan to prorate fixed-free type annual vehicle taxes among 
the state on the basis of vehicle miles traveled in each. 
Agreement will go to the respective legislatures during 1955. 
States involved: Arizona, California, Colorado, Idaho, Mon- 
tana, Nevada, New Mexico, Oregon, Utah, Washington and 
Wyoming. 
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New Way to Finance—A large Midwest jobber is finan- 
cing an expansion and modernization program by private 
bond issues totaling $84,500. The company issues regis- 
tered bonds in denominations of $50, $100 and $500— 
payable in five years at 5% interest, three years at 4%, or 
one year at 3%. The bonds, which constitute a first mort- 
gage on the properties, are sold mostly to retired farmers 
and businesmen who have idle money they want to put to 
work. The jobber hit on the bond idea after he was unable 
to raise enough capital through regular lending channels. 
The bond issues are helping to finance a $200,000 expan- 
sion program in bulk plants, trucks, and stations. 


What Turbines Will Need—Widespread use of gas 
turbines in automobiles and trucks will depend on how 
well the automotive industry can meet the need to improve 
fuel economy, reduce acceleration time and design a brak- 
ing system suitable for vehicles with the “dragless” turbine 
engines. This is the view of John S. Collman, assistant 
head of the gas turbines department, General Motors Re- 
search Laboratories. He sees the low weight-to-power 
ratio of the turbine as a principal advantage. And he 
predicts that present premium motor oils will lubricate 
turbine bearings adequately. 


Marketing Code Proposed—The marketing vice presi- 
dent of one of the larger majors is trying to interest his 
opposite numbers in other oil companies in developing an 
industry code of fair practices for marketing at all levels. 
He has in mind a code drawn independently of the govern- 
ment—not involving the Federal Trade Commission, for 


example. He thinks acceptance could be won through 


education by supplier and retailer organizations. As mat- 
ters stand, he says, a whole industry group can get a bad 


name because of the sharp activities of one supplier or 
retailer. 


Vapor Recovery Payout—One of the Los Angeles Basin 
oil companies now testing loading rack vapor recovery 
systems has a design that it thinks may actually permit a 
payout in a year or less. The company says a proposed tie- 
in with an existing vaporsphere will give its system an edge 
not held by other installations. Up to now, oil firms have 
contended that: (1) If recovery of rack vapors were justi- 
fiable costwise, they would have installed systems long ago, 
and (2) Rack systems have been in the limelight only be- 
cause of the industry’s desire to smogproof large-volume 
racks voluntarily in advance of any governmental edict. 


For more Ahead of the News 
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TBA Trend—What will be the big influence on TBA in- 
ventories and merchandising in the coming months? 
Developments in tires and batteries, says the TBA manager 
of a major oil company. Wide introduction of tubeless 
tires, he observes, will increase both warehouse and dealer 
inventories for “quite some time.” Factory packaging of 
the new tubeless will take more space in the warehouse and 
in dealer racks. Companies entering the tubeless tire busi- 
ness will have to develop continuous instruction methods— 
his own already has spent a lot of time teaching sales and 
service and expects to continue it for quite a while. Addi- 
tional inventory problems will stem from the change from 
6-volt to 12-volt batteries. New batteries also will call 
for more and different instruction, but this won’t take as 
long as that on tubeless tires, in the TBA man’s opinion. 


Sign Controversy—Neon and plastic, which vie for oil 
marketers’ favor in sign construction, are posing a contro- 
versy over visibility vs. legibility. Visibility always has 
been held a prime factor in identification signs, and neon 
has claimed an edge. But now there are sign engineers 
who contend that legibility is as important as visibility. 
Plastic, making a bid for sign business, claims the margin 
in this department. 


Independent's Supply Defense—Stronger than rumor 
is a report that a large East Coast Independent marketer 
plans to obtain his products directly from the Gulf so his 
position will be stronger in time of price wars. He now gets 
his supply from an East Coast major. Under the plan, he 
would buy from a Gulf refiner, transport the products and 
arrange for storage in his marketing area. His reasoning: 
By controlling the product directly from the refinery, he 


would be better able than now to meet sudden, sharp price 
cuts. 


‘Rugged’ Battery Tester—A new, heavy-duty open 
circuit voltmeter for testing battery cells resembles present 
testers but is designed to maintain calibration longer under 
rough handling in service station use. The voltmeter was 
developed by a meter manufacturer at the request of a 
major oil company. 


Gas Turbine Parade—Watch for another auto company 
to announce a passenger car turbine before the end of this 
year. Advance reports are that this turbine can be built 
of conventional and readily available metals. If so, one of 
the largest hurdles will have been cleared—the unavail- 
ability of strategic metals required in earlier turbines. 
Chrysler Corp., meanwhile, has been testing a gas turbine 
in a 1954 Plymouth sports coupe (NPN, March 31, p. 17). 
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Sinclair’s New Motor Oil—Sinclair Refining Co. is com- 
pleting plans to introduce a new “super motor oil.” The 
new oil will be designed for the super premium “carriage 
trade,” with a special eye on lubrication requirements of 
new 1955 higher-compression engines. 


Jobber Becoming Supplier—One of Kansas’ largest 
Independent jobbers is about to enter the supplying field 
through an arrangement with a large Independent refiner 
in Kansas. The new company already is supplying several 
jobbers in Kansas and Nebraska and will be flying a new 
emblem as soon as signs are delivered by manufacturers. 


New Slant on Sun’s Rays—Some day the industry may 
shield its storage tanks from the sun’s rays to reduce loss 
of crude and products by evaporation. The Evaporation 
Loss Committee of American Petroleum Institute thinks 
solar radiation may be the major evaporation factor—not 
necessarily related to the commonly-understood influence 
of atmospheric temperature. So the committee has selected 
instruments for research along this line and is trying to get 
oil companies in representative sections of the country to 
install them. 


Union in Price Picture—A union demand that Standard 
Stations, Inc., move closer to uniform gasoline prices may 
be in the cards. The Western States Service Station Em- 
ployes Union contends that spotty price wars in the market 
area served by the 1,100-station subsidiary of Standard Oil 
Co. of California have driven business from the high-price 
stations to the low-price outlets. Station salesmen work on 
a salary-and-commission basis, hence stand to suffer an 
income cut when gallonage drifts to price-cutting areas, 
WSSSEU says. Accordingly, it may present a grievance on 
the grounds that an inter-station price spread greater than 
2¢ per gallon is discriminatory against salesmen in the 
“normal” price neighborhoods. 


More Local Clubmen— This winter will see renewed cam- 
pains throughout the Midwest to organize additional local 
oil men’s clubs. Jobber leaders see such clubs playing an 
important role in stabilizing markets and serving as sound- 
ing boards for the exchange of marketing information. 
Otis H. Ellis, general counsel of National Oil Jobbers 
Council, maintains that in 90% of the gasoline price wars 
two factors stand out: (1) The “downhill slide” starts with 
an unbranded marketer who tries to widen the traditional 
1.5¢ to 2¢-per-gal. differential. (2) Where local oil men’s 
clubs are in action, price wars are less likely to break out. 
And when they do, their duration is much shorter than in 
other areas. 
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NPN PRICE AVERAGES* 
Refinery/ Terminal 

(¢ per gal.) 
Oct.** Sept. 
1954 1954 


11.30 11.46 
10.37 10.25 
8.87 8.75 
3.98 3.89 


260 


Oct. 
1953 


12.44 
10.38 
9.05 
3.99 


Gasoline 
Kerosine 
Distillate 
Residual 
4 principal 
products 
Lube oil 
Crude at 
well ($ 
per bbl.) 





8.69 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 
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Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 

Kerosine (thous. bbl.) 
Residual fuel oil (thous. 
Crude oil—B. of M. 


bbl.) 


(thous. bbl.) 


Refinery Activity 

Crude runs to stills (thous. bbl. daily) 

Foreign crude included (thous. bbl. 
© of refinery capacity operated 
Refinery Output 

Gasoline (thous. bbl. daily) 

Kerosine (thous. bbl. daily) 

Distillate fuel oil (thous. bbl. daily) 

Residual fuel oil (thous. bbl. daily) 


‘ 


Crude Supply 
U.S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through Oct. 22, except crude stocks—Oct. 16. 
Source of Data: API Weekly Reports, except 1953, Bureau of Mines 


MONTHLY MARKET TRENDS 


Petroleum products in secondary storage (thous. bbl.) 

Exports of crude and refined products (thous. bbl.) 

Average station gasoline price, ex tax (¢ per gal.) 
**Gasoline consumption (million gal.) 

Service station permits (number) 

Passenger cars—domestic shipments (thous.) 

Trucks and buses—domestic shipments (thous.) 

Automotive replacement tire shipments (thous.) 

Replacement battery shipments (thous.) 

Oil burner shipments (thous.) 


**Excludes Oklahoma and Rhode Island. 
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149,834 
135,437 
38,874 
56,475 
271,061 


6,809 
648 
82.6 


3,324 

306 
1,516 
1,050 


6,173 
689 


Latest Month 


52,719 (Aug.) 
10,240 (Aug.) 
21.32 (Oct.) 
4,573 (July) 
604 (June) 
293 (Sept.) 
51 (Sept.) 
5,429 (Aug.) 
2,479 (Aug.) 
65 (July) 


151,979 
127,515 
38,362 
56,489 
270,794 


6,980 
688 
84.6 


3,429 

334 
1,461 
1,097 


6,170 
770 


Previous Month 


47,967 
11,516 
21.70 
4,553 
513 
431 
62 
5,949 
2,288 
68 


142,419 
135,255 
37,690 
50,820 
287,541 


6.872 
650 


Year Ago 


62,468 
10,805 
22.01 
4,461 
482 
466 

87 
5,524 
2,707 
80 





= supply and demand * new NPN feature: expanded coverage 


Heating Oil Stocks in Shape for Winter 


Heating oil supplies are 
= as cold weather sets in. 
efiners’ inventories of dis- 
tillate fuel and kerosine in the 
U.S. Oct. 15 were 171,924,000 
bbl, an increase of 4,109,000 
bbl. (2.4%) from stocks of 
167,815,000 bbl. on Oct. 16, 
1953. 

Secondary stocks in August, those 
in distributors’ hands, were 26,247,- 
000 bbl. and are not changed greatly 
today. 

This total volume of heating oil 
stocks, 198,170,000 bbl., is considered 
sufficient for a normal heating season, 
although there will be some 500,000 
more central oil heating installations 
(7%) than last winter. 

There are also more small space 
heaters to supply. 

If below normal temperatures come 
early in the winter, with heavy with- 
drawals from storage, there is surplus 
refining capacity in the U.S. of more 
than 1,000,000 b/d that could be put 
into service to meet later winter 
needs. 

The heating season to the middle of 
October has followed the pattern of 
last fall, and the warmer-than-normal 
weather is again serving as a brake on 
the wholesale buying of heating oils. 

Total U.S. and export demand for 
these products for the first nine months 
of 1954 has been only 1.4% larger 
than for the same months in 1953, 
reflecting the mild 1953-54 winter. 
It is estimated that actual consumption 
of heating oil in the U.S. is reduced 
about 90,000 bbl. for each degree day 
of temperature above normal during 
the heating season. 

Where Stocks Are—Distribution of 
heating oil stocks by refining districts 
is now more uniform over the country 
than early in the summer. Primary 
inventories in the East Coast district 
on Oct. 15 were 64,667,000 bbl.— 
2.7% larger than on Oct. 16, 1953. 
This area, including the East Coast 
and New England states, normally 
consumes about 40% of the heating 
oil marketed in the U.S. In the Texas 
and Louisiana Gulf Coast districts, 
which supply part of the needs of the 
East Coast and New England, primary 
inventories Oct. 15 were 29,216,000 
bbl., from 30,775,000 bbl. in storage 
Oct. 16, 1953. 

In the interior refining districts, 
stock are larger than they were a year 
ago. In the important Indiana, 
Illinois, Kentucky district, the volume 
Oct. 15 was 35,775,000 bbl., nearly 
7.6% greater. 


12 


Refinery 
District 
East Coast 
Gulf Coast 
Total Coastal 
Appalachian 
Ind.-Ill.-Ky. 
Okla.-Kan.-Mo. 
Other Inland 
Total Inland 
Total East of California 
California 
Total U.S. 





PRIMARY HEATING OIL STOCKS 


(Kerosine and Distillates) 
(Thousand bbl., API data) 


(Primary stocks include those at refineries, 


A 


Oct. 15 Oct. 16 % 
1954 1953 Change Change 
64,667 62,940 +41,727 + 2.7 
29,216 30,775 1559 — 5§.1 
93,883 93,715 +. 0.2 
4,776 3,505 +36.3 
35,775 33,250 : + 7.6 
15,637 15,101 5: +. 3.5 
8,019 7,541 4 + 6.3 
64,207 59,397 " + 8.1 
158,090 153,112 .4, +. 3.3 
13,834 14,703 5.9 
171,924 167,815 44,109 + 2.4 


at large terminals and in pipe lines.) 








Gasoline Situation—Gasoline stocks 
continue high at refineries, largely be- 
cause of the high rate of yield of this 
product. The reduced rate of crude 
runs, however, is narrowing the gap 
between the total volume of inven- 
tories this year and in 1953. 

Total U.S. inventories Oct. 15 were 
150,928,000 bbl., more than 10,000,- 
000 bbl. over the total of Oct. 16, 
1953. East of California, the total of 
132,688,000 bbl. in storage Oct. 15 
was nearly 12,000,000 bbl. higher 
than a year ago. 

The overage of gasoline inventories 
is general except in California. Of the 
large refining districts, the surplus is 
greatest in Indiana-Illinois-Kentucky. 
Primary gasoline inventories now are 


about 7,000,000 less than their level 
of Dec. 31, 1953, when the total was 
just under 158,000,000 bbl. 

At the present rate of operation, 
total gasoline stocks will build up, by 
the end of the year, to a few million 
barrels over the figure for the end of 
1953. 

Indicated current demand for gaso- 
line at refineries in early October was 
3,474,000 bbl. daily average, as com- 
pared with 3,423,000 bbl. last October. 
This is about the same rate of increase 
as for the first nine months, when total 
demand of 951,527,000 bbl. was 1.5% 
larger than for the same period in 
1953. This is the lowest rate of in- 
crease in gasoline demand for the 
postwar years. 
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Heat - Altitude - 
Highly Volatile Fuel 


Check Valve 


1 Use the Original... 
D The ERIE “PUSH” SYSTEM 


Over 500 Erie Remote Control Systems 


Aside from economy of installation and operation of : 
serving in all climates 


ERIE Remote Control Systems, there are performance ad- 





Air , vantages that keen gasoline marketers look for—assurance 
ey tee: of uninterrupted service — elimination of vapor-lock, re- 
Hil ter gardless of climate or volatility of fuel. 
ERIE has 10 years experience — has eliminated the wTnTeR 
“bugs” and offers a simple, practical ‘“‘push’’ system. 
Over 500 ERIE Remote Control installations are serving in 
all climates. Look at the ERIE Submerged Turbine, it is 
as dependable as it is simple. One Turbine Pump serves ee anal 
up to 8 Dispensers. No special electrical controls needed. 
It will handle any fuel refined today or tomorrow. 














Be prepared —outline your conditions — station pipe- 
(ng aud wining diagrams avatable — no obligation. 


ERIE METER SYSTEMS, INC. « Exc. 2a. 


girst TO MOTORIZE GASOLINE PUMPs 


approved by Underwriters’ Laboratories Buy the BESr a me © - BEST ith 


approved by Weights and Measures Depts. FIRST WITH M.P SYSTEMS 


NEWS 


NATIONAL PETROLEUM 
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the purchase of the manufacturing facilities of The 
Opaco Company of Chicago, well known manufacturers of 


dispensing and pumping equipment and allied products 
for the petroleum industry. 


Red Jacket Manufacturing Company has established a 

new Opaco Division to be headed by Mr. R. E. Seddig. 
A sales office is being maintained in Chicago, and the 
main office will be at the factory in Davenport, Iowa. 


Mr. Stanley Frensdorf, President of The Opaco Company 
is being retained by Red Jacket Manufacturing Company 
as their consultant and advisor. 


The engineering facilities of Red Jacket will be 
utilized to improve existing Opaco products,and also 
develop new products for the Opaco Division and its 
customers. 


Dispensing and pumping equipment for oil, kerosene, 
and gasoline is being produced, as well as canned-oil 
display racks, advertising signs, etc. 


Red Jacket Manufacturing Company,. manufacturers of 
water pumping products for three quarters of a cen- 
tury, will continue its long accepted policies in the 
new Opaco Division to serve the petroleum industry. 


Opaco Division is prepared to serve you! 


Centrally located 
manufacturing plant 
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NOW! YOU CAN PUMP MORE-- 
Fastel With minimum effort 
OPACO 320 252°" 


Get easier performance and by 50%, with capacity of 25 
trouble-free service with gallons per 100 strokes. The 
OPACO’S 2-way sealed Hand only new development in hand 
Pump. It is now the easiest pumps in years. 
operating Piston Transfer Pump 






















2-WAY SEALED 
O iy te cor peteg th pret 











IMPORTANT TO REMEMBER— 


The “Mechanical Shaft Seal” 
(shown in circle below), ex- 
clusive on this pump, is an 
added safety factor in handling 
inflammables. Made in var- 
ious models for handling 
troleum products, alco- 
ol and other liquids on 
FARMS, INDUSTRY a 
AND FOR GEN- Pe 
ERAL USE. 


Send for Catalog No. 800 
for full particulars today. 





November, 1954 + NATIONAL PETROLEUM NEWS 





7 new Trop-ArTic Motor Oil— 
another ““World’s First” by Phillips— 
is attracting thousands of customers to 
Phillips 66 Dealers. TRop-ArTIC is the first 
all-weather motor oil which has proved it 
meets the most exacting standard ever 
established for automobile lubrication . . . 
Mil-0-2104, Supplement | level. It is truly 
an all-weather oil, which will serve motor- 
ists summer and winter . . . an oil so good it 
can double the life of an automobile engine ! 

Compared to ordinary motor oils, new 
Trop-ArtTic has many selling advantages. 
It can cut oil consumption 15% to 45%. It 











Re er Mili Success Story! 


keeps pistons cleaner. It saves car owners 
money by increasing gasoline mileage. This 
has been demonstrated in tests representing 
over 150,000 miles of driving. 

Trop-ARTIC is a worthy companion to 
new Phillips 66 FLITE-FUEL; together, they 
form a money-making combination for 
Phillips 66 Dealers. And both of these great 
new products are backed by a comprehen- 
sive advertising campaign reaching millions 
of motorists. For information about a 
Phillips 66 Franchise, write to: Sales De- 
partment, Phillips Petroleum Company, 
Bartlesville, Oklahoma. 


Successtil Businesses are Built with Successtul Products/ 
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HEIL, ALUMINUM TANK 
HAULS 440 MORE GALLONS PER TRIP 


than a comparable lightweight steel tank 


FLAMMABLE 


SAVES 
NEW HIGH-STRENGTH SPECIAL ALUMINUM ALLOY yy Aelo mm 8:1 


ON 


yA-lelemc7 Vike), 


* The higher tensile strength of the special aluminum TANK 
alloy used in these Heil transport tanks increases pay load 
by 6 % over comparable-size Heil lightweight steel tanks! 
The pay load gain over other steel tanks may be even 
greater! This special alloy knocks 2700 Ibs. of dead MORE HEIL WEIGHT-SAVING, 
weight off a 7600-gallon Heil unit. You can put an extra et eee 


440 gallons in the tank ... make 440 gallons’ worth of TRIPLE DISHED HEADS, recognized as the strong- 


as est in the industry, are die pressed and flanged 
extra profit each trip. hydraulically in one operation to assure strong, 
straight, true tank structure. 


New Welding Process Provides Increased Strength MANHOLE COVERS are lightweight, noa-bresk- 
able pressed steel, lighter than any aluminum 

‘ . ‘ construction of equivalent strength. 

The new welding process developed for this aluminum 

llov d 2 Id h 1% h h LARGE, FAST-FLOW MANIFOLD, when required, 

alloy produces welds that are equal in strength to the is common-header type, with all piping made of 

parent metal, are more ductile and have much greater light gauge steel tubing. 

resistance to shock loads than welds of any previous EMERGENCY VALVES are lightweight and are 
fabricated of stainless steel for more satisfactory 

process. The weld area actually has strength character- performance. 

istics formerly obtained only in riveted structures such ALUMINUM is used for hose tubes, bumper, 


as large airplanes! fender, and framework for the fifth wheel, run- 
ning gear, pipe hangers, etc. 





r [os © &F © Ff Ff. SO. Ue. UL UL UR. UL UL UR. UR. UR UR UR 
The HEIL Co. PT-48 
Dept. 37114, 3037 W. Montana St., Milwaukee 1, Wis. 


a 1 fi Gentlemen: Please send details about Heil Aluminum Tonks 
THE HEIL co. } am 


DEPT. 371 1 4 imoke) ~ (model no. ¥ . ~~ (weight) 
3037 Ww. MONTANA ST., MILWAUKEE ® wis. Product hovied___ __... compartments needed —_ 
Factories: Milwaukee, Wis. — Hillside, N. J. 


Heil Sales Offices: New York, Union, N. J., Atlanta, Cleveland, 
Milwaukee, Chicago, Kansas City, Denver, Dallas, 





Company___ a — . — 
Street address = . — 


ee, 
Los Angeles, Seattle —— oo oe oe oe oe oe oe ee ee ee ee ee ee oe ee oe ee oe 


t 
i 
i 
i 
i 
ame = : ' ao 
i 
i 
i 
3 
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“only 240,7 73 


A good day's work indeed! ... and that amazing 
figure represents the number of barrels of liquid 
petroleum Cities Service refined every single day in 
1953 . .. a total of 87,882,000 barrels! In that same 
year, the entire American petroleum industry pro- 
duced 49.61 percent of all the crude oil produced 
in the world! 


Obviously, the aggressive American petroleum in- 
dustry is maintaining world leadership in this vital 
field and Cities Service, with its vast production, is 
an important contributing member of this great 


petroleum family. 


We in the United States represent the largest users 
of petroleum products in the world but even more 
important is our position today as leaders of the 
free world. Only our great strength can assure that 
our world will stay free...and one of the most 
important segments of our freedom arsenal is the 
petroleum industry. Cities Service, one of the largest 
petroleum companies in the world, will continue to 
work toward finding new and better ways to serve 
the U.S. consumer . . . new and better ways to serve 


the cause of world freedom. 


CITIES 


SERVICE 
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AMERICAS FIRST 
SILENT SNOW TIRE! 


Even on ropes pavement—no droning—no moaning—no groaning. 





New Exclusive Armstrong 
Silent Tread Design Does The Trick 


Multiple rows of staggered grip- 
blocks present a continuous 
smooth surface on dry pavement 
which eliminates road noise — 
yet this tread digs into snow and 
mud giving better traction than 
former snow treads. In fact, new 
Armstrong Silent Storm King 
Tires are so silent they can be 
left on the car all year round! 











Greatest 
Skid Protection 


in Tire 


High traction in deep snow... 
safer, surer grip 

on packed snow and ice 
Trust Armstrong’s engineering experts to deliver 
the kind of tire your customers have been asking 
for . . . waiting for! The first truly silent snow 
tire with the highest level of tire safety ever 
developed! 
And, they’re backed by a hard-hitting, imagina- 
tive advertising campaign in America’s leading 
magazines. For faster turnover, for fatter profits, 
stock amazing new Armstrong “Silent Storm 
King” tires today! 

24 Month Guarantee 


Guan ee tire replaced by comparable new tire 
for period of guarantee not realized. 


WEST HAVEN, CONN. ¢ NORWALK, CONN. ¢ NATCHEZ, MISS. ¢ ‘DES MOINES, IOWA ¢ SAN FRANCISCO, CALIF. 
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@Big 


... in magazine : = in billboard 
advertising! lie aig ‘eleided 


QUALITY 
PRODUCTS 


AC SPARK PLUG DIVISION GENERAL MOTORS CORPORATION 


GM 
FPLINT, MICHIGAN 
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... in point-of- 
sale advertising! 


AC believes in doing the strongest possible adver- 
tising job to pre-sell the car-owning public on 
the dependability and superiority of AC Quality 
Products. Already a dominant advertiser in other 
media — AC now goes TV! That means tremen- 
dous new selling impact for AC — another great 
pre-selling influence on people you want to sell. 


seE MAC on NBC 
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EASIEST PUMP CONSTANT 
TO OPERATE FLOW 





Readily pumped from 
difficult positions — better 
than 21 gallons per min- 


Pumps on both strokes 
— no waste motion. Quick, 
clean, safe transfer from 
drums and skid tanks. 





Bennett 


BIG 


DOUBLE-ACTION 
PISTON TYPE 
TRANSFER PUMP 


Here’s a high capacity self- 
priming pump engineered 
— to stand-up under 
ardest everyday poundin 

It's the least in licated 
pump of its type — features 
positive displacement auto- 
motive type piston and ring 
—no diaphragms or cup 
leathers to break down. 
Every detail reflects true 
Bennett quality... time- 
tested Bennett features. 


Light-weight die-cast alu- 
minum. Corrosion resistant 
brass cylinders. Stainless 
steel Be ney Bung adapter 
adjusts on intake, 1%” or 2” 
openings. Shielded against 
water, air-vented for easy 
pumping. Non-siphoning 
or spout. 


Write For Full Information. 


NPN Staff 


HARRY WADDELI Publisher 


WARREN C. PLATT... .Consulting Editor 





HERBERT A. YOCOM .. Editor 


Managing Editor 
News Editor 


FRANK BREESE. . 
JOHN BARTON 

James A. SIMPSON ....Copy Editor 
Meruin H. MICKEL ....Copy Editor 
F. C. STURTEVANT... .Merchandising Editor 
Vinci. B. GUTHRIE.... Associate Editor 
GLENN W. DieTRIcH Associate Editor 
RAYMOND E. BJORKBACK Eastern Editor 
James L. WaTson.......Editorial Assistant 
Patricia A. FARRELL. . Editorial Assistant 
J. P. Mosuer, Jr. Market Editor 
C. H. Peckwortu.. Associate Market Editor 
MERRILL O'BRIEN ...»Market Reporter 
Ropert L. BRENNER.. ...Market Reporter 
WitiiaM A. CaPERELt, Jr. Art Director 
Peter A. SturRGeEON ... .Editorial Production 


NPN Editorial Office 
330 W. 42 St., New York 36, N. Y. 
Phone: LOngocre 4-3000 


NEWS BUREAUS 


Washington— Nat'| Press Bldg. Republic 7-6630 
ANDREW R. PATLA Washington Editor 
GLENN M. GREEN, Jr. ..News Reporter 
Crype La Motte . .News Reporter 
Roy CALVIN .... News Reporter 


Chicago— 520 N. Michigan Ave. Mohawk 4-5800 
LEONARD CASTLE Midwest Editor 
FRANK HoLMAN...News & Market Reporter 


Detroit— 2856 Penobscot Bldg. Woodward 2-1793 
HoLcer RIDDER .Automotive Editor 


Houston—8!0 First Nat'l Bank Bldg. Atwood 0412 
MARVIN REID . .Southwest Editor 
Jan C. JONES . .Market Reporter 


Los Angeles— 11/1! Wilshire Blvd. Madison 6-4323 
CHARLES N. Po.iiak... . Pacific Coast Editor 
WARREN C. PLATT 773 Amalfi Drive, 

Pacific Palisades 


Atlanta— 80! Rhodes-Haverty Bldg. Walnut 5778 
W. H. Kearns... Southeast Representative 


Cleveland—i510 Hanna Bldg. Superior 1!-7000 
RosBert E. CocHraNn, JEAN HENDERSON, 
WILLIAM TROY 


BUSINESS STAFF 


New York 

WiLuiAMJ.Parkin Advertising Sales Manager 
N. F. CULLINAN Promotion Manager 
Joun E. THomMpson... .Production Manager 


District Managers 
ATLANTA. . 
CLEVELAND 
CHICAGO 

Houston 

Los ANGELES 

New York.. 


.... Stokes T. Henry 
Walter G. Berger 
George C. Hodgson 
George Reid 

Carl Dysinger 
James B. Dunn 


JOHN WOOD COMPANY, Bennett Pump Division 
Muskegon, Michigan - Offices In Principal Cities 


..Charles J. Jefferis 
R. C. Alcorn 


PHILADELPHIA. . 
SAN FRANCISCO. ... 
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Tune in “The Life of 
Riley” every Friday 
evening on NBC-TV 


Fy . 7_' 
oH f J | Sra. b« ¢ 
s J i . > 


i 


my. 
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COMPLETELY NEW! 


Gulf No-Nox is super-refined to burn cleaner, 
to give you thousands of extra miles of 

full engine power free from knock or 
pre-ignition. Gulf refines out the “‘dirty- 
burning tail-end’”’ of gasoline, the number one 
trouble-maker in today’s high-compression 
engines. With New Super-Refined Gulf No-Nox, 
you get more power-with-protection 

than you’ve ever known! 


... rive in for a tankful of 
this great new gas TOD AY! 








[GRAVER) Serves the Petroleum 
from well-head 

















From nine strategically located cities GRAVER SUPPLY COM- 
PANY sells Graver-fabricated lease tanks, walkways, oil and 
gas separators, heaters, and other well-head equipment. 





























The Graver Sphericone Hot Process Softener with or without hot 
zeolite after treatment produces a safe boiler feedwater. GRAVER 
WATER CONDITIONING COMPANY also supplies standard hot 
process units and hot zeolite systems which can be added to 
existing hot process units. 
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Industry 


GRAVER CONSTRUCTION COMPANY designs, engineers, builds GRAVER's unequaled fabricating skill in steel 
and maintains pipeline stations, refineries and other petroleum and alloys is seen in the many towers and intri- 
installations. Guaranteed customer satisfaction is a part of every cate process vessels constructed for the coun- 
Graver job. try's leading petroleum companies. 


GRAVER vertical, horizontal and underground tanks are avail- 


able in capacities from 550 to 30,000 gallons. They supply the 
market needs of the industry coast to coast. 


GRAVER TANK & MEFG.CO. ING. 


East Chicago, Indiana 


CHICAGO + NEW YORK « PHILADELPHIA « EDGE MOOR, DEL. « ATLANTA « CATA.- 
SAUQUA, PA. « PITTSBURGH « CLEVELAND « DETROIT « TULSA « SAND SPRINGS, 
OKLA. « HOUSTON « ODESSA, TEXAS « CASPER, WYO. « LOS ANGELES « FONTANA, 
CAL. « SAN FRANCISCO 


The GRAVER EXPANSION ROOF TAN 
in modern conservation equipment. It is but one of Graver’s many 
“tailor-made” designs that helps conserve petroleum products. 
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REFINERS, COMPOUNDERS AND PRIVATE BRAND MARKETERS 





Buyers of solvent-extracted base stocks and 
finished blended oils for private branding 
can be sure when they buy from Pure— 
sure when they sell—because they enjoy 
these advantages: 


@ All Pure Oil customers have a wealth of 
technical service and help available to 
them, and Pure Oil salesmen are fully 
qualified to give on-the-spot technical 
aid that applies to their specific problem. 


@ Pure’s lube oils have a unique suscepti- 
bility to a wide variety of additive treat- 





ments, resulting in low treatment costs 
and flexibility of additive selection. 


These time-tested and market-proved 
oils meet the API service designations 
from ML through DS, as well as most 
military and equipment manufacturers’ 
specifications. 


Production and terminal facilities within 
easy reach of most markets and trans- 
portation equipment is equal to any de- 
mand—from a tank car to a 50-gallon 
drum to a quart can. 


Write or call 
THE PURE OIL COMPANY 


35 East Wacker Drive, Chicago 1, Illinois. Phone: STate 2-2100 





BE SURE WITH PURE 
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meY ALL ime your propucr 


UTILITY CAN . . 





BOOST YOUR SALES 
WITH THIS NEW 


BENNETT 


TIN-PLATE DOME-TOP 


UTILITY CAN 


At no extra cost you add EYE APPEAL to 
your product with BENNETT easy-to- 
carry, light weight UTILITY CANS. 


Farmers, truckers, sportsmen, mechanics, 
and home owners will prefer your product 
over competition when you offer the extra 
value of a reusable utility can. 


You can increase your sales and develop 
markets you have never sold before when 
you package your product in this good look- 
ing BENNETT container. It’s ideal for 
motor oil, tractor oil, diesel oil, gear oils, 
special lubricating oils, outboard motor oil, 
cutting oils, fuel oil, and other petroleum 
products. 


Colorful lithographed label designs add a 
powerful point-of-purchase sales message 
to your product package that will be seen 
time and time again as customers keep and 
reuse your container. 
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MORE IN A REUSABLE 


YOUR 
LITHOGRAPHED 
LABEL 
HERE 


A COMPLETE LINE OF STEEL PAILS 

FOR THE OIL INDUSTRY 

Bennett manufactures 25%, 36%, and 40# grease 
pails and pourpails ... All styles of open and closed \ 
head pails, sizes 2-% through 6-% gallon capacity 
with any type of pouring equipment. 


BENNEIT Industries 


Peotone, Illinois 


40 MILES SOUTH OF CHICAGO 


Chicago telephone: I Nterocean 8-9480 
Long distance Peotone 2791 
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“Our business up 402 for first 6 months 
after changing to D-X Franchise...” 


Writes A. G. Van Horn, Lincoln, Nebr., jobber. 


Mr. Van Horn’s three sons, Joe, Jim, and Dick, 
are as enthusiastic as their father about the way sales 
have increased with their new D-X Franchise. 


ts T said we a 
* that woulg 
"Havin 


A. G. VAN HORN Years 


t Certain) 
ed. 


of 


JIM VAN HORN 


eg 


©Mand 
¥ the produ 


4. G. Van Horn 


even 
ts." 


DICK VAN HORN 


New business opportunity for you, too! 
The success of Van Horn & Sons can easily be yours as a 
franchised D-X distributor or dealer. D-X products have 
what it takes to put you ahead of the competition — not 
just struggling against it. Write us today: Mid-Continent 
Petroleum Corporation, Box 381, Tulsa, Oklahoma. 


MID-CONTINENT PETROLEUM CORPORATION 


Tulsa, Oklahoma Waterloo, la. Chicago, Ill. Terre Haute, Ind. 
Omaha, Nebr. Minneapolis, Minn. Madison, Wis. 
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Truck-mounted Purolator Micronic Filters used 
for aviation fuel. 








ie 
Cut your meter maintenance costs- 


.. With PurOlator Filters 


for bulk fuel handling on trucks 
and terminal installations 


Purolator* filters now in use on trucks and terminal installa- 
tions give operators greatly reduced meter maintenance 
costs. Their outstanding ability to remove dirt and rust means 
less “down time”’ . . . more efficient full capacity service. 


Purolator Micronic* elements remove particles as small as 
.0000039 inch and they have a filtering area and dirt storage 
capacity up to 10 times greater than old-style filters. You 
get higher capacity in smaller space. 


Why not let us show you how Purolator filters can reduce a 

your meter maintenance costs as well as provide maximum ; Gaon pedunal 
trouble-free operation. Purolator’s engineering department yy cher awe se 
can help you solve any filter problems. Send for the Purolator Standard models are 
Bulk Filtration Catalog giving full information on filter hee coat = ened ow cya tera alms 
units with flow capacities of 15 to 1500 g. p. m. 


*Reg. U. S. Pat. Off. 


saiaiilibies PURDDLATOR 


Bulk Filtration Division 


Rahway, New Jersey, and Teronte, Ontaric, Canede WORLDS FINEST Ou FILTER 


Factory Branch Offices: Chicago, Detroit, Los Angeles 
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to undercar parts 





























Frame Pick-Up Lift 
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Brings hard-to-reach parts ‘‘out in the open’”’.. . safely 


Automatic transmissions, intricate wheel suspensions and accessibility for fastest, most profitable service, lubrication, 
frameless bodies are no problem for the Rotary Frame repairs and brake work. And with Rotary’s rubber pick-up 
Pick-Up Lift. It’s designed to give maximum undercar pads gripping the frame securely you always work in safety. 


Adapters needed for only 2% of all 

cars—furnished as standard equipment 

Fixed rubber pads eliminate need for adapters on Ra ap ee NORD GOOD 

98% of all cars. Simple, easy to use adapters fur- _- WBS 
nished as standard equipment. Wheel grooves for — 
accurate front-wheel spotting, and efficient non- 

rotator are also included as standard equipment. 


Inexpensive to buy .. . to install... 
to maintain 


The initial cost of the Rotary Frame Pick-Up Lift 
compares with other standard single-jack lifts. 
Installation is the same and maintenance is negli- 
gible. But there’s extra value . . . longtime economy 

. in the design, engineering and manufacture of 
the famous Rotary jack and superstructure. 


ROTARY, the original manufacturer of hydraulic 
auto lifts . . . and still the leader 


Safety-grip rubber pick-up pads 


Pick-Up Lift 








fora 
complete line 
of high quality 


Paint, Varnish and Shellac 


SURFACE COATING 


petroleum chemicals peETROHOL 91 


PETROLEUM 


PARANOX 
PARATONE 


Methy! Ethyl! Ketone 
Dewaxing Aid 

Ethy! Ether 
Isopropy! Ether 
Reference Fuels 
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PETROHOL 95 
PETROHOL 99 
JAYSOL 

Secondary Butyl Alcohol 
Secondary Butyl Acetate 
Isopropyl Acetate 
Acetone 

Methy! Ethyl] Ketone 
Dicyclopentadiene 

Ethyl Ether 

Isopropyl Ether 
Naphthenic Acids 
Iso-Octy! Alcohol 

Decy! Alcohol 

Denatured Ethy! Alcohol 


CHEMICAL 


PETROHOL 91 
PETROHOL 95 
PETROHOL 99 
JAYSOL 

Iso-Octyl Alcohol 
Decyl Alcohol 
Denatured Ethy! Alcohol 
Tridecy! Alcohol 
Dicyclopentadiene 
Isoprene 

Butadiene 

Ethyl Ether 
Isopropyl Ether 
Tetrapropylene 
Tripropylene 
Aromatic Tars 
Benzene 

Acetone 

Methyl! Ethyl Ketone 





Gasoline and Motor Oil (Additives) 


For dependable 
products 

that win 
dependable 


customers... 
specify 


CHEMICAL 
PROGRESS 


ween-marozz /)f 


34 successful years of leadership in serving industry 


Products that deliver dependable performance win 
steady, satisfied customers. And where performance 
counts, you can count on Enjay. 


Enjay supplies a complete line of uniform, high 
quality petroleum chemicals to the surface coating, 
chemical and petroleum industries. You are assured 
proved results with every Enjay product. Backed by 34 
years of research, experience and know-how, each is 
designed to meet industry’s most precise specifications 
and characteristics. 


But don’t consider Enjay for your present chemical 
needs alone — Enjay is also ready to assist in develop- 
ing new or improved products through chemistry. 
Present or future, be sure to specify Enjay. 


ENJAY CO., INC. « 15 West 51st Street, New York 19, N. Y. 
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NOW-a great new engine 
for AUTOCAR TRUCKS 


The White Mustang 390A 


Here’s the greatest gasoline en- 
gine ever to power an Autocar 
truck. The White Mustang 
390A, a modern high-com- 
pression engine producing 200 
horsepower and 440 pound- 
feet of torque. It has more 
power per pound, and all the 
other features you look for in 


LA 


FICK 
ie 


a heavy-duty engine for high- 
speed hauling. 

You will want full informa- 
tion on this important addition 
to the Autocar line. Fill in the 
coupon and find out what this 
engine can do to make your 
hauling more profitable—you'll 
be glad you did. 


The mighty Mustang is also available for your replacement engine needs 


See your White-Autocar representative about the special 


installation kit available for your present Autocar in 145 


and 200 hp engines. 


AUTOCAR TRUCKS 


Autocar Division of The White Motor Company 
Exton, Pa. 


Autocars are sold and serviced throughout the world 
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Autocar Division of The White Motor Company 
Exton, Pa. 


I want to know more about Autocars 
with the White Mustang 390A Engine 
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Gilbarco Air 


Compressors! 





for every service station job... 


You don’t expect to replace a service station air com- 
pressor every two years, or even ten. That's the best of 
all reasons for specifying Gilbarco! For Gilbarco Air 
Compressors are built for durability, built first to last. 


Twenty-seven models from 13 to 10 horsepower, single 
and two-stage, with horizontal and vertical tanks, permit 
selection of exactly the right size and type for the utmost 
economy and longest life in every service station job. 


Year-in-year-out durability is never more important 
than when a compressor is to be installed in a service Gilbert & Barker 
station in a foreign land. That is the very reason why Mfg. Company 


you'll find Gilbarco Air Compressors used in half the West Springfield, 
countries in the world! Mass. 


Write for catalog and complete information. Toronto, Canada VEE’ 


WS 
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Du Pont announces... 


NEW TYPE lube oil additives 


Starting with new engines, a representative number of taxicabs were tested in 50,000 miles of 
low-duty service to determine the effectiveness of DuPont Lube Oil Additive 564. Typical results 
are indicated by the two sets of photographs above. 

Notice the difference in sludge on the oil screen and timing gear cover on the left as compared 
to the clean appearance of the corresponding parts at the right. Those on the left were operated 
on a representative heavy-duty motor oil (for service MS and DG). The cleanliness of those on the 
right resulted from the use of the same base oil to which only DuPont Lube Oil Additive 564 
plus an antioxidant had been added. 


ee polymeric additives offer solution 
to your low-duty sludge problems 


A new solution to engine oil sludge prob- 
lems, particularly those caused by low- 
power, low-temperature, and other low- 
duty driving conditions is now possible. 
This is especially significant in helping 
promote your product to the mass passen- 
ger car market, and is also of interest to 
the operators of urban fleets—taxis, buses 
and delivery services. 

The solution of sludge problems is 
available through the use of new poly- 
meric lube oil additives by Du Pont. Be- 
ing outstanding detergents and viscosity- 
index improvers, these double-action ad- 
ditives are exceptionally effective under 
stop-and-go driving conditions. They are 
especially effective in retarding sludge for- 
mation on all engine parts in contact with 
lubricating oil. As a result, Du Pont Poly- 


E. |. DU PONT DE NEMOURS & COMPANY (INC.) 


Petroleum Chemicals Division * Wilmington 98, Delaware 


meric Lube Oil Additives help maintain 
good. engine lubrication and extend the 
useful life of your customers’ engines. 
Leave No Deposit 

Polymeric lube oil additives, being ash- 
less detergents, permit more efficient op- 
eration of the engine oil system. Oil 
screens and filters are kept clean and free 
from sludge. The resulting free flow of 
oil through the engine keeps it in better 
operating condition. 

Cost Less Than Other Detergents 
DuPont Polymeric Lube Oil Additives 
are effective in low concentrations. And, 
when used in multi-graded oils, result in 
substantial savings since these new addi- 
tives are both detergents and V.I. im- 
provers. They are supplied in two molecu- 


Petroleum 


NEW YORK, N. Y.—1270 Ave. of the Americas 
CHICAGO, ILL.—8 So. Michigan Ave 

TULSA, OKLA.—1811 So. Boltimore Ave 
HOUSTON, TEXAS—705 Bank of Commerce Bidg 
LOS ANGELES, CALIF.—612 So. Flower St 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division, 80 Richmond St. W., Toronto 1, Ont 


Regional 
Offices: 


lar weights—Lube Oil Additive 564 (for- 
merly PL-164A) and Lube Oil Additive 
565 (formerly PL-164). 

Commercial quantities of both addi- 
tives are now available. For testing their 
effectiveness in your own engine oils, 
why not send for your samples now? Any 
of our regional offices listed below will 
help you. 


§16.u. 5, pat Ore 
Better Things for Better Living 
. « through Chemistry 


Chemicals 


Phone COlumbus 5-2342 
Phone RAndolph 6-8630 
Phone Tulsa 5-5578 
Phone Blackstone 1151 
Phone MAdison 5-1691 


OTHER COUNTRIES: Petroleum Chemicals Export—Nemours Building, 6539 Wilmington 98, Delawore 
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—Fj editorially speaking 
SOLVING LIMITED ACCESS ROAD PROBLEM 


HE threat to the continuance of free oil mar- 
keting enterprise on the nation’s main high- 
ways was never more serious. 

It is something that has been building up over 
the past several years, with the gradual develop- 
ment of the limited access toll road system and, 
along with it, the practice of ownership and/or 
control of service facilities thereon by state gov- 
ernments. 

But only now, as plans for a 10-year, $100- 
billion highway construction program begin to un- 
fold at Washington, is the measure of that threat 
being exposed in all its frightening portent. By 
such disclosures, for example, as the proposal of 
the Bureau of Public Roads that all roadways in 
the 40,000-mile interstate highway system be con- 
verted to limited access highways. And by the 
realization that, if this is done, the next step could 
be—probably will be—government control, if not 
actual operation, of service stations and every 
other kind of facility now catering to the public 
needs on these roads. 

This wouldn’t be at all funny. It wouldn’t be 
funny for a lot of reasons. Most of them are pretty 
obvious. The most obvious of all is the fact that 
too darned few people, in public life and out, 
seem to have realized the significance either of 
what they were doing or of what was afoot, in 
terms of the peril to the free enterprise system. 

Of that peril, NATIONAL PETROLEUM News has 
been warning editorially for a long while, though 
at times, frankly, we rather felt ourselves to be a 
lone voice in the wilderness. And the lonelier in 
our advocacy of what we have conceived to be the 
only real solution to this distressing problem: 

The banning of commercial enterprises of any 
kind on limited access highways (toll or free). 
Motorists in need of services should be afforded 
the opportunity of getting them at locations re- 
moved from the road and under private ownership 
or control, 

This to us has seemed the only practical way of 
accomplishing three highly desirable objectives: 


HE American Petroleum Institute has come up 

with the most effective advertisement distrib- 
uted under its sponsorship in years—effective 
because it is hard-hitting and factual. 

The ad proclaims: “Gasoline Is Biggest Bargain 
on American Family’s Shopping List.” A graph 
shows that all items have gone up an average of 
53.5% since 1925, while gasoline has gone up 
only 8.6%. (Food, incidentally, is up 72.9%.) 

This ad is particularly welcome because, by 
fighting a popular misconception, it helps over- 
come an industry weakness. The latest survey of 
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1. An end to the threat of government getting 
directly into the gasoline business, or into other 
private businesses. 

2. The elimination of single-company monopoly 
of gasoline business on limited access highways, 
and - - 

3. Last but not least, creation of the opportu- 
nity for smaller oil companies to compete on a 
basis of equality for the motorists’ business along 
these highways. 

We have never yet heard of anyone who ques- 
tioned the validity of these objectives. But it was 
not until just the other day that we found another 
agreeing with us publicly on the suggested solu- 
tion. That is Herbert Willetts, vice president and 
director in charge of domestic marketing for 
Socony-Vacuum, who had the courage to stand 
right out in the middle of the street and not only 
label this problem for what it is—a dangerous 
threat to private enterprise on the nation’s high- 
ways—but also to suggest that it can be solved: 
by so locating shopping areas that the motorist 
may “leave the highway on to a service road and 
buy oil, food and other products at outlets built 
by members of each industry on land leased or 
purchased.” 

The text of Mr. Willetts’ remarks was published 
in the Oct. 6 issue of NATIONAL PETROLEUM 
News, starting on page 15. Every oil man should 
read those remarks, then take the pains to follow 
through on Mr. Willetts’ suggestion that “all of us 
—jobbers, dealers, supply companies, commission 
agents, transport truckers—join hands in opposing 
any legislation in any state and in Washington 
which would give a unit of government control 
over gasoline outlets, through ownership of high- 
way sites, through collections of royalties on gaso- 
line sales, or whatever other form it may take.” 

For here, certainly, is one issue On which the 
oil industry can and should unite, without quibble 
or hestitation upon the part of anyone in it. The 
time for speaking softly and stepping lightly is 
over. 


ADS CAN SET THE PUBLIC STRAIGHT 


public opinion showed that an increasingly large 
number of people think that gasoline prices are 
too high. And 77% of them blamed the supplying 
companies. The survey yielded other opinions un- 
favorable to the industry. 

Bad opinions are often based on misconcep- 
tions, and misconceptions are usually well publi- 
cized. The most effective way to correct them is 
by forcible means. 

NPN hopes that API policy-makers will use as 
that forcible means more of the hard-hitting, 
factual ads. 
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PICTURE OF A MAN MAKING MONEY 


E’S SELLING the new Hood 
Safety -Seal “400” — the tire 
that needs no tube! His job is easy 
because he has a product with 
features his customers need and 
will buy... features that can be 
demonstrated and proved! And 
he doesn’t have to give away 
his profit! 

This new Hood tubeless tire has 
all four of the “most wanted” fea- 
tures — blowout protection, punc- 
ture protection, skid protection and 
extra mileage! 


PERMANENTLY SEALS PUNCTURES 
The dealer pictured is showing his 
customer how Hood’s Puncture 
Guard sealant surrounds punctur- 
ing objects to prevent loss of air. 
Next he will pull the awl out of 
the tire to demonstrate how the 
Puncture Guard seals the puncture 
hole permanently. He’ll remind the 
customer of the benefits—no de- 
lays, no inconvenience, no costly 
repair bills. 
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PROTECTION AGAINST BLOWOUTS 
Then the dealer will point out the 
patented Blowout Shield which 
lines the inside of the tire from 
bead to bead. This special liner 
serves a dual purpose. It replaces 
the old-fashioned inner tube as 
an air retainer and provides the 
best possible protection against 
blowouts. There is no tube to 
go flat... no tube to blow out! 
The motorist is warned of tire 
damage by a slow leak instead 
of suffering a sudden dangerous 
blowout. 


PROTECTION AGAINST SKIDDING 


Hood's new tread gives unsurpassed 
skid protection. The dealer can 
easily demonstrate how the mold- 
ed-in Safety-Grip Blocks and the 
Skid-Safe center ribs grip the road 
from every angle to assure safe, 
straight-line stops and fast acceler- 
ation. The thick, broad tread de- 
livers bonus mileage as well as 


bonus safety. 
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Hood offers a complete line of more 
than 190 different sizes and types 
of tires. All of them are backed 
by aggressive local and national 
area advertising and promotion. In 
addition, Hood supplies its dealers 
with all of the essential selling helps 
and training materials, including 
motion pictures, slide films, dem- 
onstration kits, seasonal display 
services, literature, etc. 


Hood’s protected territory fran- 
chise gives the independent tire 
dealer the opportunity to compete 
profitably against anyone! For full 
details, write Dept. NH-11, Hood 
Rubber Co., a Division of The 
B. F. Goodrich Co., Akron, Ohio. 
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BERNARD BROWN (right), burly secretary-treasurer of Local 596, is running the station organizing drive in Philadelphia 


How Unions Are Organizing Stations 


Labor’s avowed drive to organize the nation’s service station em- 


ployes is getting new strength from two 


igorous campaigns being 


waged on opposite sides of the U.S.—at Philadelphia and Bakers- 


field, Calif. 

Both are significant because 
they can become models for fu- 
ture activities of the AFL Team- 
sters Union, which has pro- 
claimed that one goal is com- 
plete unionizing of all station 
employes. 

To oil marketers, Teamster vic- 
tories mean higher operating costs and 
labor problems. 

Teamsters say union contracts mean 
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stabilized costs and stabilized prices. 
One thmg is certain—union men are 
having a hard time pulling dealers 
into line when they move into an area 
with the “promise and threat” organiz- 
ing routine. 

Teamster head Dave Beck, who 
has carved out a union empire cover- 
ing 1.3 million members in his 30 
years aS a union man, states flatly: 
“We are going to try to organize every 
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service station and garage in the 
United States.” 

He says his organizers have been 
successful in parts of the West and 
Pacific Northwest, and “there is no 
reason why we can’t be successful on 
the East Coast and elsewhere.” 

However, Oil Workers International 
Union (CIO), which claims a mem- 
bership of 130,000, looks on station 
employes as within OWIU jurisdiction 
and challenges the Teamster claims. 

This poses the threat of jurisdictional 
disputes in the future, especially where 
an independent station union, such as 
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BAKERSFIELD—Pickets march in front of huge truck service station where strike has been going on since April 


Here's the Teamster Pattern in Philadelphia. . . 


Western States Service Station Em- 
ployes Union, is friendly with the 
OWIU. If it goes over to the CIO 
union, led by O. A. Knight, it would 
have the largest block of service station 
employes. 

No definite Teamster pattern has 
emerged. But the broad aim of or- 
ganizing stations has been passed 
down through the union ranks. Or- 
ganizers are looking over possibilities 
in their own areas. When the time is 
ripe, they will move in. 

There is no special station organiz- 
ing fund. But if a new organizational 
effort looks like it will pay off, money 
always is at hand. Money and or- 
ganizing talent are two of the highest 
cards in the Teamsters’ hand—and 
they are willing to use both to get a 
foothold in service station labor. 

Most Teamster negotiators are 
going for a 48-hour week—with the 
40-hour week as a goal when local 
conditions permit. Wage demands 
range upward from $1.27 an hour. 
Along with this go demands for over- 
time pay, a list of paid holidays and 
health and welfare benefits. 


AROUND THE NATION 

The Teamsters lately have been 
pressing the Philadelphia and Bakers- 
field campaigns. If these are success- 
ful, the next move will be a methodical 
march through the East and West, 
picking off top marketing areas one 
by one. 

Union officials claim they have 
almost 500 of Philadelphia’s 1,200 
stations under contract now—with 
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more coming in as the dealers find 
they can’t hold out under economic 
pressure and picketing any longer. 

The union, they say, is “in”—but it 
hasn’t been for long. Back in June, 
the Teamsters were “dead.” Then 
along came a blood transfusion—in the 
form of Seafarers International Union 
(AFL) and its 280-Ib. Philadelphia port 
agent, A.S. (Blackie) Cardullo, who 
says his union has “never lost a beef 
in Philadelphia.” 

Close on Cardullo’s heels, on loan 


from SIU in New York, is the man ~ 


who now runs the show in Phila- 
delphia — Bernard (“Bernie”) Brown. 
He serves as temporary secretary- 
treasurer of the Garage, Parking and 
Service Station Employes Union, 
Local 596, which is the official name 


of the Philadelphia Teamsters local. 

Then Came Opposition—The cam- 
paign in Philadelphia began more than 
a year ago. After organizers had lined 
up some employes and a few operators, 
the local approached the city’s Petrole- 
um Retailers Assn. After short 
negotiations, the association agreed to 
a contract for its members. 

But organization bogged down 
when dealer Milton Deemer and some 
other non-members formed the Assn. 
of Auto Service Stations to fight 
unionization. 

That’s the way things stood when 
the Seafarers International came along 
to jack up the flagging campaign. SIU 
had the time and men for the job. 

Now, led by Brown and Cardullo, 
the Teamsters have signed up 13 com- 


PHILADELPHIA—Sign carriers greet customers in front of service station and also 
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sees this as ‘pattern’ for future demands at other locations in area 


and Bakersfield 


pany-owned Shell stations. Included 
in the terms were a union shop and 
wage raises. However, the union is 
not doing as well at a leased Atlantic 
station in Philadelphia. Common Pleas 
Court late last month barred Teamster 
pickets from marching at the station. 
At presstime the union had appealed 
the court decree. The union pickets 
have been withdrawn. 


WAR IN CALIFORNIA 


Motor Truck Sales & Service of 
Bakersfield, Calif., said to be the 
world’s largest truck service station, 
has been fighting a “war of attrition” 
since April with Teamsters Local 87. 
The union reportedly is using the 
strike as a “test case” to set a pattern 
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for future demands at other locations 
in the local’s bailiwick. 

Dick S. Stricklen, the truck station’s 
owner, says the union’s leaders have 
a statement to that effect on record in 
Superior Court. 

Stricklen claims he is being picketed. 
But the union says the men it has 
parading in front of the station are 
“banner carriers,” not pickets. 

Whatever the union calls the men, 
it is reported their presence has cut 
Stricklen’s gasoline and diesel business 
80%. Highly unionized truck drivers 
won't enter an “unfair” station. 

Employes at two other Bakersfield 
truck stations have voted for inde- 
pendent unions. Their employers— 
Jackson Truck Service (General 
Petroleum) and Piercy and Piercy 


Sats 


bombard the neighborhood from union sound car patrolling the area 
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(Signal)—have signed contracts, and 
“banner carriers” have disappeared 
from their stations. 

Standard Union — Western States 
Service Station Employes Union, a 
unit that represents employes at 1,100 
Standard Stations, Inc., outlets in sev- 
en Western states, now is at full 
strength. 

WSSSEU claims an all-time-high 
membership of 6,500. Standard Sta- 
tions includes part-time men in its 
employe totals, counting two of them 
as one employe, so this figure amounts 
to 107% of the WSSSEU potential. 

The union, with 13 locals, has 
neither the union shop nor the closed 
shop. It won a higher commission 
scale from Standard earlier this year, 
and some station managers located 
near national parks reportedly made 
$600 a month during the summer. 


OTHER POINTS 


Chicago—Labor scene is quiet now, 
with contracts covering transports and 
those covering service stations extend- 
ing well into next year. But, a state- 
wide dealer organization may develop 
in Illinois as a result of Teamster 
demands last spring. 

Teamster Local 705 last April de- 
manded sharp wage increases for sta- 
tion help and big contributions to 
health and welfare funds. The union 
softened its demands, but made it clear 
it would be back for more later even 
though the present contract provides 
an 8¢ per hour higher wage than last 
year. 

It has been estimated that if the 
dealers are eventually forced to meet 
the union’s full demands it will mean 
a 2¢-per-gal. hike in retail gasoline 
prices. 

The South — There is little likeli- 
hood that the Teamsters, or any other 
union, will make much headway in 
organizing oil marketing in this region. 

The Southwest—There was a flurry 
of union activity in the Port Arthur, 
Tex., area this year. But several meet- 
ings with service station employes 
failed to produce results and the move 
has died out. 


HOW ORGANIZERS WORK 

What has happened in Philadelphia 
since Bernard Brown and Cardullo 
took over the organizing campaign 
gives a fairly good picture of what 
happens when the union men go to 
work. 

The first major move was a 22-day 
strike at an Esso station operated by 
Benjamin Brown at Broad and 
Christian St. He decided to give up 
his lease and try another station. Then 
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he changed his mind and signed with 
the Teamsters. 

His two employes joined the union 
a few hours after the strike started. 
At one stage in the intermittent picket- 
ing of his station, Benjamin Brown 
says, a picket threatened to throw a 
lighted cigarette down the storage 
tank fill pipe if a tank truck driver on 
the scene tried to complete a delivery. 

After Brown capitulated, pickets 
appeared at the Roosevelt Blvd. and 
Cottman St. station of Robert Living- 
ston. Livingston, former dealer-con- 
tact salesman for Atlantic Refining, 
had taken over the station (Atlantic) 
two weeks earlier. It already had 
been organized, 

When Livingston fired an employe 
who had been working for the former 
operator, trouble came. 

Livingston said he fired the man 
for intoxication. But the Teamsters’ 
Bernard Brown disagrees. He says 
flatly: “The man was fired for belong- 
ing to the union.” 


ONE MAN’‘S FIGHT 


One man who is doing battle with 
the Teamsters and makes no bones 
about it is Milton Deemer, who oper- 
ates two Esso stations—at 44th and 
Walnut St. and at Ridge and James- 
town St. 

Deemer is one of the moving spirits 
in the Assn. of Auto Service Stations, 
organized a year ago in opposition to 
Petroleum Retailers Assn., which had 
signed a blanket contract with Local 
596. 

About the union’s tactics, Deemer 
has this to say: 

“In addition to operating a couple 
of service stations, I owned stock in 
the Arctic Ice Vending Corp. It has 
10 small vending units, for dispensing 
bags of cubed ice, located in gasoline 
stations. 

“A man who identified himself as 
Bernard Brown phoned me and told 
me he didn’t want one of the vending 
machines in another dealer’s station at 
Broad and Wharton St. because the 
Teamsters had organized the employes 
there. 

“‘In other words,’ I told Brown, 
‘you don’t like Arctic Ice because I 
own stock in it.’ He said, ‘That’s 
right.’ 

“IT said, ‘If I own stock in Esso, or 
Atlantic, or Texaco, you don’t like 
Esso, or Atlantic, or Texaco?’ He said 
that was it. 

“Also, he said if he ever saw me in a 
bar, on a subway platform, or in an 
alley, he’d bash my head in, smash me 
between the eyes, maim me for life, 
and put me out of the service station 
business.” 
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“To alleviate the pressure on Arctic, 
I sold out my shares. But the same 
day, I called my lawyer, and he called 
the lawyer for Local 596, to tell them 
we were going to swear out a warrant 
for Brown’s arrest. 

“The lawyers didn’t actually get to 
talk to each other until two days later. 
But after they did, I got a call from a 
man who said he was president of 596. 

“He said he was positive that Brown 
would never make such statements. 
He said Brown was a gentleman, far 
above doing anything of that type. 

“I’m positive it was Brown. Any- 
way, this man said when Brown came 
into the union office, he’d check with 
him (Brown). He said if Brown denied 
calling me, he felt I owed Brown an 
apology. 

“I told him if Brown would face 


me and would say he didn’t make the 
call, I'd apologize. But, I said, if 
Brown didn’t face me that way, I 
wouldn’t apologize. I’ve never heard 
from Brown since.” 

When Brown was interviewed on the 
foregoing statements he denied making 
the alleged statements to Deemer and 
added, “I have seen him only once 
and wouldn't know him if I saw 
him again. 

“I don’t pay Deemer any mind. | 
know Esso told him to form an asso- 
ciation to fight the union and to fight 
the Petroleum Retailers. I know of 
dealers who have been told to join 
Deemer’s association—and I mean 
told on an or-else basis. Other dealers 
who wanted to form their own asso- 
ciation were told by their companies 
not to—to join Deemer instead.” @ 


A Philadelphia Story 


Dozens of charges and coun- 
tercharges are to be had for the 
asking in Philadelphia. 

For a glimpse of the teeling in these 
recriminations in Philadelphia, NPN 
secured a report from an oil company 
salesman. 

We read it to Bernard Brown, 
Teamster organizer, to get his reaction. 

The result was accusation and 
denial. Here is part of it: 


Salesman: 


Bernard Brown didn’t like gasoline 
deliveries being made to Benjamin 
Brown’s station while that station was 
being picketed. He said the next at- 
tempt to deliver to a picketed station 
would result in trouble—the driver 
would have to walk back to the plant. 

Brown said he heard an oil company 
official pushed a picket while a gaso- 
line delivery was being made. He 
(Brown) would “get him and tear him 
to pieces, throwing the pieces across 
Broad St.” 


Brown: 


I said nothing about intimidating 
drivers of gas trucks. I did say and 
I'll say again that I don’t like any 
s.o.b. from an oil company pushing my 
pickets around and bringing goons 
along to deliver gas. 

What’s the dealer supposed to do 
when he gets the gas—drink it? He 
can’t sell it when our pickets cut off 
80% of his business. 

If that s.o.b. wants to push anybody, 
let him push me—lI weigh over 200 
pounds. I'll meet him in the middle of 


Broad St. If he wins, I'll pull off my 
pickets. 


Salesman: 


In a conversation with a dealer he 
was trying to sign up, Brown promised 
the dealer a “5¢ to 6¢ margin.” When 
the dealer said he wanted to talk to 
his attorney, who was out of town, 
Brown told him to sign or “we will do 
what we did to Ben Brown and you 
will be forced to sign at much tougher 
terms.” 

A. S. (Blackie) Cardullo, also in on 
the meeting, said, “All of you dealers 
are ‘meat heads.’ Without a strong 
union such as we are offering you, you 
will never get anywhere.” 


Brown: 


We never talk to a man that way. 
When we sign up-a dealer’s employes, 
we naturally sit down with him to talk 
contract. If he wants a lawyer, we ad- 
vise him to get one. A contract is a 
legal document and he should have 
legal representation when negotiating 
it in order to protect himself. 

We are not trying to guarantee mar- 
gins or fix prices and we never have. 
We do say that when dealers are pay- 
ing union wages, the market will be 
stabilized because no one will be in a 
position to cut prices. 

Although we represent employes, 
we would like to see the dealers get a 
better deal. The way it is now, a dealer 
works 12 or 15 hours a day to build 
up his gallonage. Then the oil com- 
pany comes along, slaps him on the 
back and raises his rent $50. s 
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Do oil companies think women are an important market? 
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Are companies trying to attract the women customers? 


Marketing to Women Today al 
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Something we ladies appreciate! 


Q: Does directing advertising to women .. 
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It’s beginning to look as though women’s buying influence has been over-rated, 


all commodities considered—but considerably under-rated in the case of oil products 


@ How important is the woman cus- 
tomer to oil marketers? To what ex- 
tent does she influence buying or brand 
preference in gasoline and other oil 
products? 

For years, it was thought women 
bought, or determined the buying of, 
perhaps 80% of all consumer goods. 
But feminine influence varies with the 
product. And recent studies conclude 
that women’s influence has been over- 
rated. 

What about retail oil 
Fuel oil? TBA items? 
service station? 

For a long time, men have been the 
big-volume purchasers at service sta- 
tions. But this fall oil marketers’ 
interest in the scope and nature of 
women’s influence became more 
apparent than at any time since World 
War II. There is no indication, how- 
ever, that this interest is strong enough 
yet to appraise the “woman’s market” 
and design a marketing program for 
its greater development. 

To find out how oil companies feel 
about this matter, NPN surveyed a 
cross section of major and independent 
marketers. They were asked if they 
(1) regarded marketing to women an 
important factor, (2) had done any 
research in that field and (3) were try- 
ing to cater to that market. 

The survey showed this: 

The women’s market is a definite 
part of the whole oil products retail 
market. And probably it’s growing 
more rapidly than estimates or 
statistics indicate. 


products? 
Selection of a 
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Two factors stimulate this growth: 

1—Spread of suburban living has 
placed more buying responsibility in 
women’s hands. In many cases, this 
includes having the family car ser- 
viced—or at least buying gasoline 
more often. Suburban living has 
produced more two-car families. And 
often, the second car is used ex- 
clusively by the wife. 

2—Steady rise in women workers 
has resulted in a corresponding in- 
crease in women car owners. 

At the same time, NPN finds: 

@ No comprehensive information 
on the female market has been com- 
piled by oil companies. Some oil 
companies have gathered limited in- 
formation. Others are conducting 
surveys. Two surveys—Du Pont and 
Coca Cola—have contributed useful 
marketing data. And Fawcett Publica- 
tions surveys, done in 1948 and 1950, 
challenge the theory that women 
control the spending of 85% of every 
family dollar. 

e There is deep interest in the 
subject and the many opinions range 
from a belief that there is no need for 
special merchandising pitch to women 
to credence in active research aimed 
at slanting a program toward them. 

@ Numerous services and merchan- 
dising devices are established to 
attract women, but seldom do they 
represent a major effort. 

e Surveys have indicated most 
motorists ignore price when buying 
gasoline, a conclusion that has been 
widely accepted. But findings of one 


major tend to challenge that conclu- 
sion. In a word, women really may 
be price conscious when shopping for 
gasoline, other products and service 
at a service station. 


ADVERTISING PITCH 


An oil marketer who is slanting ads 
to the women’s market has discovered 
in annual suburban surveys that 
women account for 20% of its gaso- 
line sales. Accordingly, it directs 
about 20% of its ads and sales pro- 
motion to them. 

Fuel Oil, Too— A company that 
believes that a women is a much more 
important factor than her husband in 
selecting a fuel oil supplier is slanting 
most of its advertising this fall at the 
women. It reasons that she is usually 
the one who calls for fuel oil. And 
being at home when delivery is made, 
she—not her husband—sees the fuel 
oil truck driver. 

Two others—a Canadian marketer 
and a West Coast major—are trying to 
sound out the women’s market. 

The Canadian has a 12-man staff 
doing a survey. Although the pro- 
gram has been under way a short time, 
preliminary findings have proved so 
encouraging that management has 
already expanded the survey beyond 
its original scope. 

Getting New Data—This company 
admits that it has had its “eyes 
opened” regarding the female market. 
They say they’re learning how little 
they actually know about the buying 
habits of women. They’re learning 
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ALEMITE cule A -—-. 


A: The experience of Alemite .. . 


that areas have a strong bearing on the 
size of the women’s market—that the 
biggest female potential is found in 
urban and suburban areas. 

The West Coast company found in 
a survey last year that 36% of its 
buyers were women but that 80% of 
its gallonage was purchased by men— 
is making other studies that will tabu- 
late buyers by sex. 

Deep Rock’s “Shop ’n’ Gas” service 
experiment that was started in Garden 
City, Kan., in August has caused “very 
favorable comment from women who 
are pleased to be able to buy gasoline 
while doing their grocery shopping,” 
the company reports. 

Economy Pitch — Alemite ran a 
series of ads this year to interest 
women in driving the family car 
down to the local service station or 
car dealer for greasing during the 
week. The campaign was aimed to 
“even out” lube work, which hits peaks 
too big to handle on Saturdays and 
Sundays when the male of the house 
looks after that item. 

Result: “A marked increase . . . in 
the number of women bringing autos 
in. . . for service,” says Fred Cross, 
Alemite’s ad manager. 

One of the ads started off: “The 
ladies . . . bless "em . . . are taking 
over another man’s job . . . and the 
men love it.” The ad also contained 
an appeal to the wife’s economy in- 
stincts, pointing out that regular Ale- 
mite service would, in the long run, 
save her family money in car upkeep. 





The Cover... 


Miss Betty Place, a typical woman 
motorist, shops at Manny Corti’s Tren- 
ton, N.J., station, served by Jobber 
George Geis (Consumers Oil Corp.). 





November, 


According w Publishers Informa- 
tion Bureau statistics, covering the 
period from January, 1953, through 
this past June, no major oil marketer 
did any advertising in the so-called 
women’s magazines although they 
spent considerable sums in general 
magazines. For instance, one nation- 
wide marketer spent over $3,600,000 
in magazines during that period. 

Auto accessory manufacturers, op 
the other hand, are more inclined to 
put a portion of their ad budgets in 
women’s magazines. For instance, a 
tire chain manufacturer spending 
$137,871 used over $20,000 in 
women’s publications. Car manu- 
facturers go in for the women’s market 





© 


... is that it does 


: 5 






One maker, with 
a total ad expense of over $1,889,000, 
spent more than $197,000 advertising 
in four women’s magazines. 


tO a greater degree. 


WHAT THEY SAY 


One marketer—an Independent who 
estimates that about 45% of its cus- 
tomers are women—admits that it has 
no “marketing to women” program as 
such but adds it “does recognize the 
importance of female customers.” 

Another oil company puts it this 
way: 

“While the 


dollar volume of 


women’s business is not too great, 
women do wield a considerable in- 


&, 
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EXTRA SERVICE, like looking after the fan belt and other under-the-hood items, is 
what women appreciate when they drive into a service station 
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industry news 


Marketing to Women Today 


: Women may account for as much as 60% of a service station’s customers, or as 
little as 4%—depending on the location of the service station and its accessibility 


fluence as to where a husband takes his 
car for service. The problem can be 
classed as not one of deep service but 
of showmanship. Women rarely look 
beyond appearances and convenience 
in service stations.” 

Another major marketer admits it 
“may be missing a bet in not treating 
women as a separate market and in 
not doing research on how best to 
reach them.” 

The Other Side—Another Indepen- 
dent gave up the whole idea of making 
a special pitch when its prospective 
operators of new stations—reporting 
on house-to-house canvasses in which 
they spoke to housewives—said wom- 
en told them, “My husband handles 
the whole thing.” 

Still another reported that women 
—known to be bargain hunters—will 
not admit that price has any influence 
on the brand they buy. It said: 

“Less than 1% of those surveyed 
admitted buying because of price. 
Obviously that is false, misleading and 
inaccurate . . . except that people, par- 
ticularly women, won’t admit they buy 
gasoline because of price. We threw 
out this part of the survey completely.” 

Appeal To Alli— From another 
marketer: 

“Our general advertising approach 
is aimed at appealing to all customers 
—women as well as men. Therefore 
there is no particular reason to special- 
ize and try to reach specific consumer 
groups. We feel our advertising 
appeals to all groups simultaneously.” 

An assistant manager of a major in 
the Pacific Coast marketing region 
said: 

“We do know they (women) are 
important and that they have some- 
what different likes and dislikes than 
the men.” But his company has done 
nothing to reach the female market or 
is doing any research on the matter, 
he admits. 

Site a Factor— Another Pacific 
Coast marketer said one study showed 
that in a neighborhood station, located 
on a major highway, 49% of the 
customers were women. In a city 
station located on a major artery in 
an industrial area, the female percent- 
age dropped to 12%. In a residential 
area in the suburbs, where the station 
was on a highway, women were 26% 
of the buyers. And in a downtown 
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station without a parking lot, women 
were only 4% of the buyers. 

Thus, he maintained, it is impracti- 
cal to average the extremes and come 
out with an approximation of what to 
expect. 

And this from an account executive 
handling one of the major’s advertis- 
ing programs: 

“Copy is not written . . . with the 
idea of capturing the favor of women 
more than that of men. The present 
state of competition concerning gaso- 
line quality breeds very keen rivalry 
among oil companies. Their manage- 
ments insist on advancing their com- 
petitive quality claims in strongest 
possible terms.” 


SURVEY RESULTS 


“Never underestimate the power of 
a woman.” That’s the way it’s said. 
But what does that “power” amount 
to when she drives up to the gasoline 
pump? Surveys have tried to find out. 
But their findings differ. 

Marketers’ own figures, as reported 
in the survey, show that women 
account for as little as 4% and as 
much as 60% of a station’s customers, 
and are responsible for 10%-20% of 
the gallonage. 

Women control as much as 85% of 
the spending of each family dollar, 
according to some estimates. But two 
surveys—Fawcett Publications and the 
Bureau of Economic and Business Re- 
search of the University of Illinois— 
contend this 85% figure is a myth. 

How Oil Stands—The Fawcett sur- 
vey conducted in 1950 verified results 
of an earlier (1948) survey. Based on 
1,503 questionnaires and covering 60 
products, the survey showed that 
women’s influence in brand selection 
was On a sliding scale—lowest in TBA 
items and gasoline, increasing with 
such items as wine, cigarettes, watches 
for men and ties, and reaching its 
highest point in such items as tooth 
paste and powder, coffee and other 
staples, gloves, and hosiery. 

It showed: 

—NMale influence in brand selection 
of gasoline, oil, and TBA items aver- 
aged over 91%. 

—Female influence averaged’ 3%. 

—Influence of sexes together aver- 
aged 6%. 

The University of Illinois survey, 
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made in 1949 by Paul D. Converse, 
professor of marketing, showed that 
the over-all female influence was as 
low as 55%—not in the reputed 80% 
range. Converse also said men made 
30% of all purchases, both sexes to- 
gether accounted for 11%, and 
children were responsible for 4%. 

Buy 12%—In gasoline purchases 
the survey reported women did 12% 
of the buying, men accounted for 
83%, and children for the remaining 
5%. 

The Coca-Cola Co. survey (1952) 
showed the effect of merchandising on 
people at service stations — drivers, 
passengers, and walk-in trade. The 
survey included 248 service stations 
and tabulated actions of 15,597 per- 
sons, covering everything from gaso- 
line purchases to restroom usage. 

It showed that: 

—83% of drivers entering stations 
were males and 17% were women. 

—43% of the males made 76% of 
the purchases and 9% of the women 
made 15% of the purchases. 

—76.1% of the women purchased 
gas as against 68.5% of the men. 

The survey also revealed that males 
dominated in the purchases of TBA 
items. It indicated that 9.8% of the 
males used restrooms as compared to 
5.6% of the females. Males also 
asked for information more frequently 
than do females. 

The Dupont survey was based on 
3,100 interviews in 38 cities and towns 
and 53 rural communities in four 
major marketing areas. It also in- 
cluded 1,193 service stations and 
21,000 individual reports. 

Preferences— This question was 
asked: When on a trip, what things do 
you consider in deciding where to stop 
and buy gasoline? The answers rated 
these items: 

—92% of the women, 71% of the 
males said clean restrooms topped the 
list. 

—60% of the women, 58% of the 
men said brand selection was next. 

—16% of the women, 22% of the 
men said station location nearest on 
the right side of the road was third. 

—10% of the women, 9% of the 
men said service was fourth. 

A recent spot check in the metro- 
politan New York area, according to 
the Saturday Evening Post, showed 
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that women arrange family-car servic- 
ing in five out of 10 car-owning 
families. 

Women influence 56% of gas, oil 
and tire purchases, according to a 
1954 survey by the Hearst Magazines 
Marketing Division. The survey also 
indicated that women did 54.2% of 
the family driving and handled 55.9% 
of the car servicing. 


WHAT THEY WANT 


And what do women want when 
they pull into a service station? Casilda 
V. A. Wyman, manager of commercial 
research of Farm Journal, says the 
woman driver wants—and seldom gets 
—these services: 

She wants angled pump islands, for 
easier approach from the street; she 
wants attendants to be neat-looking 
and clean so that they don’t “dirty 
up” the car if it becomes necessary for 
them to drive; she wants the steering 
wheel wiped off when they are finished 
so her hands or gloves aren’t soiled. 
She wants the back window and wind- 
shield cleaned, and also likes to have 
the inside of the windshield wiped off 
now and then. 

She appreciates other services, such 
as being warned her tires are getting 
bad. She also wants the oil and water 
checked. And when tires are checked, 
she likes to have the spare looked at. 
When gasoline overflows on the fend- 
er, she likes to have it cleaned off 
immediately. 

She doesn’t like to ask for the key 
to the restroom. And if she’s bringing 
the car in for servicing, she likes to 
get out of the way. A lounge with 
magazines and radio will do. 


WHAT’S BEEN DONE 


Although few marketers slant ad- 
vertising toward women, the women’s 
angle has not been overlooked by 
others. 

They’ve been appealing to women 
by these means: 

e Restrooms. All marketers stress 
importance of keeping restrooms clean 
and attractive at all times. 

e Station and Attendant appear- 
ance. Marketers know that most 
women will not stop at a dirty station. 
Or at one where attendants dress 
sloppily. 

e Service. Because most women 
are not mechanically inclined, mar- 
keters have accented the importance 
of doing “little things” when a woman 
drives up to a pump. 

e Gifts. Some marketers appeal 
to women with premium coupons, 
trading stamps, giveaways, flowers at 
special occasions— such as station 
openings. 


e Women’s club approach. Shell 
Oil Co. has been very successful in its 
approach to the female market via 
this low-pressure route. Selling or 
mentioning product names is not 
attempted. 


Restrooms—A clean restroom is the 
No. 1 item most women consider in 
deciding where to buy gasoline. In 
some cases, marketers have exceeded 
routine maintenance requirements to 
keep these places clean and attractive. 

One West Coast marketer, General 
Petroleum, pioneered in experimental 
installation of stand-up urinals for 
women’s restrooms. Acceptance has 
been such that company policy is to 
install them in larger stations that 
would ordinarily have conventional 
fixtures. Installation, however, is left 
to the district manager’s discretion. 

Another major marketer points up 
its clean restrooms in ads and bill- 
boards at least once a year, usually 
during the touring season. 


Service—The service angle is not 
forgotten by many marketers. They 
realize that most women don’t like to 
“tinker” with cars. As a result they 
have instructed their outlets to pay 
special attention to any car a woman 
is driving. 


Another marketer suggests that its 


dealers carry “clean” money for 
women. It feels women resent getting 
change in dirty, smudged, greasy bills 
and coins. 

Individual stations are also offering 
service on their own hook. A Shell 
outlet in Atlanta, for example, has 
adopted a policy of sweeping out cars 
and doing complete under-the-hood 
checks without asking if they should be 
done. 


Self-serves in California have gone 
to partial or full service in a bid for 
the women’s market. Surveys have 
shown that a woman doesn’t like to 
handle the pump when she’s got her 
good clothes on and that she dislikes 
getting out of the car when it’s raining. 
As a result, many self-serves have 
erected large signs: “Ladies, We Serve 
You.” 

Women’s Club Approach—Shell's 
Carol Lane program is an example of 
how to reach the women’s market. 
Here’s how it works: 

A woman called “Carol Lane” ap- 
pears before women’s groups to talk 
on motor travel: How to get ready, 
what to take along, where to go, what 
to see and what to wear. 

If women want more information, 
they are directed to their local Shell 
dealer, who can furnish maps and 
even arrange credit card accounts. 

Carol also appears before groups of 
dealers’ wives, giving hints on what 
women look for in service stations. 
Her advice is supposed to “trickle” 
down to the dealers, resulting in better 
service for the women. 

American Oil Co. had local club 
women appear before its spring re- 
gional sales staff sessions to give in- 
formal illustrated talks from “sug- 
gested” scripts in which good features 
and bad features of service stations 
were pointed out. The sales staff then 
went out to pass the word along to its 
dealers. 

Sinclair Oil Co., in its plan to “sell” 
to women, is asking dealers to have 
their womenfolk “talk up” the dealer's 
business at club meetings they attend. 
It is also suggesting dealers make 
house-to-house calls to develop the 
women’s market. a 
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@ The Internal Revenue Service has 
given formal notice that it will start 
collecting a 6¢ per gal. excise tax on 
re-refined lube oil. This is expected to 
bring legal action by the National 
Assn. of Re-Refiners, protesting col- 
lection. 

SIGNIFICANCE: Outcome of a re-refiners’ 
suit would resolve the long controversy 
over whether re-refined oils should be 
subject to the 6¢ tax on virgin lubes. 


@ The newly formed National Oil 
Heat Council has nearly completed 
work prior to launching the biggest 
nationwide oil heat promotion cam- 
paign ever. Endorsement of four 
powerful groups—American Petrole- 
um Institute, National Oil Jobbers 
Council, Oil-Heat Institute of Amer- 
ica, and National Assn. of Oil Equip- 
ment Jobbers—is expected to increase 
the campaign’s effectiveness. 
SIGNIFICANCE: A powerful oil front to 
combat national advertising of natural 
gas is becoming a reality. 


® Bills to investigate major oil sup- 
pliers in Massachusetts and to put oil 
products under the State Department 
of Utilities are being prepared by the 


Retail Gasoline Dealers Assn. of 
Massachusetts. The association thinks 
gasoline price wars have gotten out 
of hand. 

SIGNIFICANCE: Massachusetts dealers are 


actively seeking government controls to 
curb price wars. 


@ Colorado jobbers have decided to 
go ahead with formation of a state- 
wide association. The move is spon- 
sored by Colorado Petroleum Market- 
ers Assn. (a group of Denver jobbers). 
SIGNIFICANCE: Ranks of National Oil 


Jobbers Council may be strengthened by 
a new association. 


@ First shipment of Alberta crude 
reached General Petroleum’s new 35,- 
000 b/d refinery at Ferndale, Wash., 
late last month through the Trans 
Mountain Pipe Line. Half of the re- 
finery’s supply will come from offshore 
sources. In mid-October, Standard of 
British Columbia’s new 11,000 b/d 
refinery at North Burnaby, B.C., went 
on stream, processing Alberta crude. 
SIGNIFICANCE: The Pacific Northwest is 
closing out its traditional dependence on 
California for oil supply. 
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@ Phillips Petroleum, Fluor Corp., 
and seven other large companies 
(mostly in power and mining fields) 
are forming a Rocky Mountain Nu- 
clear Power Study Group. Purpose: 
To investigate the possibilities of a 
uranium atomic power plant for the 
western U.S. The group’s offices will 
be at Idaho Falls, Idaho. 
SIGNIFICANCE: Oil is taking a hand in 
the commercial development of atomic 
power. 


@ A Detroit suburb, Allen Park, has 
a new ordinance restricting service 
station construction. Prospective deal- 
ers must get permission from at least 
60% of the property owners for 400 
ft. along the street from the station 
site. Station owners backed the ordi- 
nance. 

SIGNIFICANCE: Restrictions may sprout 
elsewhere. Nearby Dearborn last year 
banned new stations built within one mile 
of existing outlets. 


@ Oldsmobile now comes equipped 
with a plastic filter in the gasoline tank 
that filters out water, dirt and tiny 
metal particles. 

SIGNIFICANCE: If used by other car mak- 
ers, the product will cut into the market 
for the gasoline filters normally installed 
on feed lines into the carburetor. And it 
may take some of the zip out of adver- 


tising copy behind gasolines fortified with 
alcohol. 


@ The Census Bureau this month is 
slated to complete its 1954 Census of 
Agriculture. Fresh data should show 
large increases in mechanized equip- 
ment since 1950 (year of last farm 
census). And LP-gas should be im- 
portant for the first time in figures on 
farm fuel use. 

SIGNIFICANCE: Oil marketers will get a 
new slant on potential sales of oil to 
farmers. 


@ Union Oil Co. of California has 
definitely decided to build a commer- 
cial shale-processing plant in Colorado. 
The company is starting a six-month 
study of how best to exploit its Colo- 
rado holdings (estimated at 5 billion 
bbl. of shale oil). 

SIGNIFICANCE: With the government pull- 
ing out of shale oil activity, development 
by private oil companies is starting. 


@ Baltimore jobbers are near the half- 
way point in their 342-month program 
of offering plumbers cash bonuses for 
installing oil hot water heaters in 
homes. The jobbers give a $5 bonus 
for a 3 gpm coil or 40-gal. storage 
tank when converted from another 
fuel to oil. Other bonuses are $7.50 
for a 5 gpm coil or 66-gal. tank; and 
$10 for an 8 gpm coil or 88-gal. tank. 
SIGNIFICANCE: With these and other oil 
heat promotion plans, Baltimore jobbers 
are more than holding their own against 
the natural gas invasion. 


@ Federal Communications Commis- 
sion is proposing a rule change that 
would bar private truck carriers from 
radio frequencies set aside for com- 
mon carriers. The rule is being pro- 
tested vigorously by private carriers 
and the Radio Committee of Ameri- 
can Petroleum Institute. 
SIGNIFICANCE: Opponents of the rule con- 
tend that functions of common and pri- 
vate carriers are often identical—so both 
should get the same radio rights. 


@ Esso Standard last month dedicated 
a new 1.2 million bbl. pipe line ter- 
minal at Waltham, Mass. It will supply 
40 communities in Massachusetts with 
heating oil, kerosine, gasoline and 
diesel fuel. 

SIGNIFICANCE: Esso has virtually com- 
pleted a $23 million expansi derni- 
zation program in New England. 





@ The dispute over self-serve stations 
in Oakland, Calif., has been taken to 
court. Walter Simas, whose campaign 
to legalize self-serves hit a snag when 
the City Council passed a permissive 
ordinance but delayed its effectiveness 
until the 1955 spring election, has 
asked the Alameda County Superior 
Court for relief. Simas owns a chain 
of Oakland stations formerly operated 
as self-serves. 

SIGNIFICANCE: A Simas victory would 
mean the return of self-serves to the Oak- 
land market. 


© Jersey Standard’s world-wide gross 
crude reserves total 11.2 billion bbl. 
(counting the reserves of affiliates 
more than 50% owned by Jersey). 

SIGNIFICANCE: The 11.2 billion figure is 
one-third as large as total U.S. reserves. 
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Bloody Jersey: 5 Years of Price War 








The longest, most turbulent 
gasoline price war since World 
War II is now nearing the end 
of its fifth year in New Jersey. 
Oil marketers throughout the 
nation have been watching the 
grim warfare with uneasy fas- 
cination. In those five years so 
many forces have come into 
play that the situation is bewil- 
deringly complex. 

Although there has been no actual 
bloodshed in New Jersey, the struggle 
has prompted oil men to dub the state 
“Bloody Jersey.” 

Now for the first time, NPN reveals 
the inside story of Bloody Jersey. It 
tells: 

e WHY New Jersey is a price bat- 
tleground. 

e HOW the market has been hit. 

@ WHAT causes price slashing. 

© WHAT might be done to bring 
peace. 


2-MINUTE BRIEFING 


Cut-throat gasoline prices have been 
the rule in New Jersey since 1949- 
1950, when a few private brand multi- 
pumps burst upon the scene, selling 
4-5¢ under the market. 

These invaders shot the head off a 
5.8¢ margin for regular grade and a 
6.3¢ margin for premium. And New 
Jersey hasn’t recovered from the shock 
yet. This year prices have been as 
much as 5¢ below the state’s “normal” 
of 20.9¢ (ex 6¢ taxes), with dealer 
margins during “war” periods com- 
pressed to an average of 2¢. 

And now, after five years of price 
war, organized dealers are saying: “All 
we want is to survive.” 

They are appealing for action in 
Washington and the State House at 
Trenton to end the bloodshed. 

—The New Jersey Gasoline Retail- 
ers Assn. & Allied Trades, Inc. 
(NJGRA) wants the Senate Small Busi- 
ness Committee to investigate the 
whole situation. aie 

—The rival Independent Gasoline 7 OD REFINERIES 
Dealers Assn. of Southern New Jersey, a 
organized last May, is sponsoring a 
bill (S.344) at Trenton for a “guaran- 


teed” margin minimum of 6.7¢. And HIGHWAY NETWORK spinning across New Jersey has made it a “corridor” state and 
the other association is going along has helped compound the state’s long and bitter gasoline pricing troubles 
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DRESSLER lays price ills to the majors . . 


with the newer group’s proposal. 

Others in the industry cry caution. 
They’re convinced that any such 
“cure” would crumble under market 
forces, or be at least as bad for the 
industry as the price war—which 
shows every sign of continuing indefi- 
nitely. 

But many dealers are ready to 
grasp at almost anything offering hope 
of better conditions. 

Drastic Measures—Even with good 
market growth, dealer bankruptcies 
have been kept more or less within 
normal bounds only by emergency 
measures. 

These include millions of dollars 
spent by major companies on dealer 
subsidies in one form or another, and 


TOOK BLOW when Esso’s Butler said no fair-trading . . . 
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HAS HQ at backers’ station battling Saveway (background), Linden . . 


untold amounts by jobber-distributors 
for the same purpose. 

Dealers, for their part, often have 
been working killingly long hours 
with low profit, laying off desirable 
employes, and going in for heavier 
repair work or other means of supple- 
menting income. Some have succeeded 
in selling more TBA and services. 

Some Profit—A few favorably lo- 
cated operators—those on highways— 
have profited by the situation by roll- 
ing up strikingly high gallonages. 

On the whole, though, others have 
not been doing as well as they would 
have ordinarily in thickly populated, 
highly industrial New Jersey. 

“Bottom Selling”—Latest attempt to 
end the price war was NJGRA’s poli- 


cy of “bottom selling.” For six months 
this year, members sold regular-grade 
gasoline at cost plus an average of 1.7¢ 
per gal. for rent. It tried to prove that 
the sick industry needed an assured 
margin of 6¢ or more to make it well. 
NJGRA had hoped to get that margin 
by forcing suppliers to fair trade their 
product. 

But the bottom fell out of the plan 
this summer after George W. Butler, 
Esso division manager at Elizabeth, 
made it plain to Esso dealers that “we 
(Esso) will not establish fair trade re- 
tail prices on our motor fuels.” 

With that, NJGRA attempted to re- 
turn to “normal” postings, which 
haven’t been standing up. The high 
mark for these was 20.9¢ for regular 


HAS WON law banning “circus” signs, seen it killed . . . 
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AND THESE “real hard-rock dealers” . . . DRESSLER shudders at “too many stations’—note sign in street .. . 
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in court by a major company’s attack, and declares “FOR RENT” signs show dealers have been hurt 
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and 23.9¢ for premium (ex 6¢ taxes). 

Seek Practical Solution—A few 
thoughtful, seasoned marketers say a 
practical and livable solution can be 
worked out within the industry itself 
—and only there. 

A thorough dealer-education pro- 
gram would go a long way. 

Major companies would have to let 
dealers work out their economic prob- 
lems individually—would have to re- 
frain from providing any kind of sub- 
sidy, such as voluntary allowances 
customarily given when the dealer’s 
going gets especially tough. 

Nobody, though, is making any 
studied effort in this direction. Now 
for the story of Bloody Jersey. 


PRICE BATTLEGROUND 


All are embroiled in a battle for a 
fairly large, congested seaboard mar- 
ket, every part of which can be readily 
served by truck from seven or eight 
refineries and a large number of ma- 
rine and pipe line terminals. 

New Jersey is an attractive market 
for several reasons—except for its 
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chronic gasoline price trouble. 

Although 45th among the states in 
area, it’s eighth in population. That 
makes it third in population density, 
with 642.8 persons to the square mile 
(1950 census). 

It is a “corridor” state, principally 
for north-south, long-haul traffic, but 
also for a good volume of east-west 
traffic. Its traffic volume—10,000 cars 
per mile an hour— is five times the 
national average. 

It ranked eighth in gasoline con- 
sumption last year at 37,809,285 bbl. 

Sharp Competition—Competing for 
this business are an estimated 6,500 
service stations, and some 4,200 out- 
lets of other types. 

Competition is heightened by the 
nature of the state’s lacework of high- 
ways, making the service stations—in 
a sense—neighbors all. One estimate 
is that none of the “areas” in the New 
Jersey market is more than three miles 
from another except the Phillipsburg 
area on the western border near 
Bethlehem, Pa. 

Competition is truly strong for the 
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majority of stations. They’re located 
in line with population distribution— 
that is 80% of the business is in 20% 
of the territory, according to a major- 
company estimate. 

At some points, says a jobber, 
“there’s a gasoline station every 50 
feet; you can’t take a deep breath 
without falling into a station.” For ex- 
ample, along 0.7-mile on Route 4, 
there are 13 stations. 

Dealer vs. Dealer—Thus conven- 
tional dealers fight conventional 
dealers, plus multipump private- 
branders—just seven in number 
but strategically strung out from north 
to south. There are about 180 conven- 
tional private-brand stations. 

Twelve majors vie with each other 
for locations and gallonage. They are 
Esso Standard, Socony-Vacuum, Sun 
Oil, Atlantic Refining, The Texas Co., 
Gulf Oil, Sinclair (Richfield Oil Corp. 
of New York included), American 
Oil, Tide Water Associated, Califor- 
nia Oil Co., Cities Service and Shell. 

In the thick of it is a relatively 
small group of jobber-distributors. 
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IMPACT ON MARKET 


The effects of New Jersey’s price 
turbulence are a curious admixture of 
fat profits for the few and hard going 
for the many. 

During the so-called bottom selling 
period, favorably located operators 
made good profits at 15.9¢ for regu- 
lar-grade (ex state and federal taxes), 
although tank wagon was 14.7¢. 

Their per-gallon handling costs 
went down as gallonage soared. 

Gallonage High—Not even the 
“original” private-brand multipump 
was doing 500,000 gal. monthly, as in 
its early days. But estimates are that 
at least another station of that type 
was pumping 375,000 gal. monthly. 
This was the Houston Petroleum’s 
Saveway station on Admiral Wilson 
Blvd. in Camden. 

Saveway at Linden was estimated 
at 350,000 gal., although elbowing it 
on one side is a new large Sun Oil 
outlet. On the other is an early com- 
petitor, an opposition multipump op- 
erated NJGRA members — 200 of 
them, John Dressler, its president, 
says—through what they call the 
Automotive Products Credit Assn. 

Jersey long ago got over its surprise 
at the establishment of the dealer- 
co-operative station as an anti-price- 
war weapon and a way of discour- 
aging the building of more Saveways. 

Up at Paramus in Bergen County 
in the bottom selling, competitors 
clocked Irving Reingold’s private- 
brand multipump at 200,000 gal. 
monthly. In Hackensack, at his orig- 
inal stand, he was doing a reputed 
60,000 gal. 

Merit on Tonnele Ave. in Jersey 





How certain dealers could actually 
enjoy a higher gross during so de- 
pressed a period—even if their over- 
all gasoline margin were only 2¢—is 
shown by the following (extreme) ex- 
amples: 


HIGHWAY LOCATION 


Normal Price War 
Gasoline margin ... 5¢ 2¢ 
Other sales (per gal.) 3¢ 3¢ 
&¢ S¢ 

20,000 gal x 8¢ 60,000 gal. x 5¢ 

$1,600 $3,000 


NEIGHBORHOOD LOCATION 


Normal Price War 
Gasoline margin ... 5¢ 2¢ 
Other sales (per gal.) 8¢ 8¢ 
13¢ 10¢ 

20,000 gal. x 13¢ 40,000 gal. x 10¢ 

$2,600 $4,000 
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City, another private-brand, was 
pumping an estimated 80,000 gal.— 
just 5,000 more than the NJGRA’s 
Linden station. 

Figures like these have made the 
state’s marketers a little hardened to 
high gallonages. Says a major’s field 
executive: 

“We used to get excited about a 
100,000-gal. station; now it takes 
200,000 gal. to stir our pulse.” 

Effect on Dealers—Bottom selling 
produced instances of dealers being 
pushed into financial straits. Retailers 
were, according to the reports, using 
up their savings, cashing war bonds, 
mortgaging clear property, increasing 
mortgages and “living off inventories.” 

Yet the over-all situation was no- 
where near so grim. Station turnover 
and dealer account delinquencies were 
only slightly higher than usual. 

One principal supplier’s turnover 
record during bottom selling was 
3.6% compared with 2.7% for the 
corresponding 1953 period when price 
conditions were “not too bad.” 

Another major’s records showed 
that in three extremely depressed 
areas, it had a turnover rate of 8.9% 
—its company-wide average is 8.8%. 
In the critical Woodbridge-Perth Am- 
boy area, it recorded no turnover. But 
in the stable Atlantic City area, it had 
a 5% turnover rate. 

Delinquencies—Rent delinquencies 
for one major at a_ representative 
stage during bottom selling was 4.5%. 
It was 3.5% for the same period last 
year. 

Another company’s credit situation 
was “not significantly different except 
in a few isolated cases.” 

Delinquencies of its dealers, for the 
most part, were “for unusual reasons 
unrelated to the price war—misman- 
agement, liquor, women and horses.” 

This company’s rent delinquency 
records for the first five months of 
this year showed a standing of 0.9%. 
It was 0.7% for the corresponding— 
and relatively peaceful—period of 
1953. 

Delinquencies on products and 
merchandise—60 days or more—were 
0.23% of sales as against 0.08% for 
the year-ago period. 

The Margin—Comfort mainstays 
for many a dealer were: 

—Higher margin he kept on pre- 
mium-grade, 

—Additional money he made on 
TBA and services. 

Dealers generally maintained pre- 
mium-grade at a differential of no 
less than 3¢. Many managed to widen 
the spread between the two grades to 
4¢ and 5¢. 

A comparative analysis of 30 ma- 


NATIONAL PETROLEUM NEWS 


jor-brand stations in the northern Jer- 
sey area gives the picture of gross 
margins (premium and regular to- 
gether) during the week of March 8, 
about mid-way in the bottom selling 
period—and before allowances were 
being granted generally: 


Avg. Gross 

Typical Price % Pre. Margin 
Reg. Pre. Sold Gal. 
(¢) 
Esso (9) . 22.9 26.9 48 3.42 
Shell (1) . 22.9 27.9 33 3.53 
Texaco (4) 22.9 27.9 33 3.53 


Tydol (3) 22.9 26.9 30 3.15 
Atlantic (7) 22.9 26.9 19 2.99 
Gulf (3) ..22.9 27.9 33 3.53 
Amoco (3) 22.9 27.9 74 3.96 
Number in parentheses denotes number of 
stations checked. Prices include state and 
federal taxes. 


TBA Sales Up—Fairly common, 
too, was profitable experience with 
TBA — particularly among dealers 
who were pumping higher gallonages. 
Many of the stranger-customers were 
driving in for TBA as well as for 
low-priced gasoline. 


WHAT'S THE CAUSE? 


Seeds of the present trouble were 
sown in the late 1930s. Some bad 
price conditions prevailed in southern 
New Jersey. They led to fair trading 
by several majors. 

This entailed a supplier posting a 
statewide tank wagon price and mak- 
ing a contract with at least one dealer, 
fixing a retail minimum for him. Then 
other dealers flying the same flag 
would be in violation of the fair trade 
“law” if they sold below minimum. 

But private-branders sold 1¢ and 
2¢ under the fair trade market. Deal- 
ers of one major not fair trading 
dropped their posting 1¢ to 1.8¢ un- 
der the others’ fair-trade minimum to 
meet private-brand competition. 

But trouble was confined to the 
southern part of the state. Fair trad- 
ing got much of the credit for this. 

Margin Boosted — Gasoline, how- 
ever, was selling on an expanding 
market up to World War II, and the 
fair-trade minimum (4¢ above tank 
wagon) got to be meaningless, gener- 
ally. Most dealers were selling at least 
5¢ above tank wagon. 

The better and larger dealers sold 
regular on a 5.8¢ margin and pre- 
mium at 6.3¢ above tank wagon. On 
these, OPS ceiling prices were based 
during the war. And supply tightness 
in the years immediately following 
the war enabled dealers to enjoy these 
same margins. 

Supply Increases— There dealers 
sat until 1949 when supply loosened. 
Adding to supply was California Oil 
Co., refining, transporting and mar- 
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keting arm of Standard of California. 
The newcomer—marketing Calso— 
had invaded the eastern market in 
1945. 

A Hackensack man who raised the 
Calso flag, Irving Reingold of Rein 
Motors, launched a self-service op- 
eration in 1949 and sold 4¢ under 
the market. 

His gallonage shot up from about 
4,000 gal. to an estimated 60,000 
gals. per month. 

Self-Serves Outlawed — NJGRA 
managed to get legislation banning 
self-serves. Reingold attacked the new 
law in the courts, failed to knock it 
out, and went back to conventional 
operation. He stayed 4¢ under the 
market, though. 

Calso, which was fair trading, got 
a court order compelling him to ad- 
here to its posted price. Reingold 
simply went private-brand—and kept 
on selling 4¢ under his competitors. 

Another Private Brand—Then an- 
other operator, Houston Petroleum, 
outdid Reingold. It opened a 22-pump 
private-brand Saveway station at Lin- 
den, on heavily traveled Route 130 
(U.S. 1), in the spring of 1950. 

Selling 5¢ under the market, it hit 
a reputed 500,000 gal. a month. Rein- 
gold opened a multipump station on 
Route 17 at Paramus shortly there- 
after. And Houston opened another 
Saveway in Camden. 

Fair Traders Join In—Fair trading 
was doomed. Dealers losing gallonage 
that these stations were getting 
couldn’t stand the strain. Some re- 
tailers not under fair trade dropped 
prices. 

It became war in earnest. Postings 
sank to 1¢ above those of the multi- 
pumps. 

Suppliers not fair trading began 
granting “voluntary allowances” to 
their dealers. The rest gradually aban- 
doned fair trade to do likewise. Last 
to withdraw fair trading were Calso 
and Esso Standard. That was in 1950. 

Ever since, Dressler and other lead- 
ers of NJGRA have tried to persuade 
majors to return to fair trading. But 
they’ve steadfastly refused. 

Jobbers’ Side — Voluntary allow- 
ances and rent and other concessions 
attributed to the majors are blamed 
by jobbers for the continuing price 
trouble. 

One northern New Jersey jobber, 
inveighing against “subsidy arrange- 
ments,” says majors virtually force 
dealers into cutting prices by going 
after commercial accounts, whose 
employes then quit patronizing deal- 
ers because they can buy from their 
employers at tank wagon, sometimes 
for less. 
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Other Practices—Also, he com- 
plains, majors keep the market un- 
settled by a willingness to “hang their 
signs on dogs”’—stations with virtu- 
ally no prospect of supporting dealers 
installed in them. 

“They'll offer the entire major oil 
company to get a station,” the jobber 
declares. “Say there’s a_ half-way 
likely location; one company will out- 
bid the next. When the last is through 
bidding, we’d have to give the owner 
the Waldorf-Astoria to get the sta- 
tion.” 

Another jobber says newer opera- 
tors are to blame for much of the 
price cutting because: 

—They didn’t start with enough 
capital. 

—They “just can’t draw enough 
business at the market price.” 

“And,” he says, “there are always 
some fellows who want to cut prices. 
Once the prices are down, it’s hard to 
bring them up.” 

The Changing 
there’s this: 

Ever since 1950, many drivers have 
been buying as if they’d decided pri- 
vate-brand gasoline is just as good as 
branded, that it’s “probably the same 
stuff, and cheaper besides.” 

For them, there’s no such thing as 
the “off-brand gas” that an older gen- 
eration sometimes scorned. 

Dealers’ Side—Jobbers have found 
an ally in NJGRA and Dressler, its 
president, with regard to “unfair mar- 
ket practices” charges against the 
majors. 

NJRGA says the majors have been 
indulging in: 

—‘Kickbacks” 

—Bad leasing and building practices 

—Raiding commercial accounts 

—Aggravating price cutting with 
their allowances 

The allegations are denied by major- 
company men. They reply that the 
retailers’ organization itself kicks up 
turmoil of one kind or another to fur- 
ther a specific campaign—for example, 
bottom selling. 

Dressler insists temptation to start 
wars wouldn’t be so strong in many 
instances if majors didn’t make “spe- 
cial deals” with desirable dealers. 

“They make kickbacks,” he says, 
“of up to 1.75¢ a gal. to high-volume 
dealers.” 

Dressler says the majors are over- 
willing to sign up men wanting to be- 
come dealers: 

Have Too Little Capital—“They’ll 
take on a man with as little as $500 
capital. That’s nowhere near enough 
for a man to hold his own here. Is 
it any wonder we have so many price 
cutters?” 


Majors lease property “they never 
intend to use, just to keep the next 
company from getting hold of it,” ac- 
cording to Dressler. 

He says supplying companies grant 
commercial accounts a differential (as 
compared to the tank wagon price). 

And he insists local price disturb- 
ance wouldn’t get very far if the major 
suppliers didn’t grant voluntary allow- 
ances, or go in for such price war 
expedients as commission plans for 
assuring their dealers enough margin 
to weather the storm. 

Majors’ Reply—The majors’ typical 
answer to criticism of allowances is 
this question: 

“When your dealers are getting their 
livelihood taken away from them by 
price cutters, are you going to cast 
them adrift?” 

Dressler contends, too, that the 
majors are overbuilding, that “there 
are too many stations now.” 

Empty Stations—He points to five 
or six major-company stations standing 
empty or abandoned within five miles 
of Linden. A new one, never occu- 
pied, has been for rent for six months, 
he declares. 

Jobber Disagrees—Others see the 
building situation differently. One of 
them is a jobber, Henry Shotmeyer, 
partner in Shotmeyer Bros., 60-outlet 
Socony-Vacuum distributor of Haw- 
thorne. 

He doesn’t think there are too many 
stations in relation to the increased 
number of automobiles. 

“TI believe there’s more building now 
than in the last two years,” he says. 
“But that’s mostly for more modern, 
up-to-date stations, and to give better 
service. 

Outside Operators—tThere’s general 
agreement that much of the current 
building is on the initiative of persons 
outside the industry who find real 
estate dealings with the industry at- 
tractive. 

“The trend has been to third-party 
leases,” reports a major-company field 
executive. “Probably 90% of the sta- 
tions being opened today are third- 
party propositions.” 

Even so, few in the industry say 
Jersey is overbuilt or in danger of 
being so. 

Fewer Stations Now—Actually, the 
state has fewer gasoline outlets today 
than it had in 1941. In that year, the 
motor fuel tax bureau issued 11,300 
licenses for various types of outlets. 
Up to mid-August this year it issued 
10,774. 

Licenses issued, less cancellations, 
numbered 10,265 last year, 10,724 in 
1952, and 10,505 in 1951. 


Cancellations totaled 1,572 last 
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IGNITION CONTROL ADDITIVE 


SELL 


When you’re an Ashland-Branded jobber your sales figures climb 
. . . because Ashland Ethyl with ICA Firepower sells. You 

get more than a better gasoline, you get hard-hitting Ashland 
promotion that increases station traffic. Let us explain the proven 
dollar advantages of handling not only Ashland gasolines and 
lubricating oils, but the complete line of Ashland quality petroleum 
products. Write or call any Ashland Division office listed below. 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 











ghlan: 


a OIL 
PRODUCTS 











ALTON, ILL. — 2616 E. Broadway; BUFFALO, N.Y. — 800 Ellicott Square; CHICAGO, ILL. — 122 S. Michigan 
Ave.; CINCINNATI, 0. — 1402 Fed. Reserve Bank; CLEVELAND, 0. — Standard Bidg.; DETROIT, MICH. — P.O- 
Box 6025; EVANSVILLE, IND. — 2500 Broadway; FINDLAY, 0.— P.0. Box 210; LOUISVILLE, KY. — 3005 
Dumesnil; NASHVILLE, TENN. — 5 E. Main; PADUCAH, KY. — R.R. No. 4; PITTSBURGH, PA. — 711 Park Bidg 
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So Good 


we back it 
two ways! 


Here's double backing unequalled in the industry. It means that 
you can’t spend a dime for meter maintenance the first two years. 


After that, the most you can spend in any one year is $15.00. 


PM-2 METER GUARANTY 
Covers Materials, Workmanship 
and Performance for Two Full 
Years. Behind this warranty stands 
one of America’s leading engineer- 
ing organizations with an 80-year 
reputation for progress. 


Through research & ...a better way 
a oS » 
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a t F 8 ie ee ee ee See Re ee 


$15.00 REPLACEMENT PLAN 


Provides a factory reconditioned 
meter, warranted 12 months, for 
only $15.00, exchange. See nearest 
representative or write A.O. Smith 
Corporation, Meter Division, 5715 
Smithway Street, Los Angeles 22, 
California. 


The meter is the heart of the 
pump! Only in the SMITHway 
Service Station Pump can you 
get the revolutionary, doubly- 
warranted, PM-2 Self-Purging 


Meter. 
Foctories: 5715 Smithway St., Los Angeles 22, Calif.; P.O. 


Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1. International Division—Milwaukee 1, Wis. 


hu Sf | 


Welding Machines 
and Electrodes Heat Exchangers 
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year, 1,266 in 1952, ana 1,608 in 
1951. Up to Aug. 15 this year, there 
were 461 cancellations. 

The facts are: The NJGRA has cam- 
paigned vigorously for market “correc- 
tion” ideas almost never to the liking 
of major-company men. It has: 

—Conducted legislative campaigns 

—Staged two dealer strikes (station 

shutdowns) 

—Picketed bulk plants of the 

majors. 

At its peak in 1948, it had 3.200 
names on the roster. This number has 
declined steadily since. Dressler says 
dues-paying members now number 
800. But 2,000 names are carried on 
the roster. 

Group’s Record—lIts chief under- 
takings included: 

1949—Law banning self-service op- 
eration; enacted, survived court test. 

1950—Dealer “strike,” picketing of 
bulk plants (perhaps 60% of state’s 
stations closed 24 hours. 

1951—Proposed state gasoline price 
control board; defeated. 

1952—Dealer “strike,” picketing of 
bulk plants (asserted 50% of stations 
closed); called off after two days of 
assurance of investigation of price 
conditions by state legislative study 
commission. Inquiry conducted re- 
sulted in enactment of a “little Robin- 
son-Patman act”; (declared aims, not 
realized, were divorcement of retailing 
from wholesaling, or fair trading by 


majors). Law ruling out “circus” 
price signs, enacted—held unconsti- 
tutional (1954) in test by Sun Oil. 

1953—Hearings by House Com- 
merce (Wolverton) Committee on June 
products price increases. 

Wars Enlarged? — Charged to 
NJGRA members also is the exten- 
sion of local price wars to distant 
areas—“to put the stations in between 
‘in the middle’ and exert mass pressure 
on suppliers for corrective measures. 

Dealer associations rivaling Dress- 
ler’s statewide organization have come 
and gone. 

Latest to rise, the Independent Gaso- 
line Dealers Assn. of Southern New 
Jersey, claims 300 members, is cur- 
rently seeking to extend its member- 
ship to cover all the southern third 
of the state. 

About 35% of its members be- 
longed to NJGRA just as he did, says 
President H. Bradford Graeff, Esso 
Standard dealer in Brooklawn, suburb 
of Camden. 

The southern group formed when 
NJGRA members treated the state to 
the spectacle of an abortive six straight 
months of so-called bottom selling. 


WHAT’S THE CURE? 


But how can order be brought out 
of the chaos? 

Graeff puts his finger on one dealer 
deficiency that might be corrected. 

He estimates that fully 80% of all 
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dealers “don’t keep adequate books.” 

“They'll hit rough going, and all of 
a sudden they find they’ve run out of 
money.” 

Favors Law—Otherwise, Graefl 
“can’t see any cure except through 
such legislation as the proposed S. 344. 
This would amend the state’s below- 
cost sales act, now unenforceable be- 
cause it makes no provision for de- 
fining “selling cost.” The proposed 
6.7¢ margin “guarantee” as a measure 
of “cost” probably will be compro- 
mised at 6.2¢, Graeff says. 

One major-company executive be- 
lieves Dressler has overlooked a good 
bet in failing to have dealer-education 
and up-grading program. 

“Dealers should be given the benefit 
of such programs from some source,” 
declares this man. “Then the com- 
panies should let each dealer either go 
broke or work out his own economic 
salvation. 

“This would be a long-range cure. 
But if it were used, New Jersey could 
be no different from any other market. 

“Price legislation isn’t the answer. 
When you have it, price becomes a 
political football. Also, the “legal” 
price becomes a maximum instead of 
a minimum price and hurts the dealer 
rather than helps.” 

Not the Solution—‘“Fair trading 
isn’t the answer either. You have to 
set a statewide price. Then, to meet 
competition anywhere in the state, you 
have to reduce your price statewide. 
If only three or four of your outlets 
are affected by price cutting, it doesn’t 
make sense to drop your price all over 
the state.” 

Other major-company men point 
out that fair trading carries no assur- 
ance that non-fair traders won't cut. 

Then, they say, when price cutting 
does start, any company trying to en- 
force fair trading on its dealers would 
just be forcing them to fight with their 
hands tied. 

Aids Inefficient Dealer—‘In the 
first place,” one of them adds, “fair 
trade isn’t fair at all to the consumer 
if you set your price minimum high 
enough so the inefficient dealer makes 
a good living despite his shortcomings.” 

Another major supplier’s executive 
emphasizes “the wisdom of promptly 
meeting price competition before it 
gets a foothold and becomes ruinous.” 

“Dealers outside of the original 
price-reducing areas,” he advises, 
“should keep mindful of the fact that 
the motoring public cannot be ade- 
quately served by a few large, cen- 
trally-located, low-priced stations.” 

Dressler suggests that the major 
companies mend their practices as he 
has repeatedly outlined. ca 
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From Every Angle 
you profit by using 


PF’ STVLES 


VY QUALITY 

¥Y PERFORMANCE 
¥Y VALUE 

Y DISPLAY 


All sizes available, quarter 
pints to gallons. Expert label 
art and lithography. 





Dat o Comical Lagell Cox Jotansfaitiand CROWN CORK & SEAL COMPANY, INC. 


CROWN CAN DIVISION 


PHILADELPHIA + CHICAGO + ORLANDO © NEW YORK + BALTIMORE *© BOSTON «+ ST. LOUIS 
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at a cost of $2.6 million. Ultramodern, it has 38 classrooms to 
serve Holden and four nearby communities 


Jobber Takes Oil's Story to Students 


An Independent oil jobber and a New England high school have shown how suc- 
cessful the Oil Industry Information Committee’s school program can be when it is backed 
by a co-operative effort. 

Jobber George Kangisser, president of Eastern Oil Co., Inc., Worcester, Mass., and 
the administration and teaching staff of the new Wachusett Regional High School of 
Holden, Mass., worked out the oil education program for Wachusett students. 

George Kangisser left his law practice in 1932 to enter the coal business. Three 
years later, his firm got into the oil business. The Worcester jobber has gone in for 
many civic activities over the years and has done much work in OIIC. He is a jobber 
representative on the New England OIIC Steering Committee, a member of the OIIC 
state board and vice chairman in charge of OIIC for western Massachusetts. 

The story of what was done at the Wachusett school and what OIIC is trying to do 
across the nation with its school program is told on the following pages. 


FERTILE GROUND for OIIC’s current school program, the new 
Wachusett Regional High School at Holden, Mass., was built 





Jobber George Kangisser says: 


@ “It seems to me that the best students are to live—to the practical 


place for telling the story of how 
America has benefited from _ the 
philosophy of freedom which extends 
to man’s economic activity as well as 
his spiritual activity is in the class 
room. There is no better way to tell 
it than through the facts of an industry 
which touches the life of each and 
every American every minute. 

“By placing these facts at the dis- 
posal of our teachers we accomplish 
two purposes. Contrary to the 
popular caricature, our educators and 
teachers do not operate in ivory 
towers. They, too, are touched by 
life and they want to relate their teach- 
ings to the world in which their 


needs of the pupils and to the com- 
munity which they will someday serve. 

“That this is so is proved by the 
physical set-up and _ educational 
approach of a school such as the 
Wachusetts Regional High School. 
First, then, here in the OIIC program 
are extra tools to help the teachers do 
the job they want to do and we oil 
men as public-spirited citizens are 
helping in the educational processes. 

“Secondly, through the story of the 
oil industry we show our young 
people how American society has and 
will continue to prosper and improve 
without surrender of our valued 
freedoms.” 
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How to 
Set Up 
A School 


Oil Program 


Next on schedule is a tour of the 


Shipper Jim Cunningham demonstrates loading platform technique to students 
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Principal Gordon M. Thomas (left) of Wachusett Regional High School, greets 
Jobber George Kangisser as he arrives to open the OIC program at the school 
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Back in agriculture class, jobber 
points out uses for oil on farms 


jobber’s Worcester, Mass., plant, where 7 For parents, Kangisser sets up an 


<n emeers 


NATIONAL PETROLEUM NEWS * November, 1954 


API exhibit at school PTA meeting 
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9 Kangisser confers with department 
heads to explain program details 


‘ 





3 After school, Kangisser goes over 4 After preliminary meetings with administration and faculty, Kangisser visits the 
Olc plan with a science teacher industrial arts class to explain how shop machinery is lubricated 





ys 


9 Student shows his family how oil 
material ties in with his lessons 


BACKGROUND of OIIC 
nation-wide school 
program is outlined 
on the following page... 


8 Two science students find practical example of things they learned in school oil 
_™ Program in this display of a drilling rig, set up in local store window 
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ONC SCHOOL COMMITTEE meets with Kangisser in his Worcester office to plan details of the Wachusetts school program 


Oil Goes to Schools for Understanding 


Oil Industry Information Com- 
mittee’s school program is designed to: 

e Point up oil’s service to the 
nation and gain support for its private, 
competitive management. 

e Provide texts that are both in- 
teresting and informative. 

e Gain the backing of school 
authorities. 

e Interest oil men in their local 
school systems. 

Growth of the program has been 
healthy. By the end of the 1954 
school year, it was in more than 3,000 
schools. Special promotion plans like 
the “Meet the Teacher Week” re- 
cently introduced in the Kansas- 
Oklahoma district are expected to 
bring even greater expansion during 
this school year. 

Now that the program has estab- 
lished itself, refinements are being 
made, says OIIC. Materials are being 
reviewed and rewritten on the basis of 
surveys of student and teacher atti- 
tudes. 

An elaborate study is being planned 
to determine the depth of penetration 
of the oil information. When that 
study is completed, OIIC says, im- 
provements will be initiated. 


AT THE START 


When OIIC prepared to launch the 
program in 1950 and 1951, leading 
educators around the country were 
approached for advice in preparing 
texts and teachers’ aids. The result 
was six booklets — covering general 
science, chemistry, physics, conserva- 
tion, social studies and economics. 

Supplementary materials for teachers 
include wall charts, film strips, work 
supplements and handbooks. All are 


62 


given free to schools that seek them. 

Before release, all materials were 
subjected to critical reviews by 
teachers. They gained the approval 
of Dr. William Jansen, superintendent 
of the New York City School system; 
Dr. Kenneth Oberholtzer, head of the 
Denver schools, and a score of others. 

In the fall of 1952, the program was 
introduced on a test basis in 1,000 
schools in various parts of the nation. 
Last fall, at the national OIIC meeting 
in Cleveland, decision was made to 
expand the program on the basis of 
the solid reception it received in the 
test schools. 


OIL MAN’S PART 


The local oil man is an essential part 
of the OIIC school plan—in fact, it 
could not operate without him, its 
sponsors say. 

The program never has been 
offered to schools from a central office 
on a mass basis. It must be introduced 
by jobbers and dealers, refiners, and 
producers who are residents of com- 
munities where the schools to be 
approached are located. 

This encourages oil men to discuss 
their industry with students and 
teachers and insures that each school 
will be served properly. 

Any school in the country may 
receive OIIC materials on request. 
But it is not regarded as being “in the 
program” until it has been visited by 
an oil man living in the neighborhood. 

OIIC insists on following this policy 
even though it means reaching schools 
slowly. The program is not advertised 
in teacher publications. OIIC fears 
such advertising might lead to an over- 
whelming demand for the materials, 


with the result that personal contacts, 
considered essential, could not be 
made. 

This attitude extends to supervision 
of the program. Every OIIC district 
office maintains a record card on each 
school in its jurisdiction using the 
program. The card carries the name 
and location of the school, the princi- 
pal’s name, enrollment, quantity of 
various pieces of material provided, 
date when the material was sent and 
the name of the oil man who acts as 
contact. 


PROGRESS 


This record is kept so the program 
will run smoothly and additional 
materials will be available when 
needed. 

Personal contacts with educators are 
cultivated to strengthen the program. 
A national conference was held this 
year, in addition to many smaller 
affairs. 

One outstanding event was a lunch- 
eon arranged by the New York-New 
Jersey OIC district for science 
teachers and department heads of the 
schools in Greater New York, 
attended by more than 350 oil men 
and educators. Following that meet- 
ing, the program was introduced into 
more than 200 schools in New York 
alone. 

Half a dozen regional meetings have 
been planned for early 1955. In 
addition, oil men are making films and 
speakers available for school assem- 
blies. In the New York schools, more 
than 200 showings are scheduled for 
the “Magic Barrel” demonstration of 
oil products and derivatives used in 
everyday life. cy 
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/ssue after issue... 


THE NEOPRENE NOTEBOOK 
GIVES YOU-— 


— @ New engineering information on neoprene, 
$ 
a current CAME Du Pont’s chemical rubber 
@ Detailed on-the-job reports showing how 
neoprene cuts replacement costs 


@ Case histories on how new products are 


developed ...old ones improved... with 
neoprene 


FREE! Valuable information for you in every 
issue of the Neoprene Notebook. Timely, illus- 
trated articles on the properties and perform- 


ance of neoprene show how others have in- 
creased production . . . reduced operating 
costs . . . with this durable chemical rubber. 
Perhaps the Neoprene Notebook can help you 
solve a tough production problem, or suggest 
a way to develop or improve a product. Get 


your free subscription today by sending the 
coupon below! 
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SEND THIS COUPON 
TO GET ON 
THE MAILING LIST 








—~----— 


( E. I. du Pont de Nemours & Co. (Inc.) 
Rubber Chemicals Division, NP-11 
Wilmington 98, Delaware 


od ; Please send me the free 
The rubber made by Du Pont since 1932 “Neoprene Notebook” regularly. 
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BETTER THINGS FOR BETTER LIVING Address 


-.+» THROUGH CHEMISTRY 
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All your Metal Furniture and Fixtures for Sales-room, 
Lube-room, Store-room FROM ONE SOURCE! 


WRITE OR WIRE FOR 
COMPLETE CATALOG 
SHOWING FULL LINE 

== AND INSTALLATION 

“ DIAGRAMS. 










=. 





Shure-built metal furniture and fixtures will give you 
more TBA and service sales per available square foot, 
through outstanding merchandise presentation that 
adds sparkle and desirability to your products. 

All catalog items are functionally designed to permit 


unlimited number of combinations to meet any building 
requirement. 





DISPLAY 
MERCHANDISER , ' 
SERVICE MERCHANDISER 
SERVICE WORK BENCH : , 
Also custom-built items to your 


specifications. Send blue-prints or 
specifications for prompt quotation. 


&9hure 


PORTABLE MANUFACTURING CORPORATION 


APPEARANCE SERVICER SERVICE BENCH LOCKER ASSEMBLY 1601 S. HANLEY RD. + ST. LOUIS 17, MO. 
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@ U.S. Air Force has ordered 33 mil- 
lion gal. of aviation gas with tricresyl 
phosphate added, the same compound 
being used as an additive in gasoline 
by Shell and Continental Oil. AF will 
use it in Grade 115/145 avgas for 
planes of the Strategic Air Command. 


@ Pure Fuel Oil Co. has been formed 
by Pure Oil Co. to handle retail and 
wholesale sales of light and heavy 
fuels at Pure Oil’s Harlem Ave. ter- 
minal in Chicago. Carl R. Jonswold, 
former executive vice president of 
Arrow Petroleum Co., is president. 
The new company will also handle, in- 
stall and service all types of oil heat- 
ing equipment. 


@ Hourly wages for employes of truck 
stations in the Los Angeles area will 
remain the same for at least another 
year, says a spokesman for Local 248 
of the AFL Teamsters. The reason 
Teamsters did not ask for a raise, he 
says, is that “business is really rough 
for the truck stops.” 


@ An increase in traffic for 1953 over 
1952 was enjoyed by 78 common car- 
rier Oil pipe line companies. The In- 
terstate Commerce Commission’s 35th 
annual report shows a total traffic of 
3.63 billion bbl. in 1953—an increase 
of 250 million bbl. (of crude oil and 
products) over the previous year. 


@ Two natural gasoline plants have 
been put in operation by Signal Oil & 
Gas Co. in Carter County, Okla., and 
at Tioga, N. D. 

The Oklahoma plant will produce 
30,000 gal. of natural gasoline and 
40,000 gal. of propane and butane a 
day. Tioga will make 150,000 gal. of 
natural gasoline and LP-gas a day. 


@ Rapid tax write-offs have been 
granted for three refinery, pipe line 
and storage products. Esso Standard 
Oil Co. will carry out a $7 million 
expansion program at its Bayway, 
N.J., refinery. 

Malco Pipeline Co. will build a 138- 
mile line in New Mexico. The Texas 
Co. will build 41,000 bbl. storage at 
New Haven, Conn. 


@ A new lube oil plant, with a capac- 
ity of 20,000 tons annually, has been 
opened in Stockholm by Swedish Shell 
Co. Shell says it is cheaper to produce 
the lubes from basic oils imported on 
tankers than to import them in barrels. 


@ Socony-Vacuum’s refinery expan- 
sion includes plans for a 20,000-b/d 
Sovaformer and prefractionating unit 
at its Paulsboro, N. J., plant. Comple- 
tion is set for next July. The Sova- 
former will manufacture fuel gas, 
propane, butane and stabilized re- 
formate from a naphtha feed. 
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SLIDE A 


SLIDE B 


Per’ cyt Te >a die 
Micro: 


The Electron Microscope is one of many tools 
Oronite employs to provide you superior lubricating 
oil additives. This test method enables us to study 
the action of additives on sludge and resin particles 
formed in the engine. It’s just another example of 
our continuous program to provide you with ad- 
vanced additives. 


The research and testing facilities behind Oronite 
additives are among the most advanced in the nation. 
With this years-ahead research it is possible that 
Oronite cou!d provide your finished oil with advan- 
tages you need to win and hold a market. 





Oronite will tailor-make additives to your base 
oils— meeting your price and performance specifi- 
cations. 

See what Oronite can offer you. Just contact our 
office nearest you. 


Oils from test engine 
being studied with 
Electron Microscope. 
Note (slide A) how 
additive keeps 
damaging oxidation 
residues suspended 
throughout oil. (slide B) 
with no additive, 
coagulations of sludge 
particles and oxidation 


residues form in oil. 


(Magnification 
8,000 times.) 
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vide better oil: 


With Oronite Additives 
you can formulate oils to 
meet the new A.P.L Service 
Classifications and can 
meet specifications for 2- 
104-B, MIL-0-2104, Supple- 
ment I and Series 2 oils. 
OTHER ORONITE PRODUCTS 
Gas Odorants 
Polybutenes 
Phenol 
Wetting Agents 
Dispersant FO 
(Furnace Oil Inhibitor) 
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* This view shows the back of the graphic control panel and of the electronic 
instruments for the UOP Platforming unit at the refinery of Rock Island Refining 


«Corporation at Indianapolis, Ind. This Platformer is the first complete refinery 
unit in the United States to be controlled by electronic equipment. 
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Advertisement 


Rock Island Refining Corp. Has 
First Complete Refinery Unit 
Controlled By Electronics 


By L. E. Winkler 
President 
Rock Island Refining Corp., Indianapolis, Ind. 


ROGRESSIVE thinking and action 

are vital to our refining operations. 
Since Rock Island Refining Corpora- 
tion was organized in 1940, we have 
constantly sought 
to maintain our po- 
sition as one of the 
most modern refin- 
eries in the world, 
dedicated to stay- 
ing in the forefront 
of the petroleum 
refining industry as 
it produces higher 
quality products. 

Rock Island was 
the first refinery in 
the world to install 
a graphic control panel, a device which 
since has revolutionized the control of 
refinery processes. It was also one of 
the first refineries anywhere to build a 
UOP “stacked” Fluid Catalytic Crack- 
ing unit. 

Now Rock Island has scored another 
“first”—a complete refinery unit which 
is instrumented by electronics. 

The new type of instruments are 
controlling our 2,400 barrel-per-stream 
day UOP Platforming unit, which went 
on stream recently to produce motor 
fuel blending component. Although 
the Platformer has been running only 
a short time, the electronics equipment 
already has paid dividends through a 
smoother startup and easier handling. 

Our decision to install electronic 
controls was based on economic fac- 
tors as well as our desire to keep ahead 
of the industry in modern refining tech- 
niques. We took a long-range look at 
the potentials of this new type of 
equipment and ascertained that: 

(1) It would increase the reliabil- 
ity of the Platformer’s operation in 
cold weather by eliminating the pos- 
sibility of freezing up of instrument 
transmission lines. 

(2) It would do away with racks 
for the pneumatic tubing from the 
graphic panel to the battery area, thus 
reducing initial installation costs and 
problems connected with startup and 
maintenance operations. 

(3) It would result in better con- 
trol because of the increased sensitivity 
of electrical impulses. 


Controls Work Perfectly 


The electronic controls worked per- 
fectly from the very beginning. On 





L. E. Winkler 


the day selected for the startup of the 
Platformer, oil was put into the unit at 
9:30 a.m., and in less than three hours 
the unit was completely “lined out”— 
operating smoothly at the desired con- 
ditions. In less than two weeks, the 
unit had fully proved itself and had 
come to be considered a part of our 
routine refinery operations. Universal 
Oil Products Company designed, engi- 
neered and licensed the Platformer. 
UOP’s instrument department engi- 
neered the installation of the electronic 
controls. 

In our instrumentation, transmitters 
located in the battery area of the Plat- 
former measure temperatures, pres- 
sures and flow and convert them to 
electrical signals. These go to recorders 
located on the graphic panel and to 
controllers, also located on the panel. 

The controller compares the signals 
with a signal from the set point mecha- 
nism on the recorder that has been set 
previously by an operator. The con- 
troller sends out a current signal to the 
control valve, causing it to assume a 
given position. In the event the trans- 
mitter signal does not match the set 
point signal exactly, the controller 
modifies the current signal to the valve, 
located in the battery area. At the 
valve, the current signal is converted to 
a pneumatic pressure corresponding to 
the current signal in order to supply 
the power necessary to position the 
valve. This causes the valve to either 
open slightly or close slightly in order 
to bring the transmitter signal back 
into line with the set point signal. 


Electronic Controls Act Swiftly 


We have found that the electronic 
controls give almost instantaneous re- 
sponse when there are variations in 
temperature, pressure or flow through 
the Platforming unit. In addition, there 
are few moving parts in the equipment, 
thus reducing maintenance and wear. 
There is also complete interchangeabil- 
ity of parts, making it as easy to change 
parts as it is to change a light bulb. 

We at Rock Island are proud to be 
the first refinery in the United States 
to install complete electronic controls 
to operate a major processing unit, 
and we believe sincerely that this in- 
strumentation will go far toward help- 
ing us to consistently make better 
petroleum products from the crude oil 
that we process. 
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INDIANA 
REFINERY 
MAINTAINS 
LEADERSHIP 

WITH 

NEW 

UOP PLATFORMER 


designed, engineered and licensed by 


UNIVERSAL 
OIL PRODUCTS 
comPany 


30 ALGONQUIN ROAD, 


® DES PLAINES, ILL., U. S. A, 


© oborotories: RIVERSIDE, ILLINOIS 


Universal Service 


Protects Your Inveslment 
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W. Chalmers Burns 


= marketers’ round table 


Samvel B. Wilkes 


MR. YOCOM, NPN Editor, (opening the discussion) : 


**The Choice of the subject— 


We are fortunate in having 
as panelists a group of men who 
represent a cross-section of view- 
points... 


At the far left is W. Chalmers 
Burns, president of the Hartol Petro- 
leum Corp. Mr. Burns has been in the 
industry for more than 35 years and 
is thoroughly familiar with the view- 
point of the major supplier and is 
keenly aware of jobber problems. 

Next to him is Samuel B. Wilkes, 
head of Crown Petroleum Corp. of 
Hartford. Sam himself tells how he 
started out as a struggling distributor 
who had to scratch to get product. He 
has become an outstanding success 
and has won great respect for his out- 
spoken views. 

F. Raymond Kraemer of Mineola, 
Long Island, is a management con- 
sultant. He is consulted by both major 
companies and Independent distribu- 
tors. Over the years, he has earned a 
reputation as a man with wide knowl- 
edge of oil marketing management. 

Rush Carrier is manager of distribu- 
tor sales for the Tide Water Associated 
Oil Co. Mr. Carrier, while represent- 
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ing a major company viewpoint, is 
very close to distributors and their 
problems. 

Completing the panel is W. D. Roth, 
vice president of the Dahl Oil Co. of 
Norwich. At one time Bill was with a 
major company. He quit to join an 
Independent jobbing firm and has be- 
come a capable jobber and an elo- 
quent spokesman of the jobber view- 
point. 

Now, panelists, just what is the mar- 
keter’s future going to be like? And 
what can the Independent marketer 
do individually to assure himself a 
continuing and prosperous place in 
the picture? 


Mr. Burns, may I call on you to 
lead off? 


MR. BURNS: 

When the Korean War was over the 
refiners hoped that our economy 
would absorb the over-supply that had 
resulted from stepped-up refinery ca- 
pacities. However, a surplus resulted, 
and a few months ago supply and de- 
mand again caused prices to go down. 

Now the runs have been reduced, 
imports of crude have been cut back, 
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state allowables have been adjusted 
and everything is back to normal. 

But what happened when the de- 
mand did not use up the supply? In 
my opinion the following are the com- 
plaints of the Independent oil mar- 
keter caused by over-supply: 

As a gasoline marketer: 

e Many marketers — both major 
and Independent — became panicky 
and fought for business at both the 
service station and commercial con- 
sumer levels at prices that were not 
profitable to the jobber-distributor 
marketer. 

The law of supply and demand will 
cure the service station price situation 
without any permanent harm except 
the loss of profit during the period of 
price disturbance. Adjustments in the 
commercial consumer situation will 
take a long time, and the cure is 
bound to cause the loss of customer 
good will when the remedy takes 
effect. 

e The overbuilding of the de luxe 
super-service station type of outlet 
without reducing the number of obso- 
lete stations, and the difficulty the job- 
ber-distributor segment of the industry 
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F. Raymond Kraemer 


of the Oil Marketer’ 


encounters in endeavoring to find 
capital to duplicate this type of station 
in his own operation. In my opinion 
he has three alternatives. 

1. Since — generally speaking — 
lending institutions will not accept a 
mortgage On an individual station, the 
marketer must depend on his financial 
standing warranting an open loan. 

2. If No. 1 is not desirable or pos- 
sible, the marketer can rely on any of 
the plans currently being offered by 
some suppliers via the lease and re- 
lease contract for financing. 

3. Since No. 2 generally requires 
the marketer to obligate himself to 
one supplier for a long period, and 
No. 1 is impossible, the only method 
remaining is for the supplier to own 
the station and lease it to the marketer 
to operate under a lease arrangement. 
But of course this does not provide 


Rush Carrier 


permanent growth to the marketer’s 
capital structure. It does keep him 
competitive, however. 

As a fuel oil marketer: 

You are worried about the en- 
croachment of natural gas. But note 
that some marketers have had a great 
increase in volume of heating oils— 
even though natural gas has had a 
greater increase percentage-wise. 

The Independent marketer’s big job 
is to render a service to his customer 
so that the customer will not think of 
natural gas. Your toughest competitor 
is the company marketing fuel oil heat 
without adequate service. If that com- 
petitor loses a heating oil customer to 
natural gas, that customer is no longer 
a prospect for you. 


MR. ROTH: 


The jobber as a local merchant has 
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—is as happy as it is timely. 


the distinct advantage over the major 
oil companies in that his business, en- 
joying a reputation for ethical market- 
ing practices, commands the whole- 
some respect of the consuming public. 
The mere fact that he’s a local mer- 
chant gives him a unique position and 
is the key to his future. 

The fact is that the major oil com- 
pany has never been a success at re- 
tailing, and I would like to say that 
without threat of contradiction. Back 
in the early °30s the American oil 
companies were conducting their serv- 
ice stations and when the threat of the 
New Deal and FDR came along they 
seized upon that as an excuse to get 
out of direct selling. They knew how 
to merchandise, but not on a retail 
level. Today, with the exception of 
one major oil company, there is no 
one who is doing the retailing as a 
jobber can. 

In spite of the millions of dollars 
spent each year by the major oil com- 
panies in extolling the virtues of their 
products, the average citizen has a 
wholesome respect for his local job- 
ber and takes his word for the quality 
of merchandise purchased from the 
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“The jobber’s streamlined organization can move much faster . . . than 
any major oil company which is steeped in red tape and company poli- 
cies (or lack of them).” 


jobber regardless of the brand name. 

No one can measure by any tangible 
means the value of good service. But 
when a jobber has established and 
consistently maintained a reputation 
of good service, his advertising and 
sales promotions should be built 
around that theme. As a successful 
businessman in his community, the 
jobber and his group of employes 
should take an active part in civic ac- 
tivities. There’s no better advertising 
than personal acquaintanceship, and 
it follows that the more people know 
you as a jobber and your organization, 
the easier the sales problem becomes. 

The jobber’s streamlined organiza- 
tion can move much faster in giving 
a customer a definite answer than any 
major oil company which is steeped 
in red tape and company policies, or 
lack of them. This advantage is fre- 
quently recognized by potential cus- 
tomers and produces a very favorable 
impression. Just another type of serv- 
ice but it’s all part of the jobber’s 
local advantage. 

The jobber’s service position is one 
that cannot be duplicated by the major 
oil companies, and the jobber’s posi- 
tion in the oil industry today is main- 
tained only because this basic fact is 
recognized and respected by the major 
suppliers. 

The average jobber with the dis- 
tinct advantage of “local service” can 
definitely look forward to a more pros- 
perous future, even though there are 
many serious problems to be cor- 
rected. 

He must: 

1. Maintain at all times the best 
possible service at a reasonable price. 

2. Study carefully changes in local 
marketing and economic conditions. 

3. Maintain an efficient operating 
program. 

4. Practice the golden rule of busi- 
ness. 

5. Determine his market potential 
and then set his goal to get it. 


MR. CARRIER: 


This industry is young. In many in- 
stances—and I include the refiner- 
marketer distribution has “grown 
like Topsy.” With the costs with which 
we are confronted today — labor, 
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equipment and construction — we 
must—to build for the future—set our 
sights toward the avenues of greatest 
realization. 

Are trucking operations as efficient 
as they can be? 

In a survey made by NATIONAL PE- 
TROLEUM News in 1953 under 
“Trucking Operations” it is indicated 
that 91% of jobbers were using trucks 
of 1,500 gallons capacity or less. 
About 78% of these operated from 
two to more than fifty units of this 
capacity. As contrasted to this, one 
major oil company on its trucking op- 
eration showed that in 1941 the aver- 
age tank truck capacity was 1,900 gal., 
whereas today it is 4,000 gal. The re- 
sult of this increase in trucking ca- 
pacity was to reduce trucking expense 
to approximately the level of 1932, 
even though wage costs alone have 
increased 100%. 

I appreciate that even though a siz- 
able number of small units are being 
operated, almost one half of the job- 
bers today operate tank trailers. The 
question, however, is have you gone as 
far as you can to promote maximum 
efficiency in operation? 

One means of reducing trucking 
costs that has been extremely success- 
ful is double-shifting of drivers. 

I mentioned this to a distributor 
within recent weeks and his first reac- 
tion was that it could not be done, al- 
though in my opinion his area of 
operation was ideal for it. 

Just what is the advantage of dou- 
ble-shifting? 

Large tractor trailer units, carrying 
capacities of 5,000 to 6,000 gal., will 
cost from $15,000 to $21,000. In ad- 
dition, each unit carries annual de- 
preciation, insurance and license ex- 
pense, amounting to approximately 
$2,700. From this you can see that a 
double shifting operation will save, 
even paying night differential to the 
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driver, sufficient in cash expense per 
annum to provide for replacement of 
the tractor unit in a very few years, 
and the total unit within the normal 
depreciation period. 

Furthermore, double-shifting will 
avoid purchase of additional trucks 
and give you the opportunity to invest 
the same money profitably elsewhere 
in your operation. As an example, one 
complete unit will cover the approxi- 
mate cost of development of one mod- 
ern two-bay service station or the 
rehabilitation of two to four stations 
now Operating—and again referring 
to cost accounting and budgeting, it 
is a means of spreading the same dol- 
lars to accomplish two jobs—efficiency 
and expansion. 

Let me say that our own operating 
department is convinced that the most 
economical means of distributing oil 
products is with fewer and larger 
trucks that will result in lower invest- 
ment, fewer miles per thousand gal- 
lons, lowest driver cost per dollar in- 
vested and minimum deadhead miles. 

From the point of view of an em- 
ploye of a refiner-marketer—and one 
who enjoys a large percentage of its 
business through the middleman—my 
greatest complaint is that the jobber 
doesn’t bring enough of his problems 
to us, or ask frequently enough for 
council with specialists: Operating 
Men .. . Sales Training . . . Service 
Station Engineers . . . Truck Routing 
... Accounting and Credit Experts. . . 
Fuel Oil Service . . . Oil Burners. 

But regardless of all these problems 
in petroleum marketing, we can get 
back to a study in human relations— 
“People and what’s behind their 
choices in buying and working.” I 
quote from a recent article in Busi- 
ness Week: “There are several con- 
clusions as to why people act—The 
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“Tm frozen 
stiff...but this 
‘U.S? Hose never 


gets stiff.” 


When the mercury drops to zero and lower, 
there’s no fun in pumping gas. Fingers, 
toes, ears and nose freeze to the breaking 
point — but never U. S. Royal Curb Pump 
Gasoline Hose. 





Pump operators prefer it in any weather, 
because it’s always flexible, never “fights” 
back. Not only that, the wire reinforce- 
ments in U.S. Royal Curb Pump forms a 
static-eliminating contact between the 
couplings and prevents collapsing. 
Approved by Underwriters’ Laboratories 
and equipped with the U. S. Giant® Com- 
pression Spring Coupling that gives longer 
hours of trouble-free service because of 
its special construction features. 


The up-to-date service station supply 
distributor has it—ask for it by name— 
U.S. Royal Curb Pump Hose. 


“U.S.” Research perfects it. 
“U.S.” Production builds it. 
U. S. Industry depends on it. 


U.S. ROYAL CURB PUMP HOSE is the most flexible on the market 





UNITED STATES RUBBER COMPANY 


MECHANICAL GOODS DIVISION - ROCKEFELLER CENTER, NEW YORK 20, N. Y. 


Hose « Belting « Expansion Joints « Rubber-to-metal Products « Oil Field Specialties + Plastic Pipe and Fittings « Grinding Wheels « Packings «+ Tapes 
Molded and Extruded Rubber and Plastic Products « Protective Linings and Coatings « Conductive Rubber « Adhesives « Roll Coverings « Mats and Matting 
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FOR TOUGHNESS 


..- when the going is tough 
J&L STEEL CONTAINERS 
CAN TAKE IT 


J&L Steel Drums and Pails meet the most rigid tests 
for durability because: 


» J&L Drums and Pails are made from 
high quality J&L Steel Sheet. 


» J&L Drums and Pails are made with 
< care and accuracy in every detail. 





You can obtain J&L Steel Drums and Pails through 
plants located in leading industrial centers. You'll 
find J&L service fast and efficient. Call the J&L office 
serving your community. 


Sones ¢ Laughlin 
The J&L line includes all types of 


Closures and Finishes. Bright, colorful 3 = he STEEL CORPORATION — Pittsburgh 
decorations may be reproduced to “T = Hi 

your specifications. Heavy-duty ICC | 7. oo CONTAINER DIVISION 

Drums. Light-gauge Drums. 55, 30 oi sia a e = 

and 15 gal. capacity and 100-Ib. ‘ = 405 Lexington Ave., New York 17, New York 
Grease Drums. Lightweight Drums for . ¥ 

Chemical and Powdered Materials. 

1-10 gal. capacity Steel Pails for 

Foods, Chemicals, Oils. 
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biggest is the emphatic belief that peo- 
ple are inherently social. Kindness and 
decency in dealing with people seems 
to pay off a lot more often than poli- 
ticians, employers or philosophers 
have often been willing to admit.” 

Said in another way: People like to 
do business with a guy or a gal—and 
you jobbers are the guys in your com- 
munity. I am confident that you will 
continue to have the confidence of the 
people with whom you are doing busi- 
ness and that these connections will 
make it possible to expand and to 
profit. I hope so! 


MR. WILKES: 


At the NOJC meeting at Pocono a 
few months ago, I took occasion to 
make some rather violent, and vitriolic 
remarks concerning some of the pre- 
vailing practices being used by some 
of our big suppliers. 

The remarks were received with ap- 
parent interest and subsequently were 
repeated in a trade paper. The reac- 
tion was equally violent, and vitriolic 
so that later in New York L. T. White 
gave me perhaps a well needed laying- 
out. 

He said in essence: “Certainly there 
are wrongs existing, but you will 
never cure them by vehement, vitriolic 
attacks.” 

At one point in his friendly scolding 
he said that he was in Washington re- 
cently and had occasion to look at the 
Declaration of Independence, signed 
by John Hancock. Mr. White looked 
me in the eye and said: “Did you 
know John Hancock was an oil job- 
ber? Why don’t you tell people about 
John Hancock? Tell them of the 
marvelous future awaiting them in the 
oil business and stop fretting about 
the past.” 

He then implied I had no basic in- 
terest in the future of the oil business 
because my position economically was 
such as to leave me with no desire 
other than “to sell out.” I left that 
hotel room a rather chastened man. 

Riding home that night I thought 
over in great detail what L. T. White 
had said to me. Was I a wrong guy? 
Was my mind warped? Am I a chronic 
dim-viewer? What is the reason that 
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**, .. somebody had to be willing to take 
the dim view ... to produce as wonderful 
a document as the Declaration of Inde- 


—S. B. WILKES 


1 cannot acquire the religious view- 
point that would enable me to believe 
that around the corner, just as soon as 
we get the next pamphlet published 
by API, there would arise a great new 
understanding and tolerance and re- 
spect for the different viewpoints be- 
tween jobbers and suppliers? 

And suddenly I thought of the 
answer that I should have given to 
L. T. White. What in hell was John 
Hancock doing sitting on his fanny 
signing a Declaration of Independ- 
ence? What circumstances brought 
this about? Why did he need a Decla- 
ration of Independence? 

Now perhaps I can explain to L. T. 
White why it is difficult for me to de- 
velop the blind faith that would make 
it possible to look the boys in the eye 
through rose-colored glasses and tell 
them that all is well. 

Back in John Hancock’s day there 
was a bunch of guys called the British 
who had all the marbles and were 
making the rules under which the 
game was to be played. There was an- 
other little gang of guys called inde- 
pendents, or whatever. 

These little guys did not like the 
rules. They did not like the type of 
“Greater Understanding and Educa- 
tion” being dished out by the big guys. 

So after taking the dirty end of the 
stick for a considerable time the little 
guys decided they would rather be 
dead than have to play the game under 
the system established by the big guys. 
So there followed a series of events in- 
cluding a few scraps. A guy named 
Paul Revere rode a horse. One day a 
little oil jobber named John Hancock 
sat down and signed the Declaration 
of Independence. 

It is apparent to me that somebody 
had to be willing to take the dim view 
and attempt to do something about it 
to produce as wonderful a document 
as the Declaration of Independence. 

Jobbers today are confronted with 
many serious conditions, most of 
which in my personal opinion are the 
result of a definite lack of understand- 
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CONNECTICUT MARKETERS listen to round 
table discussion in Yale University fra- 


ternity house during management in- 
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reparation... 


Like the diamond cutter and his exacting calcula- 
tions, Canco exercises meticulous care in every de- 
tail of container production. 
For you, Canco’s relentless effort to produce perfect 
containers means fewer work stoppages on your pro- 
duction lines, lower packing costs and maximum 


First step to perfection tic“ *twow comers 


Canco’s thermoplastic side seam offers you com- 
plete around-the-can lithography for maximum 
label display, 100% moisture protection, and 
assures you of a long-lasting, spotlessly bright 
interior. 
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Canco’s precise specifications for its containers are 
arrived at only after exhaustive laboratory tests, pilot- 
line manufacturing trials and experimental packs. 
This zeal for container perfection also applies to raw 
materials, packing—even shipping. 


That’s why the containers which roll off Canco 
lines can best take your products to market at a profit. 


Go first to the people who are first! 


AMERICAN 
CAN 
COMPANY 


New York, Chicago, San Francisco; Hamilton, Canada 





POSITIVE 


ee 


with 








Protective Coatings 





NON-DRYING TYPE— A wide range in consistency, from very 
thin to very thick. All afford excellent rust protection 
to steel surfaces, yet may be easily removed with any 
ordinary petroleum solvent. 


HARD-DRYING TYPE — These coatings, when dry, form a thin 
hard uniform film over the surface. They are more than 
ordinary “paint” because they inhibit or prevent the 
growth of corrosion under the coating film. 


Humble Protective Coatings include not only the 
well-known RUST-BANS but other special coatings which 
furnish protection for all kinds of surfaces under all 
kinds of uses. 


(HUMBLE) 


PROTECTIVE 
COATINGS 


INCLUDING 


*Call on the Sales Technical Divi- 
sion of Humble Oil & Refining Co. 
for an analysis of your problem 
and expert advice. Written recom- 
mendations will be submitted with- 
out cost. 


RUST-BAN 


mG us Fat OFF 





HUMBLE OIL & REFINING CO. P. O. BOX 2180, HOUSTON, TEXAS 
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ing and tolerance on the part of sup- 
pliers’ executives. 

Of course there has been progress 
and of course it is true that jobbers 
sit in a better position economically 
than they did years ago. 

But in spite of the progress I cannot 
make myself forget that we are still 
confronted with many of the same 
evils resulting from some big guys’ 
efforts to get all the marbles in the 
game by whatever means at their com- 
mand: the destructive and ceaseless 
ratrace for gallonage regardless of 
cost .. . the willingness of major sup 
pliers to take commercial business av 
prices below the net cost to jobbers in 
the same area . . . the revival of the 
cash offer to induce a dealer to sign 

. the speetacle of majors—including 
some of the biggest—resorting to the 
support of unbranded, cut-rate gaso- 
line markets. 

In the mad scramble for greater 
profits and a leading position in the 
marketing picture — oil companies 
have been guilty of selecting men most 
capable of producing the desired re- 
sults regardless of methods or conse- 
quences and regardless of the impact 
on the community. 

The grabbing of an account at a 
price below a jobber’s cost by one 
company from another solves no basic 
problem, as we know—other than 
temporarily to relieve the grabber. It 
does not induce greater consumption 
or reliable growth. It only serves to 
create distrust, hated and vengeance 
on the part of the company from 
whom the account was seized. 

Why then do we see in this day and 
age the spectacle of such unintelligent, 
destructive conduct? The answer can 
only be ignorance. 

Therefore, I go along with L. T. 
White and say that the prime need is 
education. But the confusion in my 
mind arises from the question of 
where to start and whom to educate. 
From such gatherings as this one 
tonight, lies the hope for the jobber 
and industry as a whole. 


Mr. Kraemer: 


Your presence here tonight, the 
sponsoring of this conference by the 
Cotinecticut Petroleum Assn. — and 
the cooperation of Yale University, 
the Connecticut State Department of 
Fducation, and many individuals in an 
effort to make the meeting a success— 
is evidence of the fact that the petro- 
leum marketer is aware of the need 
for as complete understanding as pos- 
sible of things he must know to main- 
tain the distribution of oil products on 
PETROLEUM NEWS - 
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Guardian's sw 


FLUORESCENT FLOODLIGHT SERIES 9000 


for SUPERIOR AREA ILLUMINATION 


Guardian now offers the first thoroughly reliable fluorescent serv- 
ice station luminaire to incorporate the latest advances in the 
field of outdoor high-mounted flood lighting. With an abundance 
of white, glareless light blanketing an extremely wide area—with 
unusually low operating and maintenance costs (only 400 watts 
per unit), and far longer lamp life—this sturdy, modern design 
flood unit will revolutionize service station lighting practice. 


SUPERIOR ILLUMINATION —LESS GLARE 


Provides visibility far superior to that of mercury 
or filament flood units, with a degree of comfort 
and ease of viewing never before attained in ef- 
fective service station lighting. Its broad light 
source results in lower luminaire brightness and a 
large illumination pattern on the pavement. Im- 
proved “‘see-ability,’”’ reduced glare, when pave- 
ments are wet—maximum diffusion of shadows 
results in a softer light. 


LOWER MAINTENANCE COSTS. Under normal 
conditions about two years’ service can be ex- 
pected from long-life fluorescent lamps without 
replacement. The cost of replacing these fluores- 
cent lamps is approximately one-half that of mer- 
cury, and one-third that of incandescent. The cost 
in labor to replace these fluorescent lamps is ap- 
proximately the same as that of mercury, but only 
one-eighth that of incandescent. Good luminaire 
design prevents infiltration of dust, dirt, water 


and insects—cleaning is necessary only at infre- 
quent intervals. The protected Alzak aluminum 
reflector is corrosion-resistant. 


LOW OPERATING COSTS. Savings over a compar- 
able installation using filament lamps are con- 
siderable—approximately one-third the annual 
cost of energy per luminaire with equal light out- 
put. Exceptional energy savings encourage con- 
tinuous full operation of all exterior lighting. 


MODERN AND ATTRACTIVE. Luminaire design is 
clean, smart and modern, without encumbering 
guys, trusses or supports to detract from its ap- 
pearance. The cool white fluorescent lamps pro- 
duce a bright yet glareless light of excellent quality 
to provide a favorable rendition of colors and 
complexions. This, combined with the pump island 
“T”’ Lights, results in an over-all pleasant light 
throughout the station. 


CATALOG 9000 SERIES 


Net Wt. 


Description Pounds 








Plexiglas Enclosure 88 
Alba-Lite Glass Enclosure 95 


Pole Fitter, with Entrance Head. Fits 1" to 2” Pipe 1 





Net weight of luminaires includes lamps, ballasts and complete mounting assembly. 


Pole fitter and entrance head are not furnished; order separately. 


Guardian Light Company 


500 NORTH BLVD., OAK PARK, ILLINOIS 


Bulletin 9000 





@ Housing is die-formed aluminum completely welded and 
ound to form a water-tight rustproof unit, with turned 
ower edge for greater rigidity. 


@ Specular reflector is formed from Alzak aluminum sheet 
for longer lasting high reflectivity surface. 





Recessed aluminum hinges and heavy @ Fixture is enclosed by means of a hinged, extruded alu- 


duty spring-loaded draw bolts hold minum frame utilizing either Plexiglas or Alba-Lite glass 

cushioned frame securely to fixture set into frame and cushioned by caulking compound to 

in a neat, dust-proof seal. revent chipping or cracking. Frame has a cemented 
fer which affords a complete seal to eliminate entry 
of dust or insects. 


@ Heavy duty spring-loaded draw bolts are provided for 
ease of opening frame assembly for cleaning and re- 
lamping. Aluminum hinges securely fasten frame to 
housing. 


@ High tensile strength aluminum alloy casting is securely 
fastened to top of unit together with mounting arms 
and clamping Cachet to fit existing poles, and permit 
adjustment of the fixture to be made at horizontal, 10, 
20, 30 and 45 degrees. Positive locking at each angle is 
obtained by inserting bolt through hole at desired loca- 
tion. Casting which holds the unit has removable top 
cover with room for splices to supply connections, elim- 
inating any necessity of opening the interior of the 
fixture. Unit is completely wired, ready for supply con- 
nections in the field. 


Top view emphasizes smart appear- 
ance of aluminum housing. Note sturdy 
mounting bracket assembly details. 


@ Equipped with two high power factor ballasts for low 
temperature operation of four (4) 100-watt Rapid-Start, 
F100T12/CW/RS lamps, to insure reliable starting at 
low temperatures and high maintenance of light output. 


@ All interior fittings constructed from heavy gauge alu- 
minum. Steel fastening devices, where used, are heavily 
plated with cadmium. 


@ Units are completely wired and packed with necessary 
clamp fittings for use with existing 2” or 24%” round, or 
2%” square poles. Units carry union label. 


@ Baked-on primer and white baked enamel finish. 









Dimensions: 75” long x 16% " widex 11% 
high. Net weight ready for installation, 
including complete mounting assembly: 
With Plexiglas enclosure 88 Ibs. 
With Alba-Lite glass enclosure. . 95 lbs. 
Wired for 110 volt, 60 cycle, ac operation. 


Four 100-watt Rapid-Start 72" SS 
fluorescent lamps provide a total light 
output of 21,400 lumens to cover an 
exceptionally wide area with an 
abundance of white glareless light. 
Beam has exceptionally long throw. 
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4 a Heavy duty mounting assembly. Note bolt- 
= ing arrangement in casting which supports 
luminaire, to permit adjustment from hori- 
zontal to 10, 20, 30, and 45 degrees. 


Cleaning or relamping is a 
simple operation. With the 
long lamp life, relamping 
is necessary only about 
once every two years. 
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Sketch shows top view of Universal 


Clamping Bracket designed to accom- 

modate existing 2” or 22” round, or 2'2” 

y} square poles. Note that bracket is engi- 
& neered to be positioned on the flat sides 
| | or at the corners of square poles. For 





| | 
| z= mounting unit other than on poles, special 
<i _ brackets are available upon request. 
o> 


Cat. No. 19 Pole Fitter with Entrance 
‘a Head. Fits 1” to 2” pipe. 
Order Separately. 
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Listed by Underwriters’ Laboratories, 
Inc. for outdoor operation. 
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No More ‘‘Spotty”’ Illumination 


New, more efficient Rapid-Start lamps and bal- 
lasts give the highest light output yet produced 
in a fluorescent lamp for outdoor use. The light 
output actually increases up to ten per cent at 
freezing temperatures because fixture is enclosed. 
With its low brightness, high lumen output per 
watt and long life, the Guardian Series 9000 
provides a light quality never before possible. 


LAMPS: 1 00-watt Rapid-Start F100T12/CW/RS fluorescent 
lamps, pre-heated cathode, 7500 hours’ life, four (4) used. 








THE VALUE OF 








Dollar returns justify the cost of good lighting. Although the 
initial cost of fluorescent lighting may be somewhat greater 
than mercury or incandescent installations of equivalent light 
output, it is the over-all economical choice. This is based on 
the general opinion that the new fluorescent lamp, as com- 
pared to mercury or incandescent, provides materially greater 
visibility with approximately the same total lumens. For ex- 
ample: The lumen output of a 400-watt Series 9000 unit is 
21,400, as compared to 17,000 lumens for the 400-watt J1 
mercury, and approximately 8000 lumens for 400 watts of 
incandescent. 


GOOD LIGHTING PRACTICE IN TYPICAL STATION. In drawing 
above are featured the means of sound flood-lighting practice 
for the service station approaches, ramps, and drives. 
Equipped with Guardian Series 9000 fluorescent flood lights 
on 20’ or 24’ hinged poles, the entire area is bathed in ex- 
cellent glareless light. These new luminaires provide superior 
illumination efficiently and economically, furnishing night- 
time visibility far greater than previously possible at com- 
parable costs. 


ONE POLE SUPPORTS ALL THREE. Sketch at right shows Guard- 
ian’s new Cat. No. 206 hinged pole (20’ or 24’) mounted on 
island between two pumps, supporting the new Series 9000 
floodlight at the top, and two Cat. No. 470 “T’’ Lights 
mounted on Cat. No. 1754 Universal Brackets. For extra 
spot illumination, Cat. No. 150 lampholders are installed 
through knockouts in the top of ““T’’ Lights. 
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Guardian Light Company 














HINGED POLE > 
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CAT. NO. 150 


{ LAMPHOLDERS 











CAT. NO. 470 
HORIZONTAL FLUORESCENT 
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CAT. NO. 1754 
UNIVERSAL BRACKET 


-_ 











500 NORTH BLVD., OAK PARK, ILLINOIS [ 














a most efficient basis in the interest of 
the consumer, his own business and 
the industry. 

Such meetings as these, while the 
first and only the beginning in educa- 
tional possibilities, represents a very 
satisfactory culmination of many years 
of effort on the part of individuals in 
our industry to bring this about and 
they foresee in it the opening of a new 
era. 

The horizon is widening for the dis- 
tributor, his perspective will be clearer 
and he will be able to take advantage 
of the many opportunities of our ex- 
panding economy if he participates to 
the fullest extent in this Management 
Institute program and other educa- 
tional facilities which are being made 
available. 


Mr. YOCOM: Are there any com- 
ments on the statements thai 
have been made? Mr. Carrier: 
May we hear from you? 


MR. CARRIER: 


I think the statements have been 
made as to conditions which exist 
today, which are actually based prima- 
rily on a condition of supply and exist- 
ing demand. 

I think that Chal Burns made a 
point when he said immediately after 
the war we did not know where we 
were going to put all the gasoline that 
we had made to take care of the 
armed forces. And before we knew it 
we were comparatively short of prod- 
uct. 

If my recollection is correct I think 
the refining capacity of the industry 
as developed today is no more than 
sufficient to take care of the estimated 
demand of about ’57 or ’58. But with 
the cutbacks and refinery runs I think 
some of these conditions are going to 
correct themselves. 


Mr. YOCOM: How about you, Mr. 
Burns? Do wish to comment on 
the statements that have been 
made? 


MR. BURNS: 


Well, I still stick to my opinion. 
This industry always has had prob- 
lems. The jobber has always had prob- 
lems the 35 years I have been in it, 
and I don’t think the problems are 
much different. I do think the most 
difficult problem the gasoline jobber 
has at the present time is to compete 
with the major suppliers on commer- 
cial consumer business. But I think 
the problem can be solved. 


Mr. YOCOM: How about you Mr. 
Kraemer? Will you comment on 
the statements which have been 
made? 


MR. KRAEMER: 


Now when we talk in terms of edu- 
cation, either at the integrated or dis- 
tributor company level, we should 
talk in terms of reducing it to specific 
situations. What in a particular area 
should be the net profit? What should 
your company make in consideration 
of the investment that your company 


has in this business—and in considera- 
tion of the need for your company to 
continue to progress on a basis of in- 
vesting in capital assets a specific 
amount of net profit? Do you have 
enough specific gross profits—and we 
won't talk unit per gallon margins— 
but have you enough gross profits in 
dollars in relation to your sales and 
investment? These things should be 
brought down to specifics. Let’s cut 
out some of the generalities. 
(continued on p. 78) 
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PROVED 
FIELD TESTED 
RELIABLE 





OPERATES MECHANICALLY 
WITH A LIQUID GASKET 


DOES YOUR PRESENT VENT— 

SAVE TIME 

Because it requires no maintenance other than a 
simple check of the liquid seal? 


SAVE MONEY 

Because maintenance costs are reduced to a mini- 
mum due to the fact that it operates unfailingly with- 
out the need for mechanical inspections and without 
the danger of mechanical failure? 


SAVE QUALITY 
Because evaporation of the light ends (which always 
evaporate first) reduces power? 


SAVE PRODUCT 
Because IT CANNOT LEAK and 
otherwise lost through evaporation? 


If Your answer to any of these questions is “NO”, 
send for Bulletin No. 5154 IMMEDIATELY at no 
obligation to you and learn about the NEW 
TWIN CONSERVENT that vents ABOVE THE 
LIQUID SEAL NOT THROUGHT IT. We also 
have a highly informative booklet “5 Steps and 
the One Before the First” which tells the com- 
plete story of conservation and what you can 
do to reduce your over-all losses to a startling 
new low. 


Immediate Shi 
P 


CONSERVATION 
EQUIPMENT CORPORATION 


4801 SOUTH ON RICHMOND STREET 
CHICAGO 32, ILLINOIS 
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—e marketers’ round table 


Mr. YOCOM: Thank you. And 
now, Mr. Wilkes, do you have 
any comments on the statements? 


Mr. WILKES: 


I would like to ask this question. 

If a jobber has struggled for years 
to develop his business and now has a 
reasonable number of substantial con- 
sumer accounts, what is the impact on 
him and his reaction when he finds 
his business suddenly gone and now, 
after 20 or 25 years, finds that he has 


NOW in your choice of [WO [YAK / 


to start all over? Is there any basic, 
economic reason why the jobber can- 
not hold a moderate-sized consumer 
account? Is this an indication that the 
jobber must go back where he was 20 
years ago, and start from scratch? 
Also, Mr. Roth stated that one of 
the reasons jobbers are successful is 
their ability to indentify themselves in 
their communities. This is not neces- 
sarily true in all cases. L. T. White 
once sent me some information on a 
survey taken in Wichita which proved 


CHa Pe: oa 1 O) | a O) 
UTILITY CANS 


Now, in addition to the riveted bail, 
you may order famous G. P. & F. Dome 


that only a very small percentage of 
the people were able to identify the 
distributors of various brands of gaso- 
line personally, but rather identified 
them as the guy who sells “brand.” 
This is a weakness, but there are rea- 
sons for it, such as the overpowering 
weight of major advertising. 


Mr. ROTH: 


My feeling is that the average gaso- 
line jobber in a metropolitan area has 
a very difficult time on his hands at 
the moment. And I think it is borne 
out by the fact that you can hardly 
pick up a trade publication but what 
you find some jobber or distributor 
has sold out his business to a major. 

My contention is that the future of 
the jobber’s gasoline business rests 
only among those who are isolated or 
in some communities where the major 
does not care to operate directly. 

Let’s get away from majors and get 
down to cases you are all interested in. 
As you all know, the distributor or a 
jobber has the distinctive advantage of 
being a merchant in his community, 
not as much in gasoline, but in selling 
fuel oil. And when he monopolizes on 
that point, let him go after and get the 
small gasoline business. Sure, he can- 
not get the big business. In the com- 
munity where the majors are, I just 
cannot see how you can compete with 
the major oil company. Economic 
conditions and even the legislature 
will bring a change about. 

But the fact is it will swing back as 
it has in the past and you and I may 
be able to compete with them. At pres- 
ent let us recognize where we have our 
advantages and exploit them. 


Mr. YOCOM: Thank you a lot 
Bill. I think we can now get in- 
to questions. Here is question 








No. i, 


Mr. Burns said at the end of his 
statement that the toughest competi- 
tion is the fuel oil jobber who doesn’t 
give “adequate service.” Would you 
please outline the points you feel con- 
stitute “adequate service?” And is 
there some way g jobbers can do 
something about the deficient jobbers? 


MR. BURNS: 


Some Independents who handle fuel 
oil feel they can get along without 
rendering service. Gradually custom- 
ers become displeased. If it had hap- 
pened a few years ago, the home 
owner might look up another jobber 
distributor handling fuel oil. But if it 
happens today and there is a gas main 
passing his home, he is going to check 
natural gas and if a customer installs 
gas we will never get him back. 

I don’t know how the successful 


Top Utility Cans with a welded bail. 
Both types are designed for easy carry- 
ing, with plenty of “knuckle clearance” 
over the filler cap. And, of course, both 
types have the same strong body and 
double-pour spouts that have made these 
cans best-sellers from coast to coast. 


A SALES BUILDER! CAN BE USED ANYWHERE! 


G. P. & F. Dome Top Utility Cans (in solid colors or lithographed 
with your design) have scores of uses. On the farm, in the garage, 
in the home, at the lake... these containers help your customers. -- 
build good will for you. In 5-gallon and 40-pound sizes. Write for 
complete information ! 





GEUDER, PAESCHKE & FREY CO. 


425 NORTH 15TH STREET 7 MILWAUKEE 1 WISCONSIN 


Telephone Division 4-3000 
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jobbers who have service are going to 
attack the competitor who does not 
give service. If there was any way I 
knew to put out of business the chap 
who will not give adequate service and 
protect marketing in our industry | 
would be for it. I don’t mean free 
service—but adequate service at cost. 


Mr. YOCOM: Thank you. Here 
is Question No, 2: 
Is it not the “handwriting on the 


wall” that there are annually fewer 
jobbers in Connecticut? 


Mr. BURNS: 

Mr. Wilkes spoke a few minutes ago 
about jobbers selling out. Maybe you 
have to be an old man to realize these 
things, but you fellows who were in 
the oil business along about ’27 or °30 
really can remember how businesses 
were sold out. There was hardly a 
town and hardly a big city in the East 
where companies were not sold. How 
do you suppose companies like Shell 
Oil came into the market like this and 
established a market as fast as they 
did? And how did the competition 
protect their market? I do not believe 
there was a city where there were not 
at least 2 big jobbers who sold out. 

I do not believe it was because they 
were afraid not to make money. There 
are many reasons for selling out. May- 
be a man is getting old; sometimes he 
does not have a son—as a lot of you 
fellows have—in the business. Perhaps 
there is no one in his business he 
thinks is big enough to operate the 
company. Then he sells out to a major. 

But I do not believe that the fellow 
who hopes for the best and who is 
smart and intelligent enough to get 
himself into the business with good, 
sound merchandising and advertising 
has to step aside for anyone. 


Mr. YOCOM: A question here re- 
garding double-shifting. I think 
this is for you Mr. Carrier. Ques- 
tion No. 3: 

Regarding double-shifting, do you 


think it is advisable in retail fuel oil 
deliveries? 


Mr. CARRIER: 


The matter of double-shifting ap- 
plies more to the use of large units for 
gasoline deliveries where you can 
make absentee deliveries or where you 
can deliver perhaps from your termi- 
nal to the station. I doubt if the house- 
hold consumer is going to accept night 
deliveries or absentee deliveries. Of 
course many of them authorize de- 
livery with the degree-day system. 
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Mr. YOCOM: Thanks very much. 
And here’s a question for Mr. 
Carrier: 


You say your complaint is that the 
jobber doesn’t take enough of his 
problems to you. How do you account 
for that? Failure to comprehend his 
problems, or reluctance to approach 
his supplier? Whatever the reason, 
what’s the solution? 


Mr. CARRIER: 


Weil, I don’t know, but for some 
unknown reason they do not come to 


Step up your 


the supplier and say: “Give me a pat- 
tern of truck routes.” Or: “Come in 
and study my truck route,” or: “Come 
in and study my accounting or my 
credit plan and give me some help as 
to how I can improve my operation.” 

If the whole picture is not exactly 
what the jobber thinks it should be, or 
if he thinks that he can get more busi- 
ness by being more competitive, then 
he comes in with only one request and 
that is to study the consideration of 
margin. I believe there is a lot more 
to it. 
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E-Z-FILL 


GREASE GUN LOADER PAIL 











@ Now E-Z-FILL Grease 
Gun Loader Pails are made 
stronger than ever. Heavy 
24-gauge steel body adds 
more protection for your 
product ... enables the filled 
pail to be shipped without re- 
packing it in a corrugated 
carton! Leakproof, easier-to- 
use sockets are another new 
feature. Available in 25-and- 
35-pound sizes in solid colors 
or lithographed with your 
own design. 


GEUDER, PAESCHKE & 


425 NORTH 15TH STREET - 


Designed so that grease gun can be filled directly 
from the container quickly, easily with no waste 
or mess. Cover of the pail is never removed. 
Grease can’t get dirty. Air 
pockets cannot be formed in 





FREY CO. 


MILWAUKEE 1 WISCONSIN 


Telephone Division 4-3000 
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A. 


ONEIDA LAKE 


Barge -~ - 
unloads 


By using its own ingenuity, 
Sears Oil Co., a closely knit, 
family-owned corporation active 
in the Mohawk River Valley, has 
been able to “home-make” its 
new truck and barge terminal 
at Belgium, N. Y., which has 
just been completed, as well as 
its Rome and Marcy, N. Y. ter- 
minals. 

The same procedure is being fol- 
lowed in construction of its new deep- 
water terminal at Albany, a facility 


BARGE DOCK at Belgium where Sears unloads No. 5 and 6 
fuel oils from New York City harbor area. Tom Sears is at right 


80 


MARCY 
TERMINAL 


- SEARS truck to UTICA 





What Sears Does 


Brains and brawn, plus reliance on the world’s oldest “highway” 
system—waterways—are keeping a large independent gasoline and 
oil jobber in upper New York State in the competitive picture against 
majors and natural-gas pipe lines in its area. 


that should be in operation shortly. 
And by making use of rivers and 

canals, the company: 

e Takes full advantage of low-cost 

barge transportation. 

e Decentralizes storage facilities for 

better customer service. 

e Avoids much of New York State’s 

road tax on trucks. 

e Places minimum reliance on truck- 

ing in a region of severe winters. 

e Has saved as much as $632,000 on 


By WILLIAM G. WING 
Special NPN Writer 


new equipment for its terminals. 

All this adds up to cutting corners 
as far as cost is concerned, thus en- 
abling the Independent to keep active 
in an area blanketed by the majors. 

Sears serves a flat, fertile and in- 
dustrially-rich area. Its products are 
heavy fuel oil and gasoline, plus home 
heating oil, lubricating oil and kero- 
sine. These go to a variety of cus- 
tomers: heavy industries, large com- 
mercial users, Sears Oil’s own retail 
gasoline stations, other jobbers and 
home owners. 


FROM BARGE to pump houses, oil flows through large lines 
shown in this closeup. Pump house and tanks are at back 
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HERKIMER 


FALLS 


MOHAWK RIVER 


<-> 


Barge loading 


To Utilize Waterways 


Gasoline is sold through nine Sears 
stations in an area extending, rough- 
ly, 65 miles east from Syracuse to 
Herkimer. 

Sears’ heavy fuel oil market is much 
larger. East to west, it goes from Little 
Falls (east of Herkimer) to Rochester, 
about 150 miles to the west. North to 
south, it starts just below the Canadian 
border at Malone, north of the Adi- 
rondacks, down to Binghamton, which 
is just above the Pennsylvania line, 
more than 200 miles away. 

Competitive Picture—In this area, 
there is one other Independent, George 
Lee’s Southern Oil Co., at Horseheads, 
north of Elmira, which competes 


only in gasoline. But all the majors 
are there. And according to Sears 
“they give us good competition.” 

In addition, there is a natural-gas 
pipe line into Syracuse. Sears says 
that although gas normally cannot 
compete in price with fuel oil, the 
gas company gives its large customers 
special rates that bring the price down. 


SUPPLY NETWORK 
Sears’ operations (indicated by stars 
on the drawing) are based on water- 
ways that run veinlike through the 
marketing area. In the south there 
is the Port of New York. From this, 
the Hudson River stretches north, 


GENERAL VIEW at Belgium shows boiler room and office (left), eight-stall garage 
end truck loading racks. Pipes are from dock, off picture at far left 


PORT OF 
NEW YORK 


NOS Q@nuH 





50-TON BOILERS from ships sunk off a Virginia beach send 
steam along oil lines. Here one is being installed at Belgium 


navigable through the Appalachians. 

At Cohoes, almost 200 miles above 
New York City, the Mohawk River 
enters the Hudson from the west. 
Using this and other connecting lakes 
and rivers, boats can go from the 
Hudson through the Mohawk Valley 
to Lake Ontario and the heart of the 
continent. 

The Erie Canal was dug through 
the region in 1825 from Troy to 
Buffalo — permitting regular barge 
traffic—but was superseded by the 
New York State Barge Canal system. 

Sears’ marketing area thus is served 


82 


=H bulk plants and terminals 


SOURCES of eight heavy boilers for Sears facilities were these 
ships, settled comfortably off Kiptopeke Beach, Va., ferry dock 


"HUGHES 100’ was only barge on East Coast, Sears says, big 
enough to carry the heavy boiler load up-river to terminals 


east to west by a canal system on 
which it can operate barges up to 
10% ft. deep, carrying an average 
load of more than 500,000 gal. 

Contracts—Sears buys its product 
(except for lubricating oil and anti- 
freeze, which come by tank car) on 
both spot and long-term contracts 
from major suppliers in the New 
York Harbor area. 

It rents storage facilities there and 
transports on barges up the Hudson 
to its Mohawk Valley terminals. 
About 50 barges a year are needed to 
keep Sears supplied. Most of them are 


NATIONAL 


HEAT EXCHANGER at left, above Tom Sears as he adjusts main 
suction line gage, warms oil to be drawn from tanks to racks 


furnished by Barge Lines, Inc. 

Sears counts on the canals being 
frozen and unusable from Thanks- 
giving until April (although in a few 
mild winters they officially have stayed 
open longer). This is the reason Sears 
has sufficient storage capacity to carry 
it through five months of the year. 

Going by the rule, “The nearer you 
get your water terminal to your con- 
sumption, the less your price is,” 
Sears built its first barge-truck termi- 
nal on the canal at its Rome head- 
quarters in 1930. It added a terminal 

(continued on p. 87) 
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“nore than a 
rePhors bead from a 
General American shop. 
There, tank car experts 
can service the 200-plus 
types of GATX cars with 
specialized tools, jigs and 
Mefixtures, testing equip-— 
ment and replacement parts 
These car repair shops 
use the facilities and 
experience developed in 
building the fleet. They 
work with the traffic 
and mechanical departments 
to supply an integrated 
tank car service, giving 
shippers great flex- 
ibility of car types and 
dependable transporta- 
tion for bulk liquids. 


_ Car repair shops 
throughout 
the U.S.A, 


135 South La Salle Street, Chicago 90, Illinois 
Offices in principal cities 











any distortion that may be caused in the measuring 
chamber by line pressure or by normal stresses set up 
in the piping system. Prevents binding, inaccuracies, 
and uneven chamber wear. . 





Dirt in the measuring peaartiethal oo goo mee at of 
trouble in any meter. Here's where Red Seals save, 
for occasional particles won't damage the Red Seol 
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VED METER ACCURACY? 


» Red Seal Jsery offer this proof: 


“Red Seal bulk plant meter required calibration shift of 
only one hole to compensate for wear after 60,000,000 
gallons,"’ reports a Wisconsin gasoline bulk plant. 

A 2” Red Seal gasoline meter installed in 1932 by a Ten- 
nessee jobber needed minor repairs after 18 years of hard 
work. Cost: $4.41 for material, $8.00 for labor. Average: 
69 cents a year! 

Thirteen 3” and 4” Red Seals 12 years old were sent to 
Neptune by a New York marketer for servicing. Only four 
required new chambers . . . others required only minor parts 
to make them good as new. . 

“Installed in 1939, 2” Red Seal tank truck meter with 
original measuring chamber shows so little wear it requires 
change gears only two steps away from original setting for 
perfect accuracy,"’ shows record of Indiana gasoline jobber. 

After switching 22-plant system to Red Seals exclusively, 
a large Pennsylvania marketer found it necessary to check 
the meters only once in six months . . . with previous meters 
he had to do it every month! 

Two 3” Red Seal meters handling 2,500,000 gallons per 
month for an Illinois jobber were never opened in three 
years. Recently tested by sealers, they needed no change in 
calibration. 

Another Illinois jobber averaged 14,000,000 gallons per 
year through three 3” Red Seals . . . never had to replace 
or work on the Red Seal chambers in five years. 


3. Look af your own records: 


Each year your meters must accurately account for 
products worth up to 300 times the cost of the 
meters themselves! It's mighty important to keep 
them in tip-top condition with periodic accuracy 
tests. 

It's so important to you in terms of dollars that 
we recommend you keep simple records of accu- 
racy tests and maintenance required. You'll quickly 
find that some types of meters require more ad- 
justments than others . ..some need replacement 
parts sooner .. . some have to be scrapped years 
earlier because of the high cost of maintenance. 

Prove to yourself what sustained accuracy means 
to your pocketbook ...and you'll soon be satis- 
fied only with Red Seal meters for all your trucks, 
loading racks and terminals. 

You'll find, as many other oil companies have 
found, that it pays to specify Red Seals. 





























NEPTUNE METER COMPANY 


19 WEST SOth STREET + NEW YORK 20, N. Y. 
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Branch Offices: 


ATLANTA + BOSTON + CHICAGO + DALLAS + DENVER 
NO. KANSAS CITY, MO. + LOS ANGELES + LOUISVILLE 


PORTLAND, ORE. + SAN FRANCISCO 
IN CANADA: WEPTUNE METERS LTD., 
1430 LAKESHORE RD., TORONTO 14, ONT. 
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West Springfield, Mass. 
Gilbert & Barker Mfg. Co. Toronto, Canada 
West Springfield, Mass. 


Gentlemen: 


Please send me brochure on the Gilbarco Electronic Tank Gauge. 


NAME 





COMPANY 





ADDRESS 





STATE 
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NOW YOU CAN MAINTAIN 
100% GREATER ACCURACY 


This coupon will bring you full 


information on a revolutionary 


NEW ELECTRONIC 
TANK GAUGE 


The new Gilbarco Electronic Tank Gauge, the result of 
years of laboratory research and field testing, actually 
measures electronically. No adjustments needed for vary- 
ing specific gravities or viscosities. Can be installed 
without taking tank out of service. Liquid is measured 
with a degree of accuracy never before approached by 
any other method of gauging. And equally accurate 
readings can be made at remote points. Get full informa- 
tion on this revolutionary new gauge today. 
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(continued from p. 82) 


at Marcy, outside of Utica, in 1937. 
Two months ago, it began operat- 
ing the new terminal at Belgium, near 
Syracuse. 

And further emphasis is being put 
on the water-borne aspect of market 
supply. A new Sears storage terminal 
for deep-water vessels is under con- 
struction on the Hudson River at 
Albany. When this 40-acre adjunct is 
completed, transportation costs will 
be cut more because: 

—Storage facilities now being used 
at New York City will not be needed. 

—Product transportation to that 
point by barge will not be necessary. 

Tankers—coming directly from the 
refinery—will unload into the storage 
tanks. Product then will be taken 
aboard barges for the trip up the Mo- 
hawk to Marcy, thence by canal to 
Rome, and on to Belgium by Oneida 
Lake and Seneca River. Among 
other things, the Albany terminal will 
mean that the 300-mile barge trip 
between New York City and Belgium 
will be cut in half. 

Work on the Albany terminal began 
this summer. But first plans for the 
deep-water site were first discussed in 
1940. Before work could be under- 
taken, President Howard P. Sears says, 
“Hitler began blowing up our 
tankers.” 

Final Link—For the final link— 
from terminal to consumer—Sears re- 
lies On 25 tank trucks. The fleet also 
is used to supply the company-owned 
gasoline stations. But to keep trips to 
a minimum, Sears has put in bulk 
underground storage tanks at stations 
in Oneida, Herkimer and Syracuse. 

Sears also sells to dealers—primarily 
light oil—who back up their own 
trucks at the various terminals. 


HOW IT OPERATES 


The company’s newest operating 
facility—tthe terminal at Belgium—is 
typical of others in the Independent’s 
operation. This terminal handles 
only No. 5 and No. 6 fuel oils for 
industries, schools and hospitals, prin- 
cipally in the Syracuse area. (No. 5 
is a light residual that does not re- 
quire preheating; No. 6 is a heavy 
residual that does require it.) 

Facilities at Belgium: 

1. Dock on the Seneca, with barge- 
unloading facilities. 

. Field tankage. 

. Boiler room. 

. Office. 

. Eight-stall truck garage. 

. Truck loading racks. 

. House nearby for the terminal 
manager. 














BARGE-TO-TRUCK cycle is completed at this loading rack, metered for No. 5 oil. 
Pipes here are uninsulated. Tom Sears is going up steps to confer with workman 


Oil is pumped from the barges 
through steam-heated lines into two 
storage tanks that have a capacity, 
Sears says, of 85,000 bbl. 

From the tanks, oil is drawn as 
needed to the truck loading racks, 
where it passes through 3-in. and 4- 
in. arms into the trucks at 500 gpm. 
The fuel is metered in the pump 
house. 

Heat Exchangers — All lines are 
above ground. Product lines are 
steam-heated and insulated. But in- 
stead of heating both its storage tanks 
entirely, by coils—general practice in 
the area—Sears uses heat exchangers 
that heat only the oil to be drawn out. 

As George H. Minor, Sears vice 
president, says: 

“It has been found that fuel oil has 
an insulating effect on itself in storage 
tanks. The first few feet of oil at the 
outside cool off and then insulate the 
rest. 

“So, instead of trying to heat the 
whole tank, we set up heat exchangers 
in the tank to heat the oil as we draw 
it. Heaters are rated at 500 gpm. I 
think we’re the only operators around 
here who use them. 

“The heat exchanger is a mass of 
U-shaped tubes, 142-3 in. in diameter 
and 12-18 in. long. They’re  sur- 
rounded by cylinders and the oil 
passes outside. Steam goes through 
the tubes and heats the oil. You put 
the heat exchanger in the tanks just 
where you're drawing oil.” 

All steam plant equipment is auto- 
matic. When steam in the line con- 
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denses, it goes into a sump in the 
upper pump house and is returned to 
the boilers. An oil detector in the 
pump house sets off an automatic 
alarm, closes the valve on the return 
line, and dumps the condensate into 
a drain if it contains any oil, which 
would cause the lines to burn out. 

Only two men are needed to oper- 
ate the terminal—the manager and 
his assistant. 

Building Belgium — Because Sears 
Oil is a closely-knit concern, the men 
who direct the company “pitch in” 
when a new project is undertaken. 
They hang up their business suits, don 
overalls and, with the aid of local 
labor hired on the spot, do the job 
themselves. 

That’s the way they have acquired 
facilities they otherwise could not have 
afforded. That’s the way they built 
Belgium. And that’s how they got 
boilers for terminals from sunken 
ships in Chesapeake Bay, at a savings 
of more than $600,000. 

Minor had complete charge of 
building the Belgium project. Of the 
reasons behind it, he says: 

“When you're handling fuel oil on 
a bulk basis, you operate on a small 
margin and anything you can do to 
cut costs is a big matter. So first, you 
could say, we wanted to reduce truck- 
ing costs. 

“Also, operating in this neck of the 
woods where we occasionally have 
rugged winters, trucking conditions 
are important. 

Tax a Factor—“And two years ago 
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HAND OR 
ELECTRIC 


FILL ¢o RITE 


is your 


BETTER BUY 


Consumer 
ELECTRIC 


PUMP 


@ VERSATILITY— 
Pedestal unit for under- 
ground installations, or 
non-pedestal unit for 
skid tank mounting. 


e@LOW MAINTENANCE— 
Simple compact design. 
Explosion proof ball- 
bearing motor. No ex- 
pensive ornamental hous- 
ing to become dented. 
ePROVEN ENDURANCE— 
eLOW CcosT— 


Double Acting 
HAND PUMP 


e@ IDEAL PERFORMANCE— 
Double acting for con- 
tinuous flow and high 
capacity. High vacuum 
for self priming. 

@ LONG LIFE— 
Corrosion-resistant all 
metal construction. 

@ SMOOTH EXTERIOR— 
Allows easy cleaning. 

e@ LOW CcosT— 


Order FILL-RITE pumps now 
for your choice accounts. 


Complete information prompt- 
ly upon request. 


OSSIAN 


ENGINEERING CO.INC. 
OSSIAN, INDIANA 








New York adopted a weight-distance 
transportation tax. This was another 
big reason for cutting down the dis- 
tance our trucks have to travel. The 
tax made a whale of a difference in 
our operations. 

“Then, we wanted to decentralize 
our storage. You can’t have all your 
eggs in one basket. If you only have 
one plant, you run more risks from 
breakdowns. 

“It was logical to get our barge 
terminals strategically located. We 
have a lot of heavy oil going in the 
direction of Syracuse, and the site at 
Belgium is 50 miles closer than Rome 
—right on the outskirts of Syracuse.” 

Sears and Minor did all the plan- 
ning. George Stedman, a Rome archi- 
tect, drew the plans. 


BOILER STORY 


After the site had been picked, first 
thought was for boilers. The fuel oil 
(No. 6) has to be unloaded and de- 
livered hot, so all lines had to be 
traced with steam. Because this oil can 
be unloaded only when it is heated 
above 90 deg. F, much steam is neces- 


| sary. 


“We needed additional boiler ca- 
pacity,” Minor says, “for the terminal 


| at Rome and boilers for the projected 


terminal at Albany, as well as at Bel- 
gium. Faced with the necessity for a 
big capital outlay, we started scouting 


| for them. 


“A New Jersey junk dealer had a 
contract with the Virginia Ferry Co. 
to sell the boilers and other equipment 
from nine ships the company had 
sunk to make a breakwater for its 
ferry dock at Kiptopeke Beach, Va. 
He got in touch with us.” 

Originally, the junk dealer was to 


| remove the boilers and deliver them 
| to Sears Oil, Minor continues, “but 

he backed out. So we made a deal di- 
| rectly with the ferry company and 


went down and got the boilers our- 
selves. 

“Incidentally, we were able to get 
these boilers because all our locations 
are on the water. They could be 


| moved by water but they were too big 


to be moved overland and 
couldn’t be dismantled.” 
Young Tom Sears, one of the sons 
of the president, went with Minor to 
disconnect the eight 50-ton, 240-hp 


they 


| Wickes boilers. Their only help was 
| occasional hired labor. 


“The ships had been anchored and 
sunk by filling their holds with sand,” 
Minor continues, “which left the en- 
gine rooms dry—or at least theoreti- 
cally dry. We had to pump a lot of 
water during the job. 

“We took eight boilers out of four 


— $3 bulk plants and terminals 


ships. They were in excellent shape. 
We also were able to get out of the 
ships much of the equipment needed 
to hook the boilers up at the plants. 

“When we had finished detaching 
the boilers, we got a contractor from 
Norfolk to break the decks. What a 
job he had! 

“These were concrete ships, and 
when the contractor tried to break the 
first deck with a ball, the ball just 
bounced. They said the ships had 
been built of concrete during the war 
to save steel. But they were full of 
more steel than a steel ship—the re- 
forcing rods were just packed in. 

“The contractor had to cut through 
with air hammers and torches— 
through three decks on each ship. 

“When he had opened them, we 
got a contractor with the only floating 
crane in the area big enough to han- 
dle the boilers and lift them out. They 
were loaded on Hughes No. 100, the 
only barge on the East Coast big 
enough to take the load.” 

Minor went on. “This had put us in 
a tight schedule because the Hughes 
was working for the atomic plant at 
Savannah. We had to pick a loading 
date when it was free and when the 
weather was calm enough for it to 
come alongside the ships. 

“The barge brought the boilers to 
Sandy Hook, N.J., then up the Hud- 
son. Five of the boilers were left at 
Albany. They had to be moved a 
short distance by truck. 

“Then the barge came on up to 
Rome where one boiler was put in 
the terminal, which is just 1,500 ft. 
from the water. The last two boilers 
were taken to Belgium, where the 
terminal also is close to the water. 
Two traveling derricks carried them 
from the barge to the plant.” 

Saving Cited—The boilers that 
have been put into operation have 
proved effective and cheap. They had 
cost the Government $84,000 apiece. 
Sears got them for $5,000 apiece— 
$1,000 purchase price, plus $4,000 
transportation and installation costs. 

Thus, eight boilers originally worth 
$672,000 were bought and put into 
operation at a total cost of $40,000— 
a saving of $632,000. 

The Belgium boiler installation 
raised a water problem. “One of the 
things we were up against,” Minor 
says, “was that the water in the Sen- 
eca River turned out to be unsuitable 
for boiler use. The river was full of 
chemicals. So we had to drill wells, 
and even then chemically treat the 
well water.” 

Sears Oil decided to install all lines 
—product, steam, condensate and 


(continued on p. 91) 
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For CONVENIENCE... makes awkward filling 


positions easy to reach 


For ECONOMY... prolongs life of gasoline hose 


= «iy MULTI-SWIVEL 


PATENT APPLIED FOR 


Any pump nozzle equipped with the 
Buckeye No. 4101 Multi-Swivel can be rotated 
completely in all directions, thus making 
hard-to-reach filler openings easy to service. 


In fact, it is like adding a foot or two to 
the length of the hose. 


Its use eliminates kinks and twists which 
increases the life of the hose many times. 


It is lightweight and easily accessible if repair 

or standard “O” ring replacement should 

be necessary. Made in 3%” and 1” sizes. Mail No. 4101 
coupon for full details. 





BUCKEYE IRON & BRASS WORKS, Dept. N 
Box 883, Dayton, Ohio 


Please send details on Buckeye No. 4101 Multi-Swivel. 





NAME _ 
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Plate 864 


Plate 917 


Plate 860-N 


EVERY MEDONALD PRODUCT 


Plate 807-A 


Plate 807 


GIVES THE OIL INDUSTRY SOMETHING “EXTRA”. 


From products of simplest design to the most 
intricate planning on the drawing board, fol- 
lowing through to the ultimate of years of 
service McDonald equipment shows its ability 
to take it. Built into our equipment is not only 
ruggedness but also the newest and best features 
which men in the field tell us they want and 
need. It’s toward this end that our engineers and 
production men are constantly working. 


A good example of this is Plate 864, illustrated 
above. Tiis cover is used when loading tank cars 
with gasoline — reduces evaporation losses — 
eliminates danger of sparks — permits loading 
rain or shine. Made of aluminum — permits 
easy handling by one man. Covers are equipped 
with “Peep Hole Glasses” in order that contents 
of car may be watched while loading. 


Also produced by McDonald for tank car work 
are Plates 807, 807-A and 917. As you can see, 


the difference is the 90 and 45 degree angles, 
whichever you desire, with Plate 917 featuring 
female outlet threads. All 3 of these Tank Car 
Reducer Couplings are made of bronze and come 
equipped with a composition gasket and forged 
steel spanner wrench. They are offered in sizes 
from 5 x 2 inches up to 5 x 4 inches, with Plate 
917 in sizes from 5 x 2 inches to 5 x 3 inches. 


Also illustrated is Plate 860-N, a 4” flanged, non- 
rising stem Expansion Relief Gate Valve. When 
pressure in a line builds up, the disc in the by- 
pass opens, allowing the pressure in the line 
to equalize itself with that in the tank. Valve is 
set at 20 pounds pressure but this may be set as 
desired. 


For further information on any of the above 
items or on our complete line, please write the 
A. Y. Mf€Donald Mfg. Co., Dubuque, Iowa. 


HOME OF THE SWING JOINT 


@ OiL EQUIPMENT @ 


xz 
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(continued from p. 88) 


electrical—above ground. There were 
two reasons: 

“One was the tough clay in the 
area,” Minor says. “The other was the 
conclusion that if we could install our 
lines overhead they would always be 
accessible . . . in case anything went 
wrong.” 


WHY BARGES 


It is only natural that Sears Oil 
Co. should stress water transportation. 
Its founder and president, Howard P. 
Sears, is a native of Rome who grew 
up near the old Erie Canal. His father 
operated a canning company on the 
canal about 15 miles from Rome. Mr. 
Sears, as a boy, used to work there. 

When Sears went into jobbing 35 
years ago, his original site was on a 
railroad siding—all supplies coming in 
by tank car. 

“We were forced by competi- 
tion to switch to barge . . .,” Sears 
recalls. “All our market was predi- 
cated on the price of oil in New York 
harbor, plus barge transportation and 
trucking fee from the barge terminal. 
So in about 1930, we moved to our 
present location in Rome beside the 


bulk plants and terminals 


During World War II, the com- 
pany was forced to go back to receiv- 
ing product by tank car. Of that 
experience, Minor says: 

“It was a night-and-day proposi- 
tion. We were glad to get back to 
barge.” 

Sears is convinced that barge trans- 
portation through the canals is of real 
benefit to the consumer: 

“People around here complain 
sometimes and ask, ‘Why should we 
keep the canals open just for a few 
oil companies?’ The answer is that 
barge canals are left open for the con- 
sumer. The lower prices are immedi- 
ately passed on to the consumer. 

“Barges use Lake Ontario and the 
St. Lawrence all the way up to Og- 
densburg. So the lower prices are re- 
flected "way up north. In fact, prices 
based on barge transportation are re- 
flected all through the state. 

“They talk about putting a tax on 
barge transportation. If they ever do, 
we'll switch to pipe lines. And the 
higher prices will be passed on to the 
consumer. 

“New York already has a weight- 
distance tax for trucks that costs us 
about $500 per month. When you add 
this and the 3% federal transporta- 
tion tax, it brings our annual fee up 


to about $11,000,” the president says. 


SINCE 1920 

Sears got into the jobbing end of 
the oil industry via automobile ac- 
cessories. He had sold bicycles, but 
switched to car accessories when 
bikes began to be replaced by auto- 
mobiles. Later he added a gasoline 
pump and soon—with increasing sales 
of motor fuel—the accessories be- 
came secondary. 

In 1920, he invested $40 for a 
horse-drawn tank, got a couple mules 
and a driver to “haul product around 
the city,” and found himself in busi- 
ness as a jobber. In 1926, he incorpo- 
rated as H. P. Sears Co., which in 
1928 became the Sears Oil Co. 

In addition to Sears and Minor, 
the only officer is Mrs. Sears, who is 
secretary. Two sons, Howard, Jr., and 
Thomas, do not have titles, but How- 
ard handles marketing and Tom much 
of the construction work. 

Sears has set up two other corpora- 
tions since starting Sears Oil Co. In 
1940, the Sears Petroleum and Trans- 
portation Corp. was organized to build 
the Albany terminal. Later, the Rome 
Transportation Co. was formed to 
operate the concern’s only barge, 
“Rome-Sears,” now on charter. eI 
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OFF-MONTHS 
TO BUSY 
PROFIT SEASONS! 


FERTILENE, FAMOUS LIQUID FERTILIZER, PLUS 

YOUR TRUCK AND EQUIPMENT EQUALS A NEW 
BUSINESS FCR YOU—TURNS OFF-SEASON LULL 

INTO A PROSPEROUS, BIG-PROFIT BOOM SEASON 
SEPTEMBER TO MARCH YOU DELIVER FUEL OWL! 

FROM MARCH THROUGH SEPTEMBER SPRAY FERTILENE! 
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FERTILENE 


NATIONALLY FAMOUS LIQUID FERTILIZER 


ON LAWNS, GARDENS, FLOWERS, TREES ETC. 


VALUABLE EXCLUSIVE 
TERRITORIES OPEN... 


ACT Now! 


FERTILENE CORPORATION OF AMERICA 
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Get in on the ground floor of this fast-growing 
profit-making business! Put your equipment 
and organization to work for you 12 months 
@ year! To those who can qualify, there are 
some exclusive territories open — territories 
thet will make money for you now and grow 
inte valveble franchises as the years go by. 
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See how USS COR-TEN steel 
makes bigger payloads possible! 


Carries 300 extra gallons 


USS Cor-TEN steel saves about one ton of 
deadweight in this 7,000-gallon unit built 
by Butler Manufacturing Co., Minneapolis, 
Minn., and enables it to carry an extra 300 
gallons. Thus, Indianhead Truck Lines— 
with a large fleet of units like this, most of 
them of USS Cor-Ten steel—is able to de- 
liver more petroleum products at less cost 
throughout Minnesota, Wisconsin, South 
Dakota and North Dakota. 


Carries 180 extra gallons 


If this 5600-gallon Trailmobile tank were 
built of plain carbon steel it would weigh 
12,900 pounds. Built of USS Cor-Ten steel, 
it weighs only 11,800 pounds. The 180 gal- 
lons of payload that ride cost free, in place 
of 1100 pounds of deadweight trimmed off 
by Cor-TEN steel construction, mean a clear 
saving in delivery costs. 


Carries 257 extra gallons 


In these units, built by Clough 
Equipment Company, Seattle, 
Wash., USS Cor-TEn steel con- 
struction trimmed 765 pounds off 
the truck tank, 906 pounds off 
the trailer tank—saved a total 
of 1671 pounds in all. And every 
6.5 pounds of weight saved 


added one gallon to the total load carried. 


In other 


words, 257 extra gallons can be hauled at no extra cost. 


You can get capacity increases like these in your equipment, too! 


ICC specification MC 303 shows the permissible lighter gages of high-strength steel for tank sheets. 


The payload is the pay-off. Day after 
day, through the long life of the 
equipment, these free-riding gallons 
pay a growing profit in reduced op- 
erating costs. 

But building lighter with USS 
Cor-TEN steel does more than save 
costs by increasing payload capacity. 


Cor-TEN steel’s greater strength, 
greater toughness, higher resistance 
to wear, abrasion and fatigue, and 
particularly its high resistance to at- 
mospheric corrosion—4 to 6 times 
that of plain steel—combine to insure 
unusual durability and stamina 
which. pay off in reduced mainte- 


nance time and lower repair bills. 

For more information on USS 
Cor-TEN steel, get in touch with our 
nearest district sales office. Our engi- 
neers have had wide experience in 
applying it to all types of transport 
equipment. And send for a copy of 
our Cor-TEN steel book. 


UNITED STATES STEEL CORPORATION, PITTSBURGH * AMERICAN STEEL & WIRE DIVISION, CLEVELAND + COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO 


NATIONAL TUBE DIVISION, PITTSBURGH + TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 


USS COR-TEN High Strength 


UNITED STATES STEEL EXPORT COMPANY, KEW YORK 


* UNITED STATES STEEL SUPPLY DIVISION, WAREHOUSE DISTRIBUTORS 
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NEBRASKA 


——9 bulk plants and terminals 








KANSAS 


@ NEW TERMINALS 
A REFINERIES 

@ TERMINALS 

@ CITIES 

___ PIPE LINE 


TERMINAL and pipe line activity in wide area (above) is accelerating fast under . . 


Indiana Standard's Blueprint for Future 


Three years ago, Dwight F. Benton, vice president of sales for 
Standard Oil Co. (Indiana) revealed that his company was planning 
15 years ahead to meet the intensified competition it foresaw in the 


days to come. 

Competition in the future, he 
warned in speeches before job- 
ber conventions, was likely to 
become the hottest that most 
oil men had experienced. He 
urged jobbers also to look ahead 
and plan, even if for only a few 
years. 

This month, as Standard of Indiana 
prepares to open three new marketing 
terminals in Jamestown, N. D., La- 
fayette, Ind., and Dearborn, Mich., it 
becomes obvious that the company’s 
long range planning is emphasizing: 

e Faster, more efficient and eco- 
nomical product distribution, with 
larger storage capacity in the heart of 
the consuming markets. 

e@ Increased refinery capacity with 
a more flexible movement of products, 


through a newly expanded pipe line 
system, from the company’s various 
refineries into the marketing territories. 

A fourth new terminal, at Sauk Cen- 
tre, Minn., was opened Sept. 8 to 
serve some 100 bulk plants in west- 
central Minnesota. 

The day before, Standard of In- 
diana acquired the leasehold rights to 
Arrow Petroleum Co.’s river terminal 
on the western edge of Chicago as a 
supply base for Chicago’s west side 
and the western and southwestern 
suburbs. 

And tying in with all these wide- 
spread terminal developments, particu- 
larly in the Upper Midwest, Standard’s 
new 30,000 b/d refinery at Mandan, 
N. D., is processing North Dakota 
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By LEONARD CASTLE 
NPN Midwest Editor 


53 TANKS dot farm at Mandan, N. D. 
refinery site. Cat cracker is in distance 
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and terminals 








J. W. Boatwright 


R. E. Nelson, Jr. 


At Helm of New Transportation Department 


@ Heading Standard of Indiana’s new supply and transportation depart- 
ment as general manager is Dr. Robert C. Gunness, a Standard director 
since 1953 and former assistant general manager of manufacturing. He 
will report to F. O. Prior, executive vice president. 

Three assistant general managers with department-wide responsibilities 
report to Dr. Gunness. They are: 

John W. Boatwright, distribution economics, who is responsible for sup- 
ply planning, economics of distribution, commercial research and coordi- 
nation. Reporting to him is D. S. Warning, appointed manager of the dis- 
tribution economics department. 

D. A. Monro, purchasing. Reporting to him is W. H. Scott, appointed 
manager, purchasing department. 

R. E. Nelson Jr., operations, who is responsible for operation of all 
products pipe line, marine, barge and terminal facilities. Reporting to him 
are S. L. Jackson, manager, products pipe !ine department, and D. V. 
Hartzell, manager, marine department. 

L. R. Cowles, manager, traffic department, now reports to Dr. Gunness. 








crude from the Williston Basin. The 
refinery was dedicated Oct. 2. 


TO SPEED FLOW 


To implement the speedier flow of 
products, the company on Sept. 1— 
four months ahead of schedule—set 
up a new supply and transportation 
department, under the direction of Dr. 
Robert C. Gunness, general manager 
coordinating the operations of the 
former departments of purchasing, 
traffic and distribution economics. 

Concentrated also in this department 
are the products pipe line, the marine, 
and distribution terminal operations 
which formerly were spread through 
three different departments—manu- 
facturing, sales, and production. 


In effect, all matters involving prod- 
uct distribution, which formerly were 
scattered through some six different 
departments, now are welded together 
in a single compact unit. 

In the words of A. W. Peake, Stand- 
ard president, the consolidation was 
effected “to bring related activities to- 
gether for more efficient operation.” 


The fact that the new department 
was activated on Sept. 1, instead of 
Jan. 1, 1955, indicates how strongly 
the company feels that a more closely 
knit and highly sensitive organization 
is needed to direct product distribu- 
tion activities during the intensified 
competition of the future. 

An important factor underlying 
Standard’s new terminal program is a 
desire to have large quantities of re- 
fined product stored close to the con- 
suming market, rather than hundreds 
of miles away. A backlog of product 
in the heart of the market alleviates 
any possibilities of shortages because 
of weather, or catastrophe. 

Weather is a particular factor in the 
areas served by the new Sauk Centre 
and Jamestown terminals, where the 
winters are long and rigorous. Snow 
and sleet reduce the efficiency of win- 
ter deliveries 15%. But, with ample 
supplies in storage nearby, even the 
worst blizzards won’t be able to halt 
deliveries sufficiently to create con- 
sumer shortages. 


Much the same situation prevails 
in the spring, when alternate freezing 
and thawing causes state officials to 
post load limitations to protect the 
highways from breakage. Often, these 
weight restrictions reduce a transport’s 
pay load by 50%. 

And they come at a time when 
farmers are getting ready for their 
spring plowing and want to be sure 
their storage tanks are full. 

(continued on p. 97) 
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NOW 
Balance Masler 
LOADERS 


Wheaton 


Check These Power Balance 
rating F res — 
ve ala oe REGULATOR 
© Automatic counter- 
balancing of various 
loads to any desired . 
upswung position. 


© Automatic counter- 
balancing in normal 
loading positions. 


. Adjustable means for . ~ “CONTROLLED 
ncreasing power re- SNUBBER 


quirements. ADJUSTER P @) "7 3 R 
*® Adjustable snubbers | BALANCE” 


for arresting upswing- 
ing movement. 


® Ease in handling and IN 1948, the first petroleum 

operation. : handling spring-balanced loader 

© Compoct design per- was introduced by Wheaton. This was 

mits close riser spacing. the first step in development of more compact means for 
counterbalancing loading arms. Various styles and sizes of 
loaders have been furnished to suit customer’s requirements 
with each variation presenting problems due to length, 
height, weight, etc. These problems indicated the need for 
a more efficient counterbalancing device of greater adapta- 
tion. In developing these new BALANCE MASTER Load- 
ing Assemblies, extensive testing has resulted in exceptional 
operating advantages. 


Built for maximum flow and easy operation! 


Designed with a minimum of streamlined fittings, new BALANCE 
MASTER LOADERS assure maximum flow. Epecially designed swing 
joints afford exceptional flexibility for ease in operation. Shockless, 
leak proof control of fluid flow is afforded by the balanced pressure 
principal featured in Types 600 and 601 Loading Valves. 











or write 
él, rodoy! 


WHEATON FAUCETS + VALVES + JOINTS 


COUPLINGS 
BRASS WORKS LOADING ASSEMBLIES 


UNION, NEW JERSEY—DISTRIBUTORS IN ALL PRINCIPAb CITIES 
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FLLOS' FLOW FAST / 


Through ROCKWELL ROTOCYCLE 
‘rotmas"seson Si METERS 


MEANS 





SPEEDIER 
LOADING 


AT BULK PLANTS 
AND TERMINALS 


With Rotocycle meters guarding your 

lines you can fill fast—load more 

trucks per hour or per day with less 

wasted vehicle time. It’s the superior 

Rotocycle operating principle that 

makes this possible. As opposed to other 

designs there are no valves or pistons 

to impede the flow. There are no 

oscillating parts, no winding passages, 

no metal-to-metal contacts—just a smoothly 

revolving rotor that spins with effortless THE ROTOR is liquid capillary 
: ie ; sealed. It turns freely on a shaft 

ease. The motion is identical to that of mounted tn double staisiess steel ball 


an electric motor. Write for bulletins. bearings to offer the least resistance 
to fluid flow. 














ROCKWELL MANUFACTURING COMPANY 
PITTSBURGH 8, PA. Atlanta Boston Chicago Dallas Houston i, 


Kansas City, Mo. Los Angeles New York Philadelphia Pittsburgh 
San Francisco Seattle Tulsa 
In Canada: Peacock Brothers Limited YOU CAN RELY ON ROCKWELL 
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(continued from p. 94) 


READY DISTRIBUTION 


But even with these severe load lim- 
itations, Standard’s bulk plants and 
consumers are assured of adequate 
supplies. 

Typical of the new distribution ter- 
minals, both in operations and distri- 
bution economics, is the facility at 
Sauk Centre, which will handle some 
1,265,000 bbl. of products annually. 

Storage at Sauk Centre totals 91,980 
bbl. including 32,900 bbl. of heater 
oil, 24,170 bbl. of furnace oil, 24,170 
bbl. of regular grade gasoline and 10,- 
740 bbl. of premium. 

The 100 bulk plants the terminal 
will supply are in an irregularly-shaped 
territory reaching 180 miles to the 
north, 90 miles south, 160 miles west 
and 55 miles east. These bulk plants 
previously were served by Standard 
terminals at Sioux Falls, S. D., Moor- 
head, Minn., the Twin Cities and 
Superior, Wis. 


TERMINAL NETWORK 


The new Sauk Centre facility is 
about midway between the four other 
terminals. The Twin Cities are 118 
miles to the southeast, Superior is 187 
miles northeast, Sioux Falls 218 miles 
southwest, Moorhead 129 miles north- 
west. 

Spotting a new terminal at this point 
means a considerable contraction of 
the areas supplied by each of the five 
distribution points. This reduces the 
driving distances from each terminal. 
Transports can make more runs in a 
given time and deliver products more 
speedily to individual bulk plants. 

Sauk Centre is at the intersection of 
three main highways, U. S. 71 run- 
ning north and south, U. S. 52 south- 
east and northwest, and Minnesota 28 
northeast and southwest, like the 
spokes of a wheel. 


This network makes all bulk plants 
easily accessible. 

The new Jamestown terminal is lo- 
cated similarly. It will serve 140 bulk 
plants in a 100-mile strip extending 
from the Canadian border through 
North Dakota to a line 50 miles into 
South Dakota. 

This territory previously was served 
from Moorhead, Mandan and Sioux 
Falls. 

Jamestown is midway between Man- 
dan and Moorhead with a main high- 
way fanning out in each direction. The 
terminal is expected to distribute about 
1,190,000 bbl. of refined products 
annually. 

The new Michigan terminal, operat- 
ing 24 hours per day, is expected to 
handle about 3,202,000 bbl. of prod- 


bulk plants and terminals 
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NEW SAUK CENTRE, Minn., terminal diagramed above is serving about 100 Standard 
Oil Co. (Indiana) bulk plants in west-central Minnesota 


ucts annually. Storage will total 174,- 
500 bbl. 


The Lafayette terminal will supply 
114 bulk plants in a radius of about 40 
miles, including a part of eastern 
Illinois. 


The area now is served from In- 
dianapolis, South Bend, Whiting and 
Peoria, Ill. Some 1,119,000 bbl. of 
products will flow through the La- 
fayette facility each year. Storage 
totals 90,780 bbl. 

Pipe lines—new and old—will speed 
the flow of products to the new ter- 
minals. 


NEW PRODUCTS LINES 


A new 200-mile products line will 
run from Mandan through Jamestown 
and Fargo, N. D., to Moorhead. There 
it will connect with the company’s 
other products pipe lines serving eight 
Midwest states. Sauk Centre usually 
will be supplied from Mandan. But 
because of this connecting link, the 
terminal can be supplied from Indi- 
ana Standard refineries at Whiting, 
Sugar Creek, Mo., or Neodesha, Kan. 

The new Michigan terminal six 
miles southwest of Dearborn will be 
served by another new products pipe 
line running from Whiting, Ind., 232 
miles northeast to River Rouge, which 
is about 11 miles east of the new ter- 
minal near Dearborn. 

A third new line, 30 miles long, will 
be built from Manhattan, IIl., to con- 
nect the recently acquired Chicago 
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terminal with the company’s Whiting- 
Mandan line. 

When this section is finished, Stand- 
ard will be able to supply the west 
side facility from any of its four Mid- 
west refineries. 


The Lafayette terminal will be 
served from Standard’s products line 
running from the company’s biggest 
refinery at Whiting, 84 miles north, to 
Indianapolis, 66 miles south. 


FASTER COMMUNICATIONS 


An innovation on the 200-mile line 
from Mandan to Moorhead will be the 
use of microwave and radio telephone 
equipment for communications. 


Eight steel towers from 200 to 280 
feet high and special buildings for the 
equipment are being constructed ap- 
proximately 30 miles apart along the 
route. 


The microwave equipment includes 
28 ultra-high frequency combination 
transmitter-receiver units, of which 
half are for standby use. The equip- 
ment will automatically switch over 
and switch back between electricity 
and gasoline engine generators as 
alternate sources of power. 


This equipment can be expanded 
to feature 30 simultaneously usable 
channels. Three will be used in voice 
communications, while 27 will be 
available for additional voice service, 
for telegraph and teletype, or remote 
control of valves, motors and other 
operational facilities. a 
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Automatic Inflation 
Speeds Service, 
Adds to Tire Life 


Station Operators Save Time 


Airing tires can be done in a few seconds 
—even in the dark—with the new 
NELSON Equamatic tire inflator. Oper- 
ator merely dials desired pressure, the 
NELSON shuts itself off when dialed 
pressure is reached —no gauge watching, 
no valving-off. 


Customers Like Service 


Each pair or set of tires aired at same 
dial setting get exactly equal pressures. 
Customers like the speedy service, the 
greater driving comfort, safety, and longer 
tire life. 


Rugged—Low Upkeep 
Thick-walled pressure-cast case protects 
working parts against damage from bang- 
ing and dropping on concrete. Can be re- 
calibrated right on airline—no cartridges 
to buy, no time lost returning to factory. 


Meets Every Need 


Universal model has 10 to 110 Ib. dial 
range. Passenger tire model has 15 to 
45 lb. dial range with open position for 
higher pressures. Each available with 
“Handi-Chuck” (illustrated), standard 
single chuck or dual chucks (also with 
Nelson Safety Grip-Chuck for tire repair 
departments ). 


Low First Cost 
Passenger model shown costs only 
$14.95, less liberal allowance for old 
gauge. Connects to airline—no installa- 
tion cost. See your jobber or write us now 
for free literature. 
10 


BarmorivE 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 


‘cost of next to nothing?” 





=f) what they’re saying 


“Many of us in the New Jersey 
gasoline market are losing sight of 
some fundamental marketing prin- 
ciples in overemphasizing price com- 
petition. These include such varied 
things as the convenience of a station’s 
location, its attractiveness, the quality 
of products and the efficiency of serv- 
ice—as well as price.” WILLARD W. 
WRIGHT, general sales manager, Sun 
Oil Co. 


°° 


“Unfortunately, no strictly urban 
type toll roads are in operation, and 
there is no experience upon which to 
base estimates. However, indications 
show there may be a big future for 
this type of development.” ROBERT 
Murray, U.S. Undersecretary of 
Commerce 


6? 


“Griffin Fuel won’t go broke guar- 
anteeing lower Btu cost for fuel oil 
than natural gas during the next 10 
years.” Epwin L. GRIFFIN, president, 
Griffin Fuel Co., Tacoma, Wash. 


6? 


“If the federal government regulates 
the price of gas coming from a well, it 
will not be long before there will be 
a demand to regulate the price of the 
liquids that are produced with the gas. 
If the American people are to accept 
these developments, they must logi- 
cally abandon our economic and 
governmental system based on freedom 
of enterprise.” J. C. DONNELL I//, 
president, Ohio Oil Co. 


6? 


“Did you ever consider the fact that 
Oil Industry Information Committee 
activity offers to jobbers a tailor-made, 
carefully-put-together public relations 
program, with a professional staff and 
first-rate promotional materials, at a 
WB 
LOUFMAN, _ president, Fleet-Wing 
Corp., Cleveland 


6? 


“Some of the larger major sup- 
pliers are getting sick and tired of the 
way some jobbers operating transport 
trucks are selling gasoline to stations 
outside their franchise territory at 
tank car price, plus the freight.” 
WILLIAM A. PARKER, secretary, North 
Carolina Oil Jobbers Assn. 


°° 


“Oil is progressive because it is 
identified with freedom of choice and 
individual responsibility in our 
society.” Davip A. SHEPARD, director, 
Standard Oil Co. (New Jersey) 
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“The Michigan Turnpike Act is 
class legislation against the best in- 
terests of the common people and for 
the special benefit of giants in the 
gasoline industry and bonding com- 
panies that stand to get rich by long- 
term, heavy-interest financing of toll 
roads.” DanieL P. HALey, Quality 
Seal Oil Co., Saginaw, Mich. 


°°? 


“The potential effects of atomic 
energy upon petroleum industry de- 
mands should be quite negligible 
within the next decade or two.” 
AUSTIN CADLE, Economics Depart- 
ment manager, Standard Oil Co. of 
California 


°° 


“No oil company can afford to keep 
the quality of its products at a static 
level—while its competitors are turn- 
ing out better products—without an 
ultimate loss of sales.” T. S. PETER- 
SEN, president, Standard Oil Co. of 
California 


6°? 


“The field price of natural gas, which 
is what is involved in the Phillips case, 
represents only a small fraction of the 
price of gas delivered to household 
consumers in typical metropolitan 
communities. Household consumers 
in one area in the Midwest pay $1.21 
to $1.44 per 1,000 cu. ft. for gas that 
my company sells in the field for 6¢.” 
B. BREWSTER JENNINGS, president, 
Socony-Vacuum Oil Co. 


6? 


“Electric utilities must recognize 
nuclear fuel as the basic energy source, 
which in time it must inevitably be- 
come, and promote its use.” CHARLES 
H. WEAVER, manager, Westinghouse 
Atomic Power Division 


6° 


“Far too many of us are still work- 
ing under the outdated impression 
that our principal function, as whole- 
salers, is the physical delivery of 
product from bulk plant to retail out- 
let. The wholesaler can deliver to his 
retail outlets only as much gasoline as 
they can sell. And the dealer must be 
successful before the wholesaler can 
succeed.” GLENN W. WERLY, manag- 
er, Retail Merchandising Department, 
Socony-Vacuum Oil Co. 


6° 


“The complete gasification of coal 
will insure an unlimited gas supply for 
the foreseeable future.” E. S. PETTY- 
JOHN, Illinois Institute of Technology, 
Chicago 
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Here’s how the 


BUTLER 
Suburban 
truck tank..... 


AAAS 


Quality F iy LS , y 


S ‘ P- <4 


Se. Me 
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Total up the time and mile savings you can make with all these 
efficiency features on the Butler Suburban. 

Save miles between stops. Big 1600-gallon capacity means maxi- 
mum drops before empty backhauling through traffic and waiting 
at the bulk plant. 

Save time getting to each stop. The 1600-gallon Suburban 
is shorter than many older 1000-gallon units for easiest turning and 
stopping. Fits 84-inch CA chassis. It is maneuverable, flexible, 
and gives you better visibility. 

Save time starting each delivery. Your driver sets pto, clutch, 
throttle, valves and meter auto-stop at the rear. He doesn’t retrace 
his steps until the delivery is made. This results in less effort, less 
fatigue, better driver-salesmen all-around performance. 

Save time by speeding up each delivery with the big-capacity 
pump and fast-winding electric reel. 

You can start saving time and miles this season. Call your 


Butler representative or write the office nearest you today. 
You can make more deliveries 


in a day in narrow alleys and BUTLER MANUFACTURING COMPANY 


heavy traffic with this Butler 7454 East 13th St., Kansas City 26, Missouri 

fuel oil truck tank designed for 954 Sixth Ave., S.E. Mi polis 14, Mi Y 

big-city routes. 913 Avenue W, Ensley, Birmingham 8, Alabama 
Dept. 54, Richmond, California 





Manufacturers of Oil Equipment ¢ Steel Buildings * Farm Equipment * Dry Cleaners Equipment * Special Products 
Factories located at Kansas City, Mo. © Galesburg, Ill. © Richmond, Calif. © Houston, Texas © Birmingham, Ala. © Minneapolis, Minn. 
(Union Tank & Supply Co.) 
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——fe) transportation 


For more than a year now, 
Richfield Oil Corp. has 
been converting its over- 
the-road transports to 
clipper service . . . 


RICHFIELD took this 1,500,000-mile veteran highway rig . . . 


Frey Richfield Built Added Mileage 


Richfield Oil Corp., Los Angeles, today has a dozen million-mile 
tank trucks, and the number will keep growing. 

Nor will it stop growing, apparently, as long as the company’s 
vehicle maintenance program continues to coax maximum mileage 


at minimum cost from some 
1,100 assorted marketing, pro- 
duction and refining department 
vehicles in Richfield’s garage. 

It all started in September, 
1953, when the company took a 
big diesel truck-and-trailer high- 
way transport that had run up 
almost a million and a half miles 
and gave it a bumper-to-bumper 
modification (see pictures 
above). 

The result was an amply powered 
clipper transport that has traveled 
more than 100,000 additional miles. 


WHY 


because it thinks it has 
found a way of getting 
the most so Ht at least 
cost in its motor vehicle 
maintenance program 


The following month another 8%- 
year highway veteran was given the 
conversion treatment and then four 
other transports were converted. This 
month a seventh conversion job begins 
rolling on clipper service. Seven addi- 
tional truck-trailer units—that have 
averaged more than a million miles 
each—are still in highway service. 

Toting up costs last month after the 
initial conversion had completed a 
year on clipper service, Richfield’s 
automotive men were satisfied that they 
had chosen the right course. They 


computed the former diesel’s combined 
fuel, maintenance and repair cost dur- 
ing its first year as a clipper at 8.35¢ 
a mile. 

In contrast, the gasoline-powered 
truck it replaced had cost an average 
of 12¢ a mile during 356,153 miles of 
service. 

Granted that the conversion rig’s 
cost would inevitably rise as it passed 
the 200;000-mile mark, the savings still 
were impressive. 

B. E. Rogers, manager of Richfield’s 
motor vehicle department, is the man 
chiefly responsible for the conversion 
program. But he doesn’t regard con- 
version as an end in itself. Rather, he 
sees it as a logical byproduct of the 
meticulous maintenance program that 


BEN ROGERS, manager of motor vehicles, (left) checks latest converted unit 
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and Cut Truck Fleet Costs 


he and his aides have developed over 
the past two decades. 

Richfield’s automotive men like to 
think of their truck to truck-and- 
tractor conversions as one way of get- 
ting a bonus from their maintenance 
program. But the conversion is re- 
garded entirely as a matter of dollars 
and cents. 

Rogers says the seven conversions 
so far would not have been undertaken 
if there hadn’t been an opportunity to 
obtain more miles at lower cost. 


ONE TRUCK’S STORY 


Here is a case history of the first 
modification: 

Vehicle No. 2067, now operating 
on clipper service out of the Richfield 


LIFE HISTORY of high-milers is studied by repair foreman 


terminal at Redwood City, Calif., was 
a 1945 Autocar Diesel placed in serv- 
ice Jan. 27, 1945. It was a model DC 
10064, with a 200-NH Cummins en- 
gine. Operated as a tank truck and 
trailer with a combined weight of 76,- 
800 Ib., it had a capacity of 7,400 gal. 
It operated 1,415,728 miles before 
conversion in September, 1953. 

At that time, a Kenworth aluminum 
frame replacement kit was used to con- 
vert the truck into a tractor for a 
semi-tank clipper which hauls 6,400 
gal. at a permitted gross vehicle weight 
of 68,000 Ib. 

The kit consisted of all lightweight 
equipment—radiator, cab, aluminum 
frame, front axle. The engine was re- 
moved from the old vehicle, along 


MECHANICS install new 


~ 


and sent it ovt as a “semi” to rack up 100,000 more miles of service 


By CHARLES N. POLLAK 
NPN Pacific Coast Editor 


with main and auxiliary transmissions 
and the drive lines. The original steel 
10:00 x 22 wheels were replaced with 
aluminum 10:00 x 20s. 


Strictly speaking, the original engine 


was not the one which J. E. (Jim) 
MclInvale, foreman of Richfield’s home 
office garage, and working foremen 
Don Eva and Ernie Hoover installed 
in the “new” tractor, now a Kenworth. 
Most of its original units had long 
since been replaced or overhauled. 
New, the tractor weighed between 
17,000 and 18,000 Ib. The converted 
tractor weighed about 14,000 Ib. 

As far as Richfield was concerned, 
however, it was still 2067’s engine—a 
power plant that had depreciated com- 

(Continued on p. 102) 
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(continued from p. 101) 


pletely after the first six years of use. 
The parts replacements that occurred 
from time to time were classified as 
operating costs. 


Cost Factor—Price tag on a new 
1945 Autocar truck, with tank, and 
trailer was about $18,000. It cost less 
than half that to convert the truck into 
a tractor only, whose original cost to- 
day would be more than $17,000. 


Rogers doesn’t want to commit him- 
self but says he expects “several hun- 
dred thousand” more miles from 2067 
before it is retired. The first 100,000 
is already on the records. 


One reason he favored conversion 
over junking was that the heavy-duty 
Diesels had more power than the gaso- 
line tractors used with this type of 
vehicle. If the 744-cu.-in. diesels 
hadn’t been used, the company would 
have had no choice but to repower 
with the next largest available engines 
—engines of substantially greater dis- 
placement and cost. 

As it was, the company found that 
the diesel rigs reduced highway trav- 
eling time by 20% under that of 
gasoline clippers on the same route. 
Fuel cost was 35 to 40% lower. 


Economy in Conversion—Another 
reason was, of course, the cost of con- 
version against the mounting cost of 
new equipment. Rogers puts it this 
way: 

“After a high mileage vehicle 
reaches its first 250,000 to 300,000 
miles, it has also reached the point 
where every major unit has had or is 
due for a major overhaul except the 
engine, which has probably had its 
first frame overhaul. From this point 
on, the maintenance cost per mile will 
remain practically static, depending on 
economic trends and the type of care 
given. 

“Its replacement after this mileage 
will be made only when it is deter- 
mined that a vehicle for similar service 
can be built to carry a higher payload. 
The increased earnings of the new 
vehicle would at least have to offset its 
higher depreciation plus normal oper- 
ating costs. 

Still another reason for conversion 
has been the possibility of acquiring 
lighter equipment than is now per- 
mitted in Southern California. “It is 
becoming more and more apparent 
that aluminum tank equipment is doing 
an excellent job,” Rogers declares. “As 
a result, our transport fleet is not be- 
ing increased until such time as light- 
weight tank equipment is universally 
accepted. 


“Meanwhile, our transports are be- 
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ing supplemented by leased and com- 
mon-carrier vehicles.” 


HOW THEY DO IT 


Rogers attributes the success of 
Richfield’s maintenance program to 
five broad factors: 


e Repair bases, containing sufficient 
modern shop equipment for fast ve- 
hicle inspection, service and overhaul. 

e An adequate stock of spare units, 
including engines and gear trains, so 
that vehicles can be returned to the 
road with a minimum of down time. 


e Complete maintenance records 
that show frequency of unit changes 
and vehicle cost at a glance. 


e Shop supervisors with an ardent 
interest in doing something about 
maintenance costs when the records re- 
veal a need for action. 


e A flexible rather than rigid policy 
toward overhaul or replacement of 
major units. 


While Rogers considers all five vital, 
he is inclined to emphasize the last 
three. His thinking runs like this: 


FLEXIBLE MAINTENANCE 


He believes that experience has 
borne out the cost savings of this 
policy. At one time the Richfield 
practice was to change transmissions 
or differentials on high-mileage ve- 
hicles at 100,000 miles, whatever their 
condition. Later, the mileage was 
raised to 150,000. 

Rogers says this rigid practice un- 
necessarily boosted costs because of 
the trouble-free mileage remaining in 
many of the replaced units. As a re- 
sult, policy now is to figure on re- 
placement in the neighborhood of the 
200,000-mile mark, but with the ex- 
pectation that many units will substan- 
tially exceed that mileage. 


“As a unit approaches its mileage 
limit,” he explains, “the shop will dis- 
cuss its performance with the driver. 
Then, as soon as the slightest malfunc- 





OPERATION SAVINGS 


Another West Coast major, 
General Petroleum Corp., this 
fall consolidated all its automo- 
tive transport facilities into a 
single transportation depart- 
ment. This means that about 
1,000 marketing vehicles were 
pooled with an equal number of 
units from all other departments 
for maintenance purposes. The 
objective—to keep maintenance 
costs at a minimum. 











tion is reported, we can do something 
about it—but not before. 

“In many cases we have found our 
mileage per unit to have increased by 
30 to 40% over the previously speci- 
fied 200,000-mile point. Yet, there’s 
been no evidence of increased road 
failures. 

Teamwork Pays—‘It gets back to 
the fact that if the shop personnel is on 
its toes and keeps in touch with the 
driver, the condition of a vehicle or a 
unit can be followed pretty well.” 


The motor vehicle department is 
charged with the procurement and 
maintenance of automotive equipment 
only, while the various operating de- 
partments provide the drivers. This 
has never gotten in the way of the 
interdepartmental teamwork necessary 
for a full flow of maintenance infor- 
mation from driver to mechanic. 


Flexible maintenance does not ap- 
ply to smaller vehicles such as passen- 
ger cars and light pick-ups. Age and 
condition of these generally warrant 
replacement by the time the 70,000 to 
100,000-mile mark is reached. 


‘Interested’ Supervision—Rogers is 
quick to point out that there is no 
particular magic about a preventive 
maintenance program as such. “Many 
PM programs, though, just aren’t car- 
ried out,” he says. “We have foremen 
with a zeal for the kind of follow- 
through that makes ours work.” 

Vehicle Records—He also makes it 
plain that foremen’s initiative would 
be wasted if the company did not in- 
sist on complete, up to date records 
that are easy of access to those who 
must use them. Rogers wants his fore- 
men to display initiative in preventing 
breakdowns through close study of 
maintenance records. Thus, the ideal 
shop foreman goes beyond routine 
servicing of rigs and develops a nose 
for trouble—before it happens. 


COMPLETE RECORDS 


The preventive maintenance pro- 
gram that has made it possible for 
Richfield to make conversion pay de- 
pends on men and methods. The latter 
depend in turn on systematic use of 
five forms which keep track of a ve- 
hicle’s condition. Four of them glean 
the facts of a vehicle’s life directly 
from the men who drive, service and 
repair it. The accumulated informa- 
tion then flows to the fifth form where 
it is permanently recorded. 

The mechanical service record is the 
key to the system. A 14 x 84-in. card, 
it records five categories of mainte- 
nance information on the vehicle’s en- 


(continued on p. 107) 
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MUTRIE Specialty Hauling 





Calls for Specialized WHITES 





IT TAKES specialized equipment engineered to the 
job to handle more than 350 liquids regularly trans- 
ported by P. B. MUTRIE MOTOR TRANSPORTATION, 
INC., Waltham, Mass. Petroleum products, chemicals, 
alcohols, liquid chocolate and acids—they all require 


Tough-Run 
Comparison 


A recent over-the-road performance of White 
Tractors with other makes of comporable copoc- 
ity shows thal the greater quality and value built 
into the Whites pay extra dividends... for the 
life of the truck! 


Better Power 
White pera rugged performance and long life 


bring tial improvement in schedule time. 
Operating Economy 


Average of one-half more mile per gallon .. . sub- 
stontial maintenance savings and longer unit life. 
Greater Payload 
Up to 20% more revenue becouse of White 

payload design. 
Improved Ride 
Greater spring capacity and better springs. 
Better Clutch 
Bigger diameter clutch . . . greater area. 
Better Brakes 





specialty transportation equipment. “And that's ex- 


actly how we look at the White Tractors in our fleet,” 


Mr. Frank Mutrie, treasurer, says. “They are engi- 
neered right to our needs, and their performance 


and earning power are proof of it.” 


MUTRIE 


~ RDU NED 
soeciaTY TANKS 
bar Soe | borate « Meese 
OW 35 PRESSURE 
WONDUG TANKS 
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Frank Mutrie, treasurer, James Mutrie, 
president, and Jock Roberts, vice-president 
—traffic, emphasize specialty equipment 
in their fleet at Mutrie 


White 3000 with 3,400-gollon 
reinforced plastic transport tonk (one of 
first in service) thot weighs only 
7,025 Ibs. White 3024PLT has 110 inch wheelbase 
Model 370A Mustong Engine, 6.67 geor ratio 


White 89-C rear axle ond 11.00 x 22-12 tires 


Pioneer in Business, Mutrie Wants Most Modern Equipment 


Transportation “firsts” are some- 
what commonplace for this 55- 
year-old New England firm that 
now operates more than 5 million 
miles a year throughout New 
England, North Atlantic and North 
Central States and in the Province 
of Quebec, Canada. 

Mutrie has a modern fleet of 
White Trucks ... including the 
White 3000 with the power-lift 
cab. In commenting on the modern 
design of the White 3000, Treas- 


vrer Frank Mutrie says, “Our 


Whites work out to excellent 
advantage in so many ways. 
The maneuverability in plant 
deliveries to congested areas is 
a big time-saver. Driver reaction 
has been good both to visibility 
and riding comfort. Safety is 
important, too. 

“But the big reason we like 
these new Whites,” he says, “is 
the operating economy . . the 
extra earning power. 


Longer Life 
Better materials through and through. Cob, sheet 
metal units, lost longer, hold up better. 


Find Out for Yourself How WHITES Pay Off! 


“WHITES exactly fit our business!” 


That's the story you heor from the leaders in high- rare werk dene, i low time, ot lower cout 
way tronsport from coost to coast. And becouse Find ovthow White Speciali ’ extro 
Whites are tailored to the work they do, they get coming power in your businen. twedigate new! 


SEE YOUR 





FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS 
THE. WHITE MOTOR COMPANY + Cleveland 1, Ohio 
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Fuel Oil Tank-Trailers 








NK-TRAILER HISTORY! 


Here are just a few Fruehauf models 


Wherever, whenever, there’s a liquid-hauling job to 
be done, there’s a Fruehauf Tank-Trailer specially 
designed to do it profitably! Fruehauf’s line of Tank- 
Trailers is the broadest, the finest, in the Trailer 
industry! Write now for further details on any unit— 
Fruehauf Trailer Company, 10953 Harper Avenue, 
Detroit 32, Michigan. 





Low Pressure Latex Tank-Trailers 
lee Be ba 








L ¢ Double Drop Gasoli y Te yl ile 
Bias? mee Sse as Western | Tank-Treilers — Western Gasoline Semi-Trailers 
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Gasoline a 
Combinations — . 


Semi and 6-Wheel-Train Gasoline 


“ENGINEERED TRANSPORTATION” Combinations 
a” 


TRAILER COMPANY 


World’s Largest Builder of Truck-Trailers 
Detroit 32, Michigan 





THE RIGHT 
TRUCK TANK 
for you 


Take a good look at the six truck tanks illus- 
trated here. Five are stock models, one is a 
de luxe, custom-made job. They all have a 
number of important things in common— 
things you want in your truck tanks. 

Each one was engineered to the exact re- 
quirements of the work it has to do. Each one 
is constructed of the highest quality mate- 
rials, with strength to spare wherever strength 
is required. Each fitting and accessory is 
specifically designed for its particular purpose. 
All fittings are steel, malleable iron, or high- 
grade bronze. Each weld is expertly made 
and with no skimping. The tank of each one 
was tested at least twice after mounting. 

Of every 4 Quaker City truck tanks we 
build, 3 are repeat orders. Whatever your 
requirements—an inexpensive stock tank or 
a de luxe streamlined unit—Quaker City is 
your best buy. Write for full information. 


QUAKER CITY 
IRON WORKS 


3400 Gaul Street * Philadelphia 34, Pa. 


ONE OF AMERICA’S LEADING TRUCK TANK BUILDERS 
FOR OVER 25 YEARS 


“The Betsy Ross” —1,200 gal., 3 compartment stock truck 
tank mounted on model F6 Ford. CA 84”. 


“The William Penn” —1,500 gal., 3 compartment stock unit 
mounted on model KB 7 International. CA 102”. 


“The Ben Franklin” —2,000 gal., 4 compartment stock truck 
tank mounted on model U70 Autocar. CA 103%". 


Rael 


, GRIFFIN BROS. 


“The William Penn” —1,200 gal., 3 compartment stock unit 
mounted on model 6403 Chevrolet. CA 84”. 


“The Quaker Maid’’—2Z,300 gal., 4 compartment tank 
mounted on model 755 GMC. CA 120”. 





2,500 gal., 5 compartment de luxe unit mounted on model 
U70 Autocar. CA between front tandem axle and cab 120%”. 
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(continued from p. 102) 
gine, chassis, electrical system and 
tank flow system. 

The categories are indicated by 
symbols which stand for preventive 
maintenance, check-adjust, repair, unit 
change, overhaul. Thus, it’s possible 
to keep tab on a vehicle as follows: 

Engine: cylinder heads, valves, pis- 
tons, rings, pins, injectors, sleeves, 
main bearing, rod bearing, crankshaft, 
camshaft, cam bearings, upper rocker, 
lower rocker, blower, water pump, oil 
pump, fuel pump, air compressor. 

Chassis: clutch, main transmission, 
auxiliary transmission, front differen- 
tial, rear differential, spindles, wheel 
bearings, brakes, drums. 

Electrical system: starter, generator, 
voltage regulator, battery. 

Cargo tanks: internal valves, hy- 
draulic operator, meter. 

The lubrication service record is the 
reverse side of the mechanical service 
record. It has spaces for each lubrica- 
tion, with data divided among lubri- 
cation, oil change, oil filter pack 
change and wheel bearing pack cate- 
gories. 

It lists 21 different lubrication 
checks, adjustments and services per- 
formed at intervals between 1,000 and 
2,500 miles. 

Motor vehicle P.M. service itemizes 
31 separate services performed every 
25,000 to 30,000 miles on the high- 
mileage transport trucks. 

The Driver Report deals with mal- 
functions reported by the driver. Com- 
pleted each day by high-mileage truck 
drivers, it lists their recommendations 
for remedial work as well as what the 
motor vehicle department did. 

The garage repair sheet, or shop or- 
der, is a description of repairs to be 
made prepared by the working fore- 
man from the various trouble and serv- 
ice reports and on the basis of his own 
inspection. 

The reverse of this form shows parts 
and labor costs incurred by each job. 


THE ORGANIZATION 


Richfield currently has 128 em- 
ployes in the department to care for 
more than 1,100 vehicles, of which 
320 are used for marketing. Of Rich- 
field’s 11 repair bases, those at Seattle, 
Portland, Oakland, Sacramento and 
Los Angeles service marketing vehicles 
almost exclusively. The units operate 
in California, Oregon, Washington, 
Idaho, Nevada and Arizona. 

Rogers, as department manager, re- 
ports to W. G. King, Jr., vice president 
and general sales manager. Reporting 
to Rogers are three divisional market- 
ing department motor vehicle super- 
visors. as 
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DISCOVER 


what 


a 


difference 


there 


FOR THE SAME MONEY you can have the extra depend- 
ability and faster flow, the extra flexibility and longer life, 


that have made National the nation’s NUMBER ONE fuel oil 
hose. 


National’s exclusive loom-braided construction combines the 
extra wall strength of close-woven looming with the extra 
flexibility of open-weave braiding. 


National’s laboratory-controlled compounding gives you a 
petroleum-proof, weather-proof tube and cover. National 
Fuel Oil Hose is impervious to the action of all fuel oils and 
gasolines, retains its flexibility even in zero weather. 


It is easy to discover what a difference there is in fuel oil hose. 
Just call your National Hose Distributor, or drop us a line. 


National Hose 


Preferred Nationally e¢ 


Dover, New Jersey 
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STANDARD STEEL TRANSPORTS 
ARE BUILT TO “HOLD THE LOAD” 


@ BETTER GET “HARD-BOILED” with any TANK MANU- @ ENGINEERING AND MAKING PAPER CALCULATIONS is 


FACTURER who delivers a TRANSPORT that re- 
quires continual service to stop expensive leaks. 
Actually, LEAKS ARE BUILT INTO THE TANK ON 
THE ASSEMBLY LINE where careless engineering 
and haphazard manufacturing are passed over 
lightly. 


@ HOW DOES STANDARD STEEL overcome the dangers 
of leaks and breakdowns? First of all, Standard 
Steel Tanks are designed by experienced engi- 
neers to stand up under the toughest wear. This 
has been the rule of value measurement through- 
out the more than 40 years in which STANDARD 
STEEL has built tanks. 


se eee gee 


one thing — a TANK has to stand up in hard day 
after day, year after year usage. While STAND- 
ARD STEEL TANKS go through the assembly 
lines, preliminary bubble tests, and later high- 
pressure Hydrostatic tests, can find any tiny pin- 
point weak spot in the shell. 


THE SHELL MUST BE 100% PERFECT. Rugged road 
tests with tanks half loaded and completely 
loaded, are made to determine surge strength 
and bump strength. Stiffeners are placed in 
STANDARD STEEL TANKS ONLY WHERE 
NEEDED. As a result, you get a strong tank that 
can stand up under rough going . . . weight is 
saved in the unit to be tansferred into bigger 
payload. That's why it PAYS TO GO STANDARD. 


ll i, a 


SHAW BROTHER < 


or co 


Standard Steel Works, North Kansas City, Mo. 
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Da Pout announces 


NEW TYPE 
LUBE OIL ADDITIVES 
to solve low-duty 
sludge problems 


New Du Pont Lube Oil Additive 564 
and Lube Oil Additive 565 are both 
polymeric additives. Both are out- 
standing detergents and viscosity 
index improvers. They are excep- 
tionally effective in retarding sludge 
formation under stop-and-go driv- 
ing conditions. 

Different molecular weights dis- 
tinguish the two additives. Now 
available in commercial quantities, 
they can be used in extremely low 
concentrations with substantial dol- 
lar savings over the use of conven- 
tional additives. 











NEW “SHOW” HAS 
MILLION-DOLLAR PLOT 


Here’s a “show” that will never hit 
Broadway .. . but you won't want to 
miss it. 

It’s the Du Pont Cost Reduction 
Show. It’s based on a systematized 
method of reducing costs which our 
company has developed over many 
years of manufacturing experience. 
Since it has proved so effective in our 
own plants—resulting in savings run- 
ning into millions of dollars—we thought 
some of our friends in the oil industry 
would like to have us review it for 
them. 


THIS FLANNELBOARD DISPLAY is part of the 
40-minute Du Pont Cost Reduction Show. 


Dramatic presentation 
To get over the key points quickly and 


dramatically, we have organized the 
story into a three-part presentation... 





“Looking through the windshield” 


Looking at each other through the windshield is where 
dealers and motorists first meet. Du Pont can help your dealers 
get better acquainted with customers through a series of 
clever little folders called ‘Looking through the windshield.’’ 


What the motorist sees through his windshield when he stops for gasoline 


spells the difference between a successful service station . . 


.and a business 


that is just getting by. This fact is mighty important to every one of your 
dealers. But how many of them use it to their own advantage? 


THIS CUSTOMER’S EYE-VIEW can spell the difference between suc- 
cess or failure for a service station business. A new series of Du Pont 
folders can help your dealers give their customers a “better” view. 


The chances are that if your dealers 
could get a better understanding of 
their customers, they would, in turn, 
be better prepared to give these cus- 








including a flannelboard talk, a motion 
picture, and a slide presentation. 

Du Pont’s program is certainly no 
magic formula that works miracles. It 
is, however, unique with respect to its 
formalized organization, and the high 
degree of employee participation it has 
accomplished. The key to its success 
is the development of a cost-conscious 
attitude in the minds of all employees. 


Work smarter . . . not harder 
The Cost Reduction Show describes 
how work simplification training and a 
suggestion ~ are integrated into the 
program. The functions and value of a 


tomers a favorable impression of the 
service station. Here’s how the Du 


“ 4 wie 
Pont Petroleum Chemicals 


Division can help you with 








full-time co-ordinator, and his role as 
an aid to line organization are discussed 
in detail. Emphasis is placed on pro 
motion of the program to a point where 
cost reduction becomes a work habit 

. and helps to improve human rela- 
tions as well as efficiency. 

A number of Du Pont men in various 
parts of the country are now being 
trained to put on the show for the oil 
industry. Showings are limited to oil 
company offices and refineries. For 
more details about the Cost Reduction 
Show, we suggest you get in touch with 
one of the Du Pont Petroleum Chemi 
cals Division regional offices. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 








“The Windshield” 


this important project. 


“Looking through the windshield” 
the theme of a new series of folders 
for your dealers. Each of the folders in 
the series discusses a specific phase 
of service station business . . . (1) the 
customer himself, (2) “regular” and 
“premium” purchases, (3) use of credit 
cards, (4-5) oil and TBA buying habits, 
and (6) free dealer services. 

Each is a 4-page folder with an in- 
triguing cutout “windshield” looking 
through the front cover into the inside 
of the folder at the dealer. The folders 
achieve an interesting three-dimen- 
sional effect as a result of this unusual 
art treatment. 

They are based on information un- 
covered by Du Pont’s recent extensive 
survey of consumer gasoline buying 
habits. But they explain each point in 
simple, straightforward language that 
can be readily understood and easily 
remembered by any dealer or service 
station attendant. 


“A close look at the man behind the 
wheel” is the title of the first in the 
series. What your dealers know about 
this “man behind the wheel”—can have 
an important bearing on sales and 
profits ... for both you and your dealers. 

The average motorist, for e xample, is 
loyal to one station—and buys at least 
75% of his gasoline there. The folder 
points out, therefore, that the more a 


THE “WINDSHIELD” THEME is effectively 
dramatized in each folder by a die-cut through 
the cover page — which shows the dealer looking 
out from an inside page. 


dealer can do to increase customer 
loyalty, the better his business will be. 
But how can he do this? 

If the customer is under 35, the 
chances are that friendship is the basic 
ingredient in his loyalty. Motorists over 
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“MAGIC BARREL” ON EUROPEAN TOUR 


On October 4, two representatives of 
the Petroleum Chemicals Division, R. 
Carter W. Jones and Roberts W. Bro- 
kaw, took off for Europe—each with a 
“Magic Barrel.” 

They are taking part in a 6-week 
European tour sponsored by the Na- 
tional Sales Executives, Inc. Its aim is 
to acquaint European businessmen with 
American methods of selling. The 
“Magic Barrel” was picked to be in- 
cluded in the tour as an example of a 
unique and interesting cad of sell- 
ing an industry to the general public. 

When the tour is concluded in Paris 
on November 13, the “Magic Barrel” 
will have been seen by audiences in 27 
major cities of 20 European countries. 








New Phase of Antiknock 


Engines are now being operated on 
hydrogen and carbon monoxide at the 
Du Pont Petroleum Laboratory. The 
operation is part of the Laboratory’s 
extensive antiknock research program. 

This work was recently discussed in 
a paper presented at the west coast 
meeting of the Society of Automotive 
Engineers by Dr. B. M. Sturgis, who 
co-ordinated the project at the Petro- 
leum Laboratory. 

The paper, one of the most compre- 








35, on the other hand, tend to base 
their loyalty more on the kind of 
service they receive. 

Although subtle, these are impor- 
tant points for every dealer to know and 
understand. And this new folder helps 
him to understand them in terms of his 
own cash register. 

Quantities of “A close look at the 
man behind the wheel,” the first in this 
series are now available for distribu- 
tion to your dealers. Any Du Pont 
Petroleum Chemicals Division repre- 
sentative or regional office will be glad 
to give you sample copies . . . and cost 
information for ordering them in large 
quantities. 








Petroleum 


NEW YORK, N. 


Regional \ CHICAGO, 


Offices: 


Y.—1270 Ave. of the Americas 
ILL.—8 So. Michigan Ave. 

TULSA, OKLA.—1811 So. Baltimore Avenue 
HOUSTON, TEXAS—705 Bank of Commerce Bidg. 
LOS ANGELES, CALIF.—612 So. Flower St. 

IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division, 80 Richmond Street West, 
OTHER COUNTRIES: Petroleum Chemicals Export— 


In addition to the Du Pont men, the 
Sales Executives group includes repre- 
sentatives from 10 other American 
companies. 





Research Discussed in Paper 


hensive on knock and antiknock action 
to be presented since the end of World 
War II, brings out several significant 
findings. For example, the Du Pont ex- 
periments helped to determine what 
similarities exist between hydrogen 
combustion and hydrocarbon combus- 
tion. And experiments with carbon 
monoxide showed that water vapor, 
which could not be eliminated from 
the fuel-air mixture, entered into the 
combustion process to produce knock. 

This lends further support to the 
theory that knock reaction may be re- 
lated to the presence of simple hydro- 
gen and oxygen containing radicals . . . 
and that tetraethyl lead inhibits knock 
by suppressing the action of these rad- 
icals, 

A copy of the paper can be easily 
obtained from any of the Petroleum 
Chemicals Division regional offices 
listed below. 
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Phone COlumbus 5-2342 
Phone RAndolph 6-8630 
Phone Tulsa 5-5578 
Phone Blackstone 1151 
Phone MAdison 5-1691 
Toronto 1, Ontario 
Nemours Bidg., 6539—Wilmington 98, Del. 
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AS MORE TRUCK TRAILERS go on railroad fiat cars, oil men are asking .. . 


ls Piggybacking Good for Oil Shippers? 


Piggyback is a mushrooming, highly successful mode 
of transport for shippers outside the oil industry. Yet oil 
shippers have accorded it only limited acceptance. They 
are still studying the advantages and disadvantages of 
this new method of getting truck trailers across country 
by rail. To Pacific Coast oil men, the pros and cons shape 


up like this: 


Advantages 


Convenience of off-rail delivery. 


Elimination of dunnage. 


Ease of loading and unloading. 
Adaptibility to small shipments. 


Speed. 
Competitive rates. 


Disadvantages 


Short average haul. 

Uneven traffic flow. 

No marked saving. 

Railroads own the trailers. 
Little difference from boxcars. 
Business reciprocity. 
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@ One afternoon early this week, a 
forklift at a refinery warehouse in Los 
Angeles, finished stacking cases of 
canned oil opposite the open doors of 
a 24-ft. semi-trailer truck. The truck 
bore the insignia of the Southern 
Pacific Railway. 

A truck tractor roared up and 
backed into towing position. The 
driver climbed to the loading platform 
and piled the cases inside the van- 
type trailer. Then, he drove the rig 
10 miles to Southern Pacific’s yards 
in downtown Los Angeles. 

There, he carefully backed the 
trailer up a concrete ramp onto a 
standard 50-ft. railway flatcar. A mo- 
ment later another tractor eased a sec- 


109 





——fe} transportation 


ond trailer into place on the flatcar. 
Both were securely anchored with 


special hold-down devices. 


An hour later, the car was in a pro- 
cession of others being made up into 
the Southern Pacific’s 6:55 p.m. fast 
freight to the San Francisco Bay area. 

When the train arrived in Oakland 
at 7:22 the next morning, another ficet 
of tractors set to work pulling the 


trailers down the ramps. 


Within the hour, the dispatcher at 
a nearby oil company warehouse 
checked in the 20,000-lb. shipment of 


packaged oil. 


Another piggyback shipment of oil 
products had been completed. 


40 PER MONTH 


lt was one of an estimated 40 such 
oil industry shipments currently being 
made each month in the Far West. 

Piggyback shipments now may be 
made between points in the Los 
Angeles metropolitan area and a wide 
area around San Francisco Bay. 
There also is service between Los 
Angeles and Phoenix, Ariz., and Los 
Angeles and points in Nevada and 
Utah. 


The huge Santa Fe railway, a late- 
comer in piggyback, has requested ICC 
authorization for service between Los 
Angeles and San Diego, beginning in 
November. However, San Diego is 
too close to Los Angeles, 127 miles, 
to become a desirable oil industry 
piggyback run. 

Oil products traffic volume probably 
represents less than 10% of the total 
piggyback movement between Los 
Angeles and San Francisco. It is, 
similarly, a trifling proportion of the 
tonnage of packaged oil products 
moved out of the West Coast’s two 


great refining centers every month. 

Nevertheless, it is slowly increasing. 
The big question is whether it ever will 
grow to the point where the industry 
moves a significant share of its prod- 
ucts via the rail-trailer route. 

There’s a difference of opinion in 
the Far West on the answer. In 
general, officials of the two railroads 
now piggybacking— the Southern 
Pacific and Union Pacific—are highly 
optimistic. But oil industry traffic 
men are skeptical. 

The conflicting attitudes add up t 
this: Piggyback may well enable the 
railroads to recapture a fat chunk of 
the less-than-carload business they’ve 
lost to the truckers. But little of this 
traffic will come from the oil industry. 

Moreover, if the railroads are ever 
to make substantial inroads into the oil 
transportation field, they'll have to go 
beyond the movement of packaged 
products and re-establish themselves 
as haulers of bulk oil. 

But this much is certain: The rails 
have a long way to go. In 1931, U.S. 
railroads earned $329 million from 
hauling oil in tank cars, and that 
figure was about 11% of their total 
freight revenue. Twenty years later, 
in the face of a 300% increase in total 
oil supply, their take from the oil in- 
dustry had risen only to $351 million, 
or 4% of total revenue. 














Yes, this Veeder-Root Gasoline 
Pump Computer speaks the lan- 
guages of 144 countries! It’s the 
modern protection provided to 
drivers by gasoline pump manufac- 
turers, gasoline refiners and their 
service-station outlets ... to 

make sure they get full meas- 

ure in the tank, and the right 
change in their pocket. And 
what’s more, it underscores 

the fact that “Veeder-Root 
Counts Everything on Earth” 

... electrically, mechanically 

or manually ... with standard 

and special devices of every 
conceivable type. 





COMPETITION MOVES IN 


Chiefly responsible for this percent- 
age drop are pipe lines, trucks and 


for Top Portaremmme tens) | See erie ee aioe 
GASOLINE PUMP COMPUTERS 


ice that are at least competitive. 


That they have not yet done this is 
World’s Most Experienced Makers of Counters & Computers 


attested to by one major company 
VEEDER-ROOT INC., HARTFORD 2, CONN. 


traffic executive. 
CHICAGO 6, ILL. © GREENVILLE, S.C. e MONTREAL 2, CANADA © DUNDEE, SCOTLAND 


“The fact is,” he says, “the rail- 
roads have been dragging their feet. 
New York 19 e Offices and agents in principal cities 


If they want to get back some of the 
business the trucks have taken away 
from them, I don’t think piggybacking 
of tank trailers is the answer. What 
they ought to do first is supply free 
tank cars to the oil companies. After 
all, if you ship ordinary merchandise 
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you don’t have to rent the boxcar.” 

He cites the fact that it costs 3¢ a 
gal. to make either a tank car or tank 
truck shipment of gasoline from Los 
Angeles to Las Vegas, Nev. On top 
of that, the shipper must own the tank 
car Or pay a monthly rental of from 
$50 to $60 for a 10,000-gal. car that 
may make just one round trip per 
month. 

The $18 credit that the railway 
grants the shipper for supplying the 
car helps, yet hardly tips the competi- 
tive scales in favor of tank cars. 

“I don’t foresee their giving us free 
tank cars unless there’s a complete re- 
versal of thinking in the railway 
companies,” the traffic man adds. 

On the railroad side, a Southern 
Pacific official reports that his com- 
pany has under way a long-range pro- 
gram to investigate the use of tank 
trailers in piggyback service. The 
road already has completed a study of 
what must be done to regain business 
lost to tank trucks, he says. He does 
not elaborate on the conclusions 
reached. However, the Southern 
Pacific has petitioned the Interstate 
Commerce Commission for lower rates 
between Los Angeles and Las Vegas. 

Possibly significant is the fact that 
an SP subsidiary, Pacific Motor 
Trucking Co., has asked ICC permis- 
sion to buy the 1,39l-unit Pacific 
Freight Lines. If it does, the SP will 
acquire 60 complete over-the-road tank 
rigs which might conceivably be avail- 
able for later tank trailer piggybacking. 

In the East, the Pennsylvania Rail- 
road started piggyback service last 
summer between New York, Phila- 
delphia, Pittsburgh and Chicago. 
Originally planned to start June 16, 
the service was delayed when ICC 
suspended proposed tariffs two days 
earlier. The ban was lifted July 9, 
and the railroad went ahead with its 
plans, although on a limited basis at 
the outset. 

Oil companies that use piggyback 
do so in varying degrees. They are 
widespread. The list includes Rich- 
field Oil Corp. of New York, Standard 
Oil Co. of California, The Pennzoil 
Co. of Pennsylvania, and The Texas 
Co. 

AGAINST PIGGYBACK 


Regardless of whether or not a 
single tank trailer ever graces a flat- 
car, the fact that oil company case 
goods are riding piggygback is some- 
thing of an achievement on the part of 
the railroads. But that fact calls for 
closer examination in the chill aura 
of oil company attitudes. 

And oil industry traffic men in the 
West so far are no more than luke- 


warm on piggyback. They point out 
that... 

@ West Coast oil industry hauling 
is too decentralized for good piggy- 
backing, since the average haul is less 
than 200 miles. Optimum piggyback 
range is 300-800 miles. 

e A balanced movement in both 
directions between any two West Coast 
shipping points is necessary for suc- 
cessful piggybacking, but the move- 
ment isn’t there. 

e There’s no particular money 
saving in piggyback shipment for oil 
companies. 

e West Coast piggybacking is con- 
fined to trailers owned by the railroads. 
An oil company may not use its own 
automotive equipment in the service. 

This is the case despite an August 
ICC ruling that railroads may accept 
non-railway trailers. West Coast rail- 
roads show no signs of accepting them, 
the main reason apparently being their 
belief that business can’t be regained 
from the truckers by helping them out. 

Also, it’s possible that if private 
trailers were carried, the railroads 
would be under pressure to charge 
rates based on ton-miles rather than 


the customary higher commodity rates 
which presently apply to piggyback. 

(It’s noteworthy that some eastern 
railroads carry trucking firms’ trailers 
on a simple weight-per-trailer basis be- 
cause, as the Los Angeles representa- 
tive of a large eastern road puts it, 
“We'll have the truck people working 
with us instead of fighting us.”) 

e Piggyback merely takes rail 
freight from boxcars and puts it onto 
flatcars. 

e Business reciprocity is a deterring 
factor. 

More oil men mention reciprocity 
than any other objection. Most of them 
do so in hushed tones, on a don’t- 
quote-me-basis. 

That’s because the truckers are 
among the industry’s best customers 
for gasoline, diesel fuel, lubricants and 
LP-gas. Any oil company that dis- 
plays inordinate enthusiasm for piggy- 
back presumably risks seeing some of 
its lucrative trucking accounts go to 
competitors. 

The railroads also recognize the 
existence of reciprocity. One high- 
ranking railroader, indignant at the 
thought of it, exclaims, “Why, we buy 
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A century and a quarter's experience in 
producing to highest quality standards 
goes into every foot of Wall Manila 
.. rope that takes the 
toughest job in its stride, turns in con- 


Rope. Result . 


sistently excellent performance. 


In the drilling field, Wall's “Black Gold” 
Rope is the favorite for every use. Wide- 
ly known for durability and resistance to 
abrasion, “Black Gold” has helped set 


many drilling records. 


WALL Ri ROPE WORKS, INC. 


New York 
ag me Beverly, N. J. 
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Pittsburgh 
Portiand, Me 
San Francisco 


a 


ee 


- 


a 


& 


~~ 


€ 


& 


—_— 


AS 


ROPE 


111 





—{o} transportation 


millions of dollars worth of oil prod- 
ucts while the trucking companies buy 
thousands!” 

Nevertheless, it does not look as if 
the industry’s attitude toward reciproc- 
ity is going to change in the absence of 
compelling economic reasons. 

Traffic men bear witness to the diffi- 
culty of changing the reciprocity 
habit. 

“We are prone to favor the truck- 
ing industry because it’s an outstanding 
customer,” says one. “But on the 
other hand the truck people really try 
to get their pound of flesh out of us 
in return for their business. What 
makes it tough is that when you deal 
with truckers, you usually deal with 


1—12 gallon sizes 


the owners themselves. When you 
talk to the railways, you deal with 
salaried men.” 

The same traffic man adds that the 
reciprocity front might crumble if the 
railroads would publish rates low 
enough to give the companies an in- 
centive. 

Accordingly, indications are that 
reciprocity will endure up to that 
problematical point where oil firms 
decide piggyback savings are large 
enough to justify losing some trucking 
business. 


THE OTHER SIDE 


On the positive side, piggyback 
offers a number of advantages to 


Standards 


Vulcan standards are exacting . . . and individual customer 
requirements and preferences are the basis upon which these 
standards have been established. 


Vulcan produces the finest steel pails it is possible to obtain 
anywhere. Materials and workmanship are unexcelled, and rigid 
inspection standards insure top quality always. A wide range of 
sizes, spouts, fittings, Hi-Bake linings and 

expert lithography is available. 


Vulcan shipping service is flexible and is adjusted to meet individual 
preferences. Stocks of all trade sizes are maintained at all times and 
delivery is made promptly as specified in the quantities desired. 

You can depend on Vulcan Standards to serve you best 


DRUM-TYPE CLOSED-HEAD CONTAINERS — Drum type 
containers are furnished in all practical sizes and with popular 
pouring nozzles and spouts. Request full details. 


Over 30 Years of Top Quality Containers 
“It's Better to Ship in Steel” 


VULCAN STAMPING & MFG. CO. 
Box 161, Bellwood, Illinois (suburb of Chicago) 
In Toronto, Canada—Vulcan Containers Limited. Representatives in all Principal Cities. 


ene 
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shippers of packaged oil products. 
Some of them: 

—Easier deliverability off the rails. 
A striking example is provided by a 
major company distributor whose 
plant is actually on railroad property 
in Las Vegas. A piggyback shipment 
gets to his dock almost immediately, 
while a boxcar shipment has to be 
shunted around the yards interminably 
before it reaches its destination. 

—Dunnage—packing of cargoes to 
prevent damage en route—is unneces- 
sary in piggyback. Some shippers are 
willing to pay $1 per ton additional 
freight rates to eliminate the cost of 
labor and materials for dunnage needed 
in boxcars. 

—Loading and unloading of piggy- 
back trailers is done by the driver, 
freeing oil company workers for other 
jobs. 

—Piggyback is ideal for less-than- 
carload (Icl) shipments, with the 
capacity of a standard 24-ft. trailer set 
at 20,000 Ib. And 50,000-lb. ship- 
ments may be made in 35-ft. trailers. 

—Shippers experience almost no 
damage to merchandise carried piggy- 
back. 

—Piggyback speed is equal to and 
sometimes better than that of trucks. 

—Piggyback rates are competitive 
with those of highway carriers. 

Many of the advantages attributed 
to piggyback represent improvements 
over conventional boxcar freight serv- 
ice. 
They do make rail service more 
competitive with trucks, but how com- 
petitive is something that only the 
shippers can answer in years to come. 

There are other aspects of piggy- 
back. One oil company, for example, 
has long been close friends with one of 
the big western railroads. If it were 
not for this tie, according to a com- 
pany policy-maker, piggyback wouldn’t 
be given a second thought. 

In addition, several oil firms say 
privately that they believe it to be 
wise to spread their transportation 
business between trucks and rails 
wherever possible. 

“It might help the railroads stay in 
business if we give them some of our 
medium-to-short distance shipments,” 
is One comment. 

“We're trying to help the railroads 
get started in this,” is another. 

It is also evident that oil men deem 
token piggyback shipments, at least, 
a good investment in maintaining 
cordial relations with the rails. And 
development of widespread piggyback 
operations is regarded as contributing 
to a strong, flexible defense transporta- 
tion system. & 
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CLX reasons for the 


superior performance of 


EATON 
TANDEM 
DRIVE 
AXLES 


1 Designed Specifically for 4 Inter-Axle Differential 


Tandem Operation, 


Eaton Tandem Axles are not subject to 
abnormal stresses or complicated lubrica- 


in power divider assures equalized power 
transmission even though wheel speed 
may vary due to road irregularities or tire 


tion problems. diameter variations. 


Differential Lock-out 


between forward and rear axles (optional 
on some models) provides positive drive 
to each of the axles, when required because 
of soft or slippery road conditions. 


2 Single Drive Line 


on a normal angle gives a direct lead from 
power divider to rear axle; simplifies 
design, eliminates excess parts, minimizes 
maintenance. 


Maximum Strength 


3 Rugged Power Divider with Minimum Weight 


mounted on forward axle, is of simple is achieved through simplified design, 
design; provides for transmission of power experienced engineering, and accurate 
equally to both axles. fabrication. 





Ask your truck dealer to explain how Eaton Tandem Drive Axles provide 
trucks with greater load capacity— reduce tire and operating costs. 


AXLE DIVISION 
MANUFACTURING COMPANY 


CLEVELAND, OHIO 








PRODUCTS: Sodium Cooled, Poppet, and Free Valves *Tappets *Hydraulic Valve Lifters *Valve Seat Inserts ° Jet 
Engine Parts *RotorPumps © Motor TruckAxles * Permanent Mold Gray lronCastings *Heater-Defroster Units *Snap Rings 
Springtites «Spring Washers «Cold Drawn Steel Stampings *Leaf and Coil Springs Dynamatic Drives, Brakes, Dynamometers 
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Travelers of the night, fast milk tank trucks bring 
in more than 90% of all the milk consumed in urban 
centers. 


Theirs is a service demanding performance. . . 
dependability ...where delays or breakdowns can- 
not be tolerated. It’s a job made to order for Macks. 


Tonight and every night, in clear weather or foul, 
on dry roads or roads glazed with ice, more than 
5,000,000 quarts of milk will be trucked into the 


New York metropolitan area alone. 


To keep this ocean of milk flowing, the haulers’ 
first choice is Mack . . . as it has been for a quarter 
of a century. 


Preference for Mack has become a tradition in 
milk hauling. And new B Series Macks with famed 
Mack Thermodyne® Diesel or gasoline engines are 
winning outstanding acceptance in this exacting, 
high-performance, high-mileage service. 


MACK TRUCKS, Empire State Building, New York 1, N. Y. 
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THE NEILKY Way 


Whatever your hauling job may be, 
you couldn’t have a better guide than 
the experience of these operators who 
do a major share of the milk hauling 
into New York City. All use Macks. 
Many have been relying on Macks 
since the early days of truck transport. 
Adler's Creamery—Bronx, W. Y. 

Adler's Dairy—ft. Plain, W. Y. 

Babylon Milk and Cream Co.—Lindenhurst , W. Y. 


Ralph Beyer—Schenectady, WN. Y. 
Beyer Trucking Co.—Schenectady, W. Y. 


C & E Trucking Corporation—Rhinebeck, W. Y. 
Robert H. Carr-—Malvern, Penna. 

Burton Coons—Tivoli, N. Y. 

Dairy Express Inc—ft. Edward, W. Y. 


Dairymen's League Co-op Association—New York, N. Y. 


Herman R. Ewell—Lancaster County, Penna. 

John S. Ewell—Lancaster County, Penna. 

Fair Play Trucking Co., inc—Brooklyn, WN. Y. 

Farm & City Trucking Corporation—Hyde Park, W. Y. 
Gilnack Trucking Co., inc—Hyde Pork, W. Y. 
Glennon's Milk Service, Inc—West Chester, Penna. 
Gold Medal Farms, inc—Bronx, W. Y. 

Green's ice Cream—Schenectady, Hi. Y. 

H & M Trucking—tittle Ferry, W. J. 

M. L. Horris—fultonville, H. Y. 

Edwin N. High—Loncaster County, Penna. 
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lrona Creameries—Plattsburg, W. Y. 

La Maina Truck Renting Co., Inc—Brooklyn, Ui. Y. 

Henry Leswing—Rochelle Pork, W. J. 

Lynch Bros.—New Hampton, W. Y. 

M & W Transportation Company—Central Valley, Ht. Y. 
Marcus Trucking Company, Inc.—Monroe, W. Y. 

Markson Sales & Trucking, inc—Middletown, Kt. Y. 

i. L. & F. McBride—Goshen, Wi. Y. 

Palmer Transfer—Moscow, Pennsylvania 

Pennsylvania Petroleum Transportation Co.—Philadelphia, Pa. 
Marshall Pombrio—Plattsburg, W. Y. 

H. H. Senger—Smyrna, Del. 

Mona Terry—Saratoga, WN. Y. 

Turco Milk Transportation Company—Highiond Mills, WY. 
Leland Tuttle—Dethi, W. Y. 

Van Rompaye Trucking Corporation—Chester, W. Y. 





FAST SERVICE, with the National printed, itemized receipt builds 
good will and customer satisfaction at this busy service station. 


“My CValional System 
saves us *2400 a year... 


pays for itself every 11 months!” 


—Frank Berger, Frank’s Standard Service, St. Petersburg, Fla. 


“I am sorry we did not install a 
National System earlier,’ writes Mr. 
Berger. ‘““‘We have been using a 4- 
drawer departmentizing National 
Cash Register almost a year now. In 
that time it has provided us with con- 
trol we never before thought possible. 

“For us, the special advantage of 
our National is the fact that each 
attendant has his separate cash 
drawer and printed sales total. Placing 
responsibility this way means greater 
care in handling of money. Our regis- 
ter will furnish us, at any time, 
information enabling us to know im- 
mediately the sales total for each 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


attendant, and the sales totals for 
each of seven different departments 
as well. Having this information 
ready whenever we want it gives us 
firm control over our business. We 
make a substantial saving by the 
avoidance of former cash shortages. 
Further, our National System stopped 
mistakes in addition since multiple- 
item sales are added mechanically. 

““We estimate our National System 
saves us a total of $2,400 a year. 
That means it pays for itself every 
11 months!” 

Savings such as these are by no 
means unusual in service stations 


949 OFFICES IN 94 COUNTRIES 


where tight control and profit-making 
information are provided by a Na- 
tional System. For the full story on 
how much a National System, espe- 
cially adapted to the needs of your 
station, will save you—call your 
nearby National representative. His 
number is in the yellow pages of 
your phone book. 
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Ss Money Making Ideas 


§ Any kiddies in the neighborhood? They and their parents 
will be around on grand opening day for General Petroleum 
dealers who have arranged to have “Peggy” on hand. Peggy 
(from Pegasus) is a mechanical Flying Red Horse, one of a 
“herd” provided by General Petroleum, as an added attrac- 
tion for new station openings. it can be loaded on a special 
trailer and moved about from station to station 


$ 


It’s a good thing for your dealers to 
get their men together for periodic 
meetings. This is Esso Standard’s ad- 
vice to dealers to make meetings click: 
Tell the men well in advance, of the 
time, place and subject matter. En- 
courage them to be ready with ques- 
tions. Pick a time convenient for all 
and a comfortable, pleasant place. Get 
set to answer gripes and to welcome 
good suggestions. Lead the men to 
participate by tossing in questions. 
Don’t run over two hours. 


$ 


At very slight expense, a General 
Petroleum station in Phoenix, Ariz., 
earned the thanks of local motorists. 
To help drivers learn new rules about 
one-way traffic on downtown streets, 
the station proprietors—John, Al and 
Tony Mangino — printed dashboard 
stickers listing streets recently con- 
verted to one-way traffic. 


$ 
A dealer in Buffalo, N. Y., makes 
sure that every man in his station, 
even those newly hired, can call an 
old customer by name. He keeps a roll 





of gummed, perforated labels on hand. 
He prints the customer’s name on a 
label, then sticks it on the gas tank 
cap. And the device helps in quick 
identification, if a new man forgets to 
replace a cap. 


$ 


Now that all batteries are mounted 
under the hood where it gets hot, 
there’s more expansion and contrac- 
tion of the hold-down bolts. In time 
these may loosen. It helps to cut some 
strips of inner tube about 2 in. wide 
and place them under the ends of the 
battery, cross-wise of the cradle. That 
will take up any play that may develop. 


$ 


Nobody forgets to check oil at Bob 
Hansen’s Union Oil station in Yakima, 
Wash. “OIL” in jumbo capitals is 
spelled out by means of decals on the 
cover of his pump island cashbox. 
The reminder boosts his oil ratio three 
ways: His men remember to check the 
oil more often, they remember to 
make a record of oil sales and they 
remember to collect for the oil. 
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$ A mobile school takes on-the-job training right to the sta- 
tion for dealers of American Oil Co., Shell jobber of Nashville, 
Tenn. The 32-ft. trailer (complete with movie projector and 
other training aids) and staff of trained station management 
teachers will visit each of this jobber’s 55 outlets. The school 
at each station from one to two weeks, or until 
each station employe is thoroughly trained 


$ 


Among a dealer’s best customers 
are those who have him pick up and 
deliver their cars. So he won’t forget 
to go for a car at the agreed time, an 
Esso dealer in Vermont writes the 
time on a pad, then places an alarm 
clock beside the pad, set to go off. 
Whoever makes the pickup resets the 
alarm for the next job. 


$ 


How long a uniform stays clean de- 
pends on the work habits of the man 
who wears it. Same with clean hands. 
Shell Oil of Canada suggests to dealers 
the use of a spoonful of motor oil 
rubbed into the hands and wiped off 
with a clean cloth. And fender covers 
protect clothes as well as the car. 


$ 


One way to draw tourist trade into 
your stations is to have them specialize 
in road information. Dealer Don Tay- 
lor of Spanish Fork, Utah, has a large, 
simplified map of his entire area on a 
heavy iron standard, mounted on the 
driveway. It’s off to one side where 
customers can study it without block- 
ing traffic. a 
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DALLAS 
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SAN NEHGS 


SOUTHWEST 


FOUR DIVISIONS serve Humble’s market. Map shows headquarters REFINERY capacity of 282,000 b/d makes it one of the 


cities and site of Baytown refinery, supplier for shaded area largest in U. S. Plant is operating at 80.5% of capacity 


The Best of Everything! 


Texas, with a cattle population of 9,260,000, is 


, * 
farst for cattle! Practically every breed is . 
represented on Texas farms and ranches . . » 





Texas is =f number of sheep, first in goats. 
M 


IT TOOK: Forward planning—new and 
improved sales tools—high standards 
of quality—comprehensive public 
relations—plus appeal to Texas pride 


fF . ae 
y 


rays Humble Oil & Refining Co. climbed 


* from fifth to first place in Texas gaso- 
In Texas, first for performance- line sales after World War Il. It has 
Stayed at the top for three years. And 
now it is getting an even firmer grip 
on the market by expanding its opera- 
tion in the western and Panhandle 
areas. 

Consumption of Humble products 
this year has been running about 2.6% 
higher than 1953, says a company 
: Official. He sees this rate of increase 
Fewer grou gnk sy s oo continuing through 1955. 
ta Ww aor pe “ HUMBLE O1L & REFINING COMPANY | “SS er ee Further evidence of Humble’s 
wars iam. An you' growth can be seen in these facts: 

—It sells nearly five times as much 
gasoline today as it did in 1945—-prob- 
ably more than 530 million gal. this 
year. 

—lIt enjoys 16% of the market. It 
had 7% when it began its drive for 
sales leadership. 

—One out of every six cars on 
Texas highways uses Humble gasoline. 











HUMBLE ADS emphasize appeal to fa Lone Star pride. This 
ene for gasoline and batteries mentions Texas seven times 
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REFINERY PRODUCT lines go to terminals at Dallas-Fort Worth 
(photo), North Houston, Hearne, Waco, Austin, San Antonio 


PRODUCTS near the end of their journey to the retailer at 
Humble bulk plants like the typical installation shown above 


How Humble Oil Got There 


The ratio was one in 16 in 1946. 

Humble put these factors together 
to reach the top: 

e Forward Planning. Humble antic- 
ipated economic conditions and Texas 
growth during World War II and 
developed its plans before conditions 
changed. 

e New and Improved Sales Tools. 
Training programs were developed for 
marketing and service station person- 
nel. Behind them were alert manage- 
ment and an aggressive sales promo- 
tion and advertising campaign. 

© Quality Standards. Humble con- 
tinually has stressed top quality, both 
in its products and in its services. 

e Public Relations. Humble has 
achieved a reputation for its good 
public, employe and community re- 
lations program. 

e Texas Pride. A campaign, stress- 
ing the “made in Texas” label enabled 
Humble to appeal to the intense pride 
and loyalty of Texans. 

Yet the Houston company has 
achieved its sales growth by taking 
successively larger bites of the expand- 
ing Texas market rather than by in- 
roads on competitors. Companies 
that Humble left behind in the gasoline 
sales race when it leapfrogged from 
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fifth place in 1945 to first in 1952 all 
have boosted their gallonages during 
the same period. Today the Texas 
market buys 174 gal. for every 100 
it bought in 1946. 


PLANNING 


Humble was not aggressive in the 
prewar Texas market because of the 
difficulty of competing profitably with 
the small interior refineries. Catalytic 
cracking, introduced during World 
War II, made it clear to company 
Officials that the “cat” cracker at its 
Baytown refinery, then working full- 
time for the war effort, could solve 
this problem when peace returned. Its 
Baytown refinery, one of the largest, 
most modern in the country, has a 
capacity of 282,000 b/d. 

Then, Humble’s “top brass” saw the 
value of being able to come out as 
soon as the war ended with quality 
products for a quality-hungry motoring 
public. 

Saw Trend—These Humble planners 
also could see a developing trend to- 
ward decentralization of industry. 
They foresaw that more and more 
plants would be built in the South and 
Southwest—particularly in Texas. 

With this industrial growth, they ex- 
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TEXAS MOTORIST is final goal. Here is scene at opening of a 
new Humble outlet, one barometer of steady retail expansion 


By MARVIN REID 
NPN Southwest Editor 


pected a substantial increase in popula- 
tion. They also foresaw further 
mechanization at farm and ranch as 
the rural labor force previously avail- 
able migrated to the cities and indus- 
trial plants. 


When the war ended, Humble 
planners put their ideas into operation 
—offering top-flight oil products. 


Having the production capacity, the 
company looked in its ranks for a 
man who could “move” that produc- 
tion through the stations into the cars 
that rolled on the state’s network of 
highways. It found that man in Frank 
A. Watts. 

Fills Sales Post—Watts, a native 
Californian who had been with 
Humble since 1919, went into the 
then newly-created position of general 
sales manager in 1945 and has been 
directly responsible for the operations 
of the sales department since. The 
tax-paid gallonage figures in the table 
on p. 122 show how successful he has 
been in getting Humble to the top 
spot—and keeping it there. 

Humble reorganized its marketing 
setup after the war by creating four 
divisions: Southeast, with headquarters 
at Houston; Northwest, with head- 
quarters at Dallas; West, with head- 
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BEHIND HUMBLE operation, which has carried it to first place 
in Texas gasoline sales, is an extensive training program. Here 


IN THIS COURSE, driveway salesmen are receiving first hand 
comprehensive training in effective lubrication 


quarters at Abilene; and Southwest, 
with headquarters at San Antonio. 

These four divisions supervise more 
than 100 bulk stations and nearly 
2,600 retail outlets, most of which are 
dealer-operated. About 65% of the 
marketing operating is direct—whole- 
sale or bulk plants operated by com- 
pany personnel—with the rest going 
through commission agents and two 
jobbers. 

About 50% of gasoline deliveries 
are made direct from refineries and 
pipe line terminals to the service 
stations. 

On Top—Aill this gave Humble a 
head start on its competitors in Texas. 
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Sales increased, and late in 1951 the 
company reached first place. Tax-paid 
gallonage figures (p. 122) from 1945 
through seven months of this year tell 
the story. 

And in addition to The Texas Co., 
Gulf Oil and Magnolia Oil, Humble 
is competing against Sinclair Refining, 
Phillips Petroleum, Continental Oii, 
Premier Oil & Refining, Shell Oil, 
Standard of Texas and Cosden 
Petroleum. 

The Texas market today consists of 
more than 8,500,000 people, 3,373,000 
motor vehicles, and 281,616 tractors. 

Right after the war, Humble started 
out on its big expansion program. 


J. H. Moore, merchandising manager for Humble’s Southwest 
division, conducts a management conference course 


WAY TO TEACH battery handling is explained by Service 
Station Management course participant to another manager 


A products pipe line was laid from 
the Baytown refinery to northeast 
Texas, with terminals dotting an area 
in which about 57.7% of the state’s 
population is concentrated. This area 
includes 88 of the state’s 254 counties, 
with a population of 4,912,100. 

But quality products and expansion 
programs alone cannot be given all the 
credit. The quality products angle was 
simply the tool the sales force used. 


TRAINING 


Station management training, al- 
ways has been high with Humble. 
(Continued on p. 122) 
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Because contractors measure fast, sure starts in dollars... 


Caterpillar: uses GLOBE 


batteries for CAT-built machinery 


... and that’s important news to 
Private Label marketers who 
want batteries that can take it... 


Why do Globe-built batteries sell faster 
and easier? 

Because they actually do provide 
longer life, more dependability. 

Caterpillar has been making rugged, 
track-type machinery for 50 years. Bat- 
teries in CAT-built machines have to be 
able to withstand heavy pounding under 
all conditions — all types of weather. 


i” iar a 


Congratulations! 


# iis 





Experience gained by Globe-Union en- 
gineers working with heavy construction 
machinery has naturally benefited to- 
day’s Globe-built automobile batteries. 


That’s why Globe batteries offer 
motorists better performance and more 
value for their battery dollar. When 
you sell Globe-built batteries — 
under the “Spinning Power” 
or a private label — you 
can be sure that you 
sell the best. 


Pin: fol 


* A age ite 






















| Y merchandising 


(continued from p. 120) 

Points on how to give good service 
were stressed in training programs 
conducted right after the war. These 
programs generally were of the visual 
type, with films, slides and charts. 

Saw Change Coming—But prior to 
1951 training of station personnel was 
not stressed as it is today. 

“As far back as 1951, we could see 
that the day wasn’t too far distant 
when we would be going from a 
seller’s market to a buyer’s market,” 
Watts says. 

“We knew that we had a lot of 
boys in our stations—and in our bulk 
plants and on our company sales staff 
—who had never been in such a 
market. They were used to a seller’s 
market. 

“So we knew we had to teach these 
people, prepare them for the transi- 
tion period. 

“We used all channels of communi- 
cation to determine what program 
would be best suited for our needs, 
and finally decided on the conference 
type.” 

This training program was started 
about two years ago. At first, it was 
for people like bulk plant agents and 
company salesmen. Top management 
in each of the company’s four sales 
divisions acted as conference leaders. 

Still Going—tThis is a continuous 
program, like another for service sta- 
tion managers, and is still in progress. 
It is a five-week program of 11 con- 
ferences, dealing mainly in techniques 
of selling and development of good 


How Humble Grew in Texas Market 
(Gallonage in 000) 


HUMBLE 


% 
State 
Gal. Market 

110,946 7 
185,905 10 
245.258 11 
318,907 14 
372,535 °° 15 
405,076 15 
443,294 15 
490,065 16 
517,892 16 
305,182 16 


Year 


1945 
1946 
1947 
1948 
1949 
1950 
1951 
1952 
1953. 
1954* 


*Figures for first seven months. 


relations—with the public generally 
and customers specifically. 

The program also is designed to 
obtain the utmost co-operation be- 
tween supervisors and those at the 
“doing” level. It tries to provide the 
people at the supervisory level with 
the material their men are looking for. 

This program, in turn, evolved into 
the service station management pro- 
gram. 

To inaugurate this, Humble sent out 
questionnaires to each man selling at 
retail asking what type of program 
would be beneficial to them. Several 
hundred replies were received and 
tabulated. Meetings were held with 
managers in the four divisions. 

Missionaries —— Then the program 
was written up and tested. A selected 
group of field people was brought in, 
trained and sent back to spread the 
word in the field. 





MASTER’S NEW OIL DISPLAY STAND 
ATTRACTS OVER-AGE CARS: 


A Master’s Modern Display Stand 
is one of your best ways of reach- 
ing the over-age car owner. 


Write for details today! 


INVITES 


This all metal 12-dispenser Stand is as mod- 
ern as the newest station; fits neatly on 
catwalks; is easily handled. . . Featured in 


*14,000,000 — 25% —or 
1 out of every four cars 
in use today, is ten 
years old or older. 


HERE IS YOUR 
BULK OIL MARKET! 


ADDITIONAL PROFITS 


cream and hammer-tone blue baked enamel 
finish. 


MASTER 


MFG. &. EQUIPT. CO., Inc., Box 87A Litchfield, Illinois 


TEX. 


AC 


State 

Gal. Market 
282,556 
357,987 
395.781 
403,310 
419,294 
430,430 
452,023 
457,882 
465,217 
284,650 





oO GULF MAGNOLIA 


%o % % 
State State 
Gal. Market Gal. Market 


19 201,285 13 226,411 15 
259,782 14 289,872 15 
283.844 13 313,486 
295,391 13 317,579 
312,238 13 324,279 
359,226 13 326,957 
383,794 13 327,997 
401,887 13 334,401 
397,444 12 335,893 
224,178 12 195,814 


This program is a consistent success. 
Because they are in the field, the con- 
ferences are restricted to small groups. 
The company considers this an ad- 
vantage. 

Humble has another training pro- 
gram—a correspondence course for 
the driveway salesmen—which also is 
meeting success. It is comprised of 
six different sections, with multiple- 
choice question sheets. When the 
trainee fills one of these and sends it 
in, the company returns it to him with 
an answer sheet, showing why his 
answers are correct or incorrect. 

More than 4,000 driveway sales- 
men of Humble products are taking 
this course. 

Four Schools—In addition to these 
programs, Humble trains personnel at 
four service stations. Most of its 
dealers and service station agents have 
come from these stations—at San 
Antonio, Houston, Dallas and Abilene. 

One of the biggest reasons Humble’s 
retail people accept and participate in 
these various training programs, 
Humble’s sales promotion group be- 
lieves, is that they are allowed to have 
a hand in setting them up. 


PROMOTION 


Sales promotion provides the “skele- 
ton” of a new program, then submits 
it to the retailers in the field. They 
“toss the skeleton around,” and more 
or less work out their own program. 

“When they get through,” a sales 
promotion official says, “they feel they 
have a program they helped design. It 
is a lot easier to get them to participate 
then than it is to try to cram a pro- 
gram, no matter how good, down their 
throats.” 

Public Acceptance—How Humble 
has gone about building a top name 
in Texas is a story in itself. Many 
people feel this public acceptance, 

(Continued on p. 127) 
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Martin D. Ghotlos of Pitts- 
burgh, Pa. (right) and friend 
admire a “grandfather” battery 
equipped with U.S. Peerless 
Separators. 


10% years of constant service 
make this battery a Methuselah. 
Its owner finally “retired” it 
because a slight crack had de- 
veloped near the positive post. 
But the battery was still giving 
trouble-free service under all 
operating conditions. How come? 


Well, the battery was equipped 
with U.S. Peerless Microporous 
Rubber Separators, made by 
United States Rubber Company. 
These are so durable that they 
will actually outlast the plates. 


UNITED STATES RUBBER COMPANY 


Electrical Wire and Cable Department « Rockefeller Center, New York 20, N. Y. 


~~ = 


10% YEARS OF CONTINUOUS SERVICE... 


thanks to U.S. Peerless Microporous Rubber Separators 


They are unaffected by over- 
charging, heat, battery acid or 
plate pressure. And because 
Peerless Separators have high 
porosity, they deliver in cold 
weather 20% more cranking 
speed and 10% more starting 
power when needed most; in hot 
weather, there is protection from 
overcharging. 


The sure-fire way to build and in- 
crease battery sales is to stock 
and sell batteries equipped with 
U.S. Rubber Peerless Separators. 
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TOTHE TOP 


Introducing... the sensational new - 


TURBO-ACTION 

































Dear Champion Dealer: 


Champion again makes automotive history with the Turbo- 
Action Spark Plug — greatest forward step in spark plug engi- 
neering since the Champion 5-ribbed aluminum oxide insulator. 

Champion Turbo-Actions are the spark plugs in your future 
as a motorist and as a dealer. 


Turbo—Actions overcome the Number I problem of modern 
high compression, high horsepower engines: fouling at prolonged 
low speed driving and preignition at high speed. And they clear 
the way for higher compression and horsepower in future engines, 
as their heat range is extended to the widest limits in 
automotive history. 


Turbo—Action Champions are so good they have been selected 
as standard equipment on the new Ford Thunderbird. And other 
leading manufacturers soon will announce them as standard 
equipment in 1955 models. 


Please remember that Turbo—Action Champions, because of 


their 18 mm. thread size and exclusive gasketless seating, can 
be installed only in those ultra-modern engines designed to 
use them. Your customers' present cars will continue to give 
their best performance with standard Champions - - the world's 
most popular spark plugs. 

Champion Turbo—Action Spark Plugs are another convincing 
example of the ability of Champion research and engineering to 
meet the needs of its dealers, the automotive industry and the 
motoring public. The best comes first from Champion! 























Sincerely, 
This national advertisement at the right will appear in 


COLLIER’S, LIFE, LOOK and THE SATURDAY EVENING POST. 


SPARK PLUG COMPANY, TOLEDO 1, OHIO 
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CHAMPION 
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IN THE 
NATION 


spark plugs in your future 


CHAMPIONS 


FORD THUNDERBIRD 


The New Personal Car with the Sports Car Flair 
Features the Spark Plugs in Your Future, 


NEW TURBO-ACTION 





CHAMPIONS! 


The Spark plug in your future is definitely the new 
Turbo- Action Champion which powers the mighty 
inderbird 


So superior is the performance of this new Champion in 
the very latest design, high-output engines that other 
leading automobile manufacturers soon will follow the 
Thunderbird in adopting it as standard equipment 


Besides overcoming the number one Problem of modern 
high compression engines fouling at continual low. 
speed driving Turbo-Actions clear the way for higher 
compression, higher horsepower engines of the future 





Because of their new Seating design and larger thread 
size, Turbo-Action Spark Plugs will fit only those new 
engines designed for them 


Your present car, however, will continue to give you 
top performance with regular standard Champions 





Greater ¢ learance in the firing end permits 

turbulent gases to keep the insulator free 

fh I de 

Persare one in which psngty Sem Sle inte sy it fest choice of motoriats 
- s k remain erywhere yesterday’ today’, row’ 

ate efficiently, is extended to the widest firmly fixed and accurately Bee wnye for ays, y's, and tomor : 

limuts in automouve hastory im the combustion chamber. motor cars. 


AVANABLE AT ForD AND OTHER CHAMPION DEALERS CHAMPION SPARK PLUG COMPANY, TOLEDO 1, OMI0 
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Above: Washable uniform of 90% “Orion” and 10% 


rayon, made by Sweet-Orr & Co., Inc., New York, N. Y. 


Uniforms made with ORLOWN’ keep you 


ACRYLIC FIBER 


looking neat—at low cost 


Looking neat all day long is a lot easier 
when you wear a uniform made with 
“Orlon”’. And since appearances are im- 
portant, you can see why more and more 
station attendants are wearing them. 
These men report their uniforms of 
“Orlon” holda press through any weather 
... area big economy because they’re so 
easy to care for, so durable. 
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“Orlon” acrylic fiber can make regular- 
weight, year-round uniforms washable 
. and require little or no ironing. 
“These uniforms thrive on rough wear— 
even resist battery acids,” they tell us. 
For more information about these 
smart, truly practical uniforms, check 
your distributor or write us for descriptive 
folder ““Uniforms made with ORLON”. 


Du Pont Company, Room 2522, Ne- 
mours Blidg., Wilmington 98, Delaware. 


REG. U. 5. PAT. OFF 


Better Things for Better Living ...through Chemistry 


Du Pont makes fibers, not fabrics or garments. 
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(Continued from p. 122) 


more so than anything else, is the 
reason Humble is where it is today. 

Top-management level of Humble, 
since its formation in 1917, has sold 
it to the people of the state as a 
“Texas institution”—a Texas company 
marketing only in the Lone Star State. 

Company employes — over 17,000 
of them—make themselves available 
for community projects whenever pos- 
sible. 

There is a saying around Humble 
that each of its employes is a public 
relations representative. This is partly 
the result of a liberal employe rela- 
tions program. 

In addition to co-operation and 
teamwork among employes, this same 
spirit can be found at the retail stations. 

Humble makes a big show of open- 
ing new stations—it opened 106 last 
year. These events are approached 
with the idea that “as opening day 
goes, so goes the station.” 

Full Turnout—Some of the com- 
pany’s sales staff probably will be on 
the driveways on opening day. 

Operators of other stations in the 
neighborhood also drop by to help out. 
Truck drivers working on a 40-hour 
week can be found at new station 
openings on Saturdays. 

The company’s advertising program 
also is a large one, highlighted by its 
annual sponsorship of all Southwest 
Conference football broadcasts. 
Humble also has a weekly half-hour 
television show, shown throughout the 
state, plus a hefty newspaper, billboard 
and radio advertising program. 
Throughout its advertising, Humble 
uses the familiar “Esso” trademark. 

In its advertising, the company 
stresses its quality products plus clean- 
liness and friendliness at its stations, 
which are painted buff, trimmed in 
red and white. 

Three travel bureaus are main- 
tained by Humble — at Houston, 
Brownsville, and Laredo—as a public 
service. 


EXPANSION 


Currently, Humble is engaged in a 
service station modernization and con- 
struction program. This year, as in 
the past two years, the Texas marketer 
is accelerating this modernization of 
existing outlets. 

But it is not falling behind on the 
opening of new stations, either. In 
1954, Humble expects to open a large 
number of new outlets. 

Of the 106 stations opened last year, 
about 70 were built by outside parties, 
including banks and individuals, in- 


terested in investing funds for long 
terms. The company rented these 
stations under long-term leases. The 
others were built by Humble with its 
own funds. 


Humble’s state-wide operations are 
directed from its home office in Hous- 
ton. Toa nine-story building erected 
at Main and Polk during 1919-1921, 
the company added a 15-story addi- 
tion in 1934, and later a smaller addi- 
tion. 


HISTORY 

Today’s Humble Oil & Refining Co. 
traces its lineage back to the Humble 
Oil Co. (organized in 1911), not too 
long after the first real oil find in 
Texas. 

It owes its name to a small town 
some 30 miles northeast of Houston 
where, in 1905, a major oil field was 
discovered. The town of Humble, in 
turn, takes its name from a former 
justice of the (Continued on p. 131) 








“Best way I’ve found 
to sell auto lamps” 


You'll say the same thing when 
you see what the Tung-Sol Auto Lamp 
Merchandiser does to pep up your lamp 
sales. You'll have your lamp stock in 
one easy-to-get-at location—no loose 
boxes scattered over your shelves. The 
time you save and the extra sales you 
get because customers have been re- 
minded of lamps they need, will make 
the Tung-Sol Lamp Merchandiser one 
of your most valuable sales aids. 


On top of all that, the beautiful plastic 
cabinet costs you not a penny when 
you order the assortment of 100 Tung- 
Sol Auto Lamps—all the popular num- 
bers you need for everyday service. 
(You'll find such a variety of uses for 
the handy cabinet that you will want 
as many of them as you can get.) 


Lamps are an.important part of your 
TBA program and the Tung-Sol Lamp 
Merchandiser is just what you need to 
make more sales—and more happy cus- 
tomers with safely lighted cars. 
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TUNG-SOL AUTO LAMP 
MERCHANDISER /100 





This is the #100 lamp assortment 
packed with the 
TUNG-SOL merchandiser 
10 Type 51 10 Type 1129 
20 Type 55 20 Type 1154 
30 Type 63. «10 Type 1158 


TUNG-SOL ELECTRIC INC. 
Newark 4, WN. J. 


Sales Offices: Atlanta, Chicago, Columbus, Culver 
City (Los Angeles), Dallas, Denver, Detroit, New 
ark, Philadelphia, Seattle 


Tung-Sol makes All-Glass Sealed Beam Lamps, 
Miniature Lamps, Signal Flashers, Picture Tubes, 
Radio, TV and Special Purpose.Electron Tubes and 
Semiconductor Products 
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nylon. Jon tire at 
Costs put yittle more 
ye sves suc amazing 
oming @ top gelier! 
truckers 


a stronger 
tread and the 


£ 
rib desig™- 


* Ask 

an 
D y Kell 
ealer about SEPA 


Nove 
mber, 1954 + NA 
NEWS 





‘or BUTLER .. (} 4 
We | iG C F 


gallons a day than 
old-fashioned units,” 


says Mr. E. A. Roehling, President 
Liquid Fuels Company, Chicago, Illinois 


“Our Butler truck tank helps us make more deliveries per mile 
of travel,’’ says Mr. Roehling. 


“Its big, 1800-gallon capacity means less backtracking to re- 
load. And its short design enables my drivers to get through 
tight ‘“‘T’’ alleys without backing. The handy rear controls cut 
time on every stop. Drivers can deliver from either side, too. 

‘Butler delivered this truck tank from stock— mounted and 
ready to go in just four days after we furnished the chassis.” 

A Butler route-matched fuel oil truck tank can deliver more 
gallons per day with each truck and driver on your routes. 
Write today for complete information. 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 
i, 954 Sixth Avenue, S.E., Minneapolis 14, Minnesota 
$. % 913 Avenue W, Ensley, Birmingham 8, Alabama 
"Eg prow Dept. 54, Richmond, California 


Another superior Butler fuel oil tank— 
the 1500-gallon Suburban—combines 
streamlined appearance with short design. 


Manufacturers of Oil Equipment ¢ Steel Buildings * Farm Equipment * Dry Cleaners Equipment ® Special Products 
Factories located at Kansas City, Mo. * Galesburg, Ill. + Richmond, Calif. + Birmingham, Ala. * Minneapolis, Minn. 
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GASOLINE PRICE boost last year was ex- 
plained by Humble on television. TV 
director and announcer (above) are dis- 
cussing chart used in the presentation 


(Continued from p. 127) 


peace, Pleasant Humble, who lived in 
that area years ago. 

Chartered in 1917— Humble Oil 
Co. became Humble Oil & Refining 
Co. in 1917, when it received its state 
charter, as a result of a merger with 
other oil companies and partnerships. 
These included the Paraffine Oil Co., 
Schulz Oil Co., Ardmore Oil Co., and 
Globe Refining Co. 

There have been no reorganizations, 
but capitalization has been increased 
from 82,000 shares with a capital 
value of $8.2 million in 1919, to 36 
million shares representing a capital 
value of $75 million in 1951. 

In February, 1919, when Humble 
doubled the number of stock shares 
authorized, half of them were sold to 
Standard Oil Co. of New Jersey, who 
bought them as an investment. It was 
agreed that Humble would continue to 
be managed independently by its own 
directors—and it has. 

The sale provided an important 
market outlet for Humble and also 
offered the New Jersey company a 
potential source of crude oil and re- 
fined products. Standard of New 
Jersey subsequently increased its hold- 
ing to 72%, and recently announced 
that it would seek to increase that to 
80%, as the minimum required to 
permit consolidation of Humble and 
Standard of New Jersey income tax 
returns. 

Another yardstick that can be 
applied to Humble’s growth is the 
number of wells it has in production. 
In 1917, Humble had 217 wells and 
a daily crude oil production of 9,000 
bbl. By the end of 1950, it had 
10,294 wells and a refinery capacity 
of 282,000 b/d. 

Among the important fields in which 
the company has participated are 
Mexia, Powell, Racoon Bend, Sugar- 
land, East Texas, Conroe, Thompsons, 
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Tomball, Anahuac, Tomconnor, Web- 
ster, Seeligson, and Hawkins, all in the 
Lone Star State. 

In 1943, Humble established the 
first production of crude oil in Florida. 
Other “foreign” production includes 
Louisiana, New Mexico, Mississippi, 
Alabama, and California. 

Pipe Lines— Humble had three 
miles of pipe line at Goose Creek in 
1917. But in 1950, through its 100% - 
owned subsidiary, Humble Pipe Line 
Co., the company had 3,367 miles of 
gathering lines and 5,987 of truck 
lines to all important producing areas 
in Texas and Southeast New Mexico. 
Operations expanded further in June, 
1950, with completion of a new 18- 
inch direct line from West Texas to the 
Gulf Coast. 

Humble’s Baytown refinery con- 
struction program began in 1919. The 
company already owned a small re- 
finery at Humble. The Baytown 
operation was planned originally as a 
lube plant, with a capacity of 10,000 
b/d. As the Baytown refinery became 
an important cog in the company’s 
operation, a number of smaller re- 
fineries in the interior were closed 
down. Also closed down in 1945 was 
a refinery Humble had built in 1928 
at Ingleside, near Corpus Christi. 
Ingleside’s initial capacity of 12,000 
b/d had increased to 31,500 b/d by 
1945. It was shut down because it 
could not make the quality products 
demanded in the post-war period. 

War Supplier— During the war, 
Humble had its refineries producing 
100-octane avgas, toluene for ex- 
plosives, Butyl rubber, and butadiene 
for synthetic rubber. Its Baytown 
ordnance works alone produced nearly 
half of the toluene for explosives in 
World War If. The company still 
operates government-owned butadiene 
and Butyl rubber plants at Baytown. 

Looking Ahead—Humble has more 
than 600 employes devoting full time 
to research work on which it spends 
between $5 and $6 million per year. 
More than 300 of them are working in 
a new research center in Houston that 
Humble dedicated in September. 

At the new center, Humble is con- 
tinuing its work on problems of find- 
ing and producing oil. Its exploration 
research seeks to advance the search 
for new oil reserves to meet present 
and future needs. Product research 
deals with problems of drilling for oil, 
bringing it to the surface, and develop- 
ing fields so that the greatest amount 
of oil will be recovered. 

At the same time, research on prod- 
ucts and refining is being carried on 
at the Baytown research center 
Humble opened in 1951. al 
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PETROLEUM 
PRODUCT SALES 


Boost TBA Profits 


WITH THE 


COATS 


IRON TIREMAN 


Does more work... 


yet costs only 


$109.50 


f.o.b. 
Fort Dodge, lowa 


Ic’s a fact that more gas, oil, and grease is 
sold by service stations who do a big TBA 
business. That's because these stations N’'T 
send their petroleum product customers “down 
the street’’ for TBA services motorists need . 
like good tire service. Over 30,000 service sta- 
tions from coast to coast use the Coats Iron 
Tireman to x tire service at 2 good 
oat throu, savings in time and back- 

reaking work. ‘Tires go on and off the rim in 
30 seconds without beating, pounding, heavy 
— wrestling. And stations who make them- 

ves good tire service headquarters get the 
MOST. the BEST chances of selling new tires, 
recaps, snow tires to step up TBA profits. 
WHY SERVICE STATIONS CHOOSE THE 
IRON TIREMAN OVER ALL OTHER TIRE 

CHANGERS COMBINED 


® More Convenient. Quick, easy foot pressure 
clamps tire securely. 

® Simpler. Anyone can operate 

e — F panee, take-off tools. Handier bead 


eat al ALL THE MONEY MAKING FACTS 
NOW. WRITE TODAY FOR FREE LITER 
ATURE, COMPLETE INFORMATION 


JACK P. HENNESSY SALES CO. 


Tubeless Tire Specialists 


12 DEPOT SQUARE 
ENGLEWOOD, NJ. 


MANUFACTURED BY 


COATS COMPANY 


FORT DODGE, IOWA 





or todays | 


HERE'S THE PAY-OFF! 
RESISTOR MAINTAINS 
WIDER SPARK GAP LONGER, 
ASSURES DOUBLE LIFE 





10,000-OHM RESISTOR “ 
IS THE SECRET OF 
AMAZING LONG LIFE 
PERFORMANCE 








FIRING 
SPARK 





Every spark is divided into 
two parts: 1) the advance 
portion which is most effec- 
tive in igniting the fuel mix- 
ture (shown in solid red); and 
2) the less effective “tail 
end” that damages by burn- 
ing away spark plug elec- 
trodes (shown above in 
broken red). 


RESISTOR 
CUTS OFF 
UNDESIRABLE 
ARC 


ve, 
Ren 





The Auto-Lite Resistor cuts 
off most of the less effective 
portion of the spark but al- 
lows all of the most effective 
portion to pass through to 
make possible smooth engine 
performance, fast pick-up 
and quick starts twice as 
long. 








‘LITE _ first spark plug 


high-compression engines 


Today’s spark plugs must be especially designed to meet extra heavy demands of more 
horsepower and higher compression. That is why Auto-Lite led the industry with the 
introduction and proved superiority of the Auto-Lite Resistor Spark Plug. 


The Resistor Spark Plug maintains vital spark gaps longer to give fullest power at low 
cost and to assure your car-owner customers smoothest performance, quick starts and 
fast pick-up. 

The satisfaction derived from such car performance comes back to you in terms of greater 
sales and profits. See your Auto-Lite supplier today for details on the best spark plug 
profit story in the industry! 


THE ELECTRIC AUTO-LITE COMPANY 
TOLEDO 1 Spark Plug Division 


AUTO-LITE AUTO-LITE 


the original equipment line the complete line 


RESISTOR STANDARD TRANSPORT 


The engineers who choose spark plugs Ignition engineered Auto-Lite Spark 

for many of America’s finest cars, Plugs are available in Standard, Re- 

trucks, tractors and boats specify sistor, Transport, Aircraft and Marine 

Auto-Lite . . . a huge ready-made types, both shielded and unshielded. 

market to boost your sales. There is an Auto-Lite Spark Plug 
for every job. 


AUTO-LITE 
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MORE OlL Fil: 


HIGHER OCTANE GASOLINE 


Here’s how 
TBA managers 
answer 

these questions 


as . . . 

















o—_—~ 


MORE 12 VOLT BAT = 


HOW 
WHEN TO STOCK2 





AORE TUBELESS TIRF* 


UCH TO STOCK? 


WHAT SERVICE EQUIPMENT TO GET? 
WHICH PRODUCTS TO CARRY? 


Oil Companies Plan for 1955 Cars 


Two big problems are facing 
oil companies as they get ready 
to meet the TBA requirements 
of 1955-model cars. 


Probably the biggest head- 
ache will be the necessity, in 
most cases, for increased TBA 
inventories. Then there is the 
question of the service station 
dealer’s financial ability to car- 
ry large inventories for the 
1955 cars along with TBA stock 
for the older models. 

In condensed form, here are the 
reactions of oil companies: 

Tubeless Tires—Opinion is divided 
on whether or not to increase im- 
mediately inventories at warehouse 
and service station level. Some say 
yes, it may be “overnight”; others say 


demand will come 6-9 months after 
1955 cars hit the market. 

Batteries—Dealers, in many cases, 
are “all set” to service the 12-volt 
battery (they have been standard on 
some models since 1953). 

Sales at the dealer level have been 
“slow.” Changes in new battery design 
for 1955 models will not be felt “for 
a full year after introduction.” 

Opinion was expressed that the dry- 
charge battery will be “universal” 
within two years. There are objections 
to the “many sizes” of batteries, caus- 
ing high inventories at warehouse and 
dealer levels. 

Spark Plugs—No change forecast 
in warehouse and dealer levels but 
quicker “turnover” expected. Demand 
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to be greater. Definite need for more 
data on servicing and installation. 
Objection by one TBA manager: Car 
manufacturers make spark plugs “too 
difficult” to replace, citing need for 
special tools on some makes. 

Oil Filters—No serious inventory 
problem. Situation with respect to 
demand and inventory levels same as 
with spark plugs. 

Power Steering, Power Brakes—Ser- 
vicing and repairing these items should 
be left in the hands of the car dealer. 


FINANCIAL LIMITS 


Some TBA managers express con- 
cern for the dealer and his financial 
ability to handle an increased inventory 
of new batteries and new tires plus 
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equipment to service and repair both 


e “Both these situations (tires and 
batteries) will result in higher in- 
ventories for everybody and will pre- 
sent a financial problem at the retail 
level. The efficient servicing of tube- 
less tires requires changing equipment, 
which will also entail an additional 
dealer investment.” 

e “In the past year we have intro- 
duced a plan of selling tire equipment 
on an attractive basis.” 

e “The average dealer will do well 
to go rather cautiously in his attempt 
to anticipate his customers’ require- 
ments. While we have set up suggested 
basic stocks for our stations, we have 
never included items which may be 
required in the future, but rather 
leave that to the discretion of the 
dealer. He then would include the 
products in his inventory as demand 
reaches his particular location.” 

e “We must forever keep in mind 
the limits of capital commitments for 
our dealers. The gasoline station is 
profitable only when the dealer can 
turn his stock. It is neither profitable 
for the dealer nor is it fair to him to 
provide complex lines that require his 
funds to be tied up for extended 
periods.” 

e “I don’t think this is going to be 
too much of a problem or increase the 
investment either by dealers or com- 
panies.” 


TIRES 


Tubeless tires are scheduled on 45 
of the 50 models coming in 1955, in 
contrast to three 1954 models. This 
means that each station will have an 
average of 50 customers each by the 
end of 1955 whose cars have tubeless 
tires. That brings up the problem of 
inventory, service, and repair. 

e “By next year at this time, tube- 
less tires will be such an integral part 
of tire selling that no one will be talk- 
ing about tubeless tires themselves, 
but rather will be stressing the 
qualities that are built into the type. 
Within a period of a couple of years, 
the swing will be just as great as the 
changeover from the conventional to 
the lowpressure tire.” 

e “After World War II, extra low- 
pressure tires were equipped on almost 
all makes of cars. It was immediately 
necessary to double tire stocks at 
stations. This was a_ considerable 
strain on ‘tire rack capacity’ at the 
retail level. This was also aggravated 
by the greatly increased popularity of 
white sidewall tires. With these 
already strained facilities, we must 
take a good look and determine where 
increases in stocking capacity must be 
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made. In some cases this can be done 
through the addition of portable or 
stationary tire racks and in other cases 
it will be necessary to add to existing 
building. Thorough training in mount- 
ing, dismounting and repairing tube- 
less tires will have to be given. Every 
service station will have to have this 
‘know how’ to give outstanding service 
to customers.” 

e “The introduction of tubeless 
tires is going to create an immediate 
sales interest. For the next two years, 
tubeless tires will cause a serious 
problem in warehouse inventories. It 
will be necessary to stock them in all 
ELP (extra low pressure) sizes at our 





Oil companies are getting 
their dealers ready for the com- 
ing increase in tubeless tire 
servicing and sales. How they 
are going about it is described 








in an article beginning on p. 141. 





warehouses, and at the same time, we 
will have to continue our normal stock 
of conventional tube tires. This will 
represent increased capital investment 
in inventories. As tubeless tire sales 
increase, we will be able to reduce our 
inventory of conventional tube tires, 
and within three years, inventories 
should level off to normal. Eventually, 
over-all tire inventories should be re- 
duced over our present inventories, 
due to not having to carry a tube for 
each tire. This will not only reduce 
dollar value of inventories, but will 
also increase available warehouse 
space.” 

e “It will be some time before there 
is a sizable replacement market for 
tubeless tires other than as a change- 
over sale. It does seem necessary for 
any progressive dealer to have the 
more popular sizes of tubeless tires 
in stock during the next year so as to 
care for whatever replacement sales 
are evidenced. The efficient serving 
of tubeless tires requires tire-changing 
equipment, which will also entail an 
additional dealer investment. 

e “The changes should improve 
sales and service opportunities. But 
that will require at least some increase 
temporarily in required inventories. 
The major distributor and jobber will 
still have to make conventional tires 
and tubes available for many years to 
come. It is perhaps one blessing that 
current cars are pretty well standard- 
ized on a 15-inch wheel. While there 
has been experimenting done on 14- 
inch wheels, there is a considerable 
problem with the brake drum in such 
a change. I hope we will be able to 
continue with 15-inch tires. This will 


considerably simplify our invento: , 
problem as rapidly as we are able to 
eliminate the old 16-inch sizes.” 

e “With the advent of tubeless tires, 
we are going to have to increase the 
inventories almost overnight at both 
warehouse and service station levels.” 

e “We have from mid-1955 to mid- 
1956 to train and equip our outlets in 
the problems of tubeless tires. Our 
policy will be to recommend to those 
customers who presently have a tube 
and tire to replace with a tube and 
tire. And we will seek the replace- 
ment of tubeless tires only where 
tubeless tires were original equipment. 
I do not believe that we will lose a 
single tire sale by our conservative 
approach, and on the other hand, I 
feel that we will help our dealers by 
keeping things simple.” 


BATTERIES 


One out of every four cars will be 
equipped with the 12-volt battery sys- 
tem this year. This breaks down to 
about 49% of total production com- 
pared with 20% of cars produced last 
year that had 12-volt batteries. 

e “This is probably the most com- 
plex of any of the replacement items. 
My only comment at the moment is 
that undoubtedly everyone will end up 
with some types in dry-charge before 
two years.” 

e “The changes in battery designs 
should not be felt for at least a year 
after they are introduced. When new 
battery designs enter the replacement 
market, they are going to create a 
problem in inventory for all con- 
cerned—oil marketer, oil jobber and 
dealer. We are already experiencing 
this with some of the battery specifica- 
tion changes, which occurred with the 
1953 and 1954 cars. The only im- 
mediate answer to this problem of bat- 
tery inventory appears to be dry- 
charged batteries. It is the only 
solution for the dealer, with the 
changes that are taking place in bat- 
tery cases and specifications. Few 
dealers, if any, can afford to carry a 
complete battery inventory in wet- 
charged batteries. The answer to put- 
ting over dry-charged batteries lies in 
the solution of the question of battery 
acid distribution.” 

e “Indications are that the dry- 
charge batteries are moving in fast. 
Primarily, we believe the dry-charge 
battery will have its biggest appeal in 
the outlying areas where the dealer is 
not close to the supplier. The thing 
that concerns us more is the stock the 
dealers will have to carry with the 
new changeover to 12-volt batteries 
and, also, the many improvements and 
changes that are being made in bat- 


NATIONAL PETROLEUM NEWS + November, 1954 














WORRIED ABOUT 
TUBELESS TIRE SERVICING ? 


Breaking Bead! Only Big 
4's Henderson Bead Break 
er lies flat on beads 
prevents damage to seal 
ing ribs 


Demounting! Only Big 4's 
Henderson patented De 
a 
to lift tire beads off rim 

no ripping or turning 


g! Only Big 4's 
Henderson patented Mount 
ing Tool holds tubeless tire 
bead and lining away from 
rim no chance of tear 


ing tire lining 


Expanding Bead! Big 4's 
Henderson patented Bead 
Expander assures positive 
seating of beads for 
easy, quick inflation 


BUY BIG 4 HENDERSON MAIL 
AND GO AFTER THE COUPON TODAY! 


RICH NEW MARKET IN You can't afford to wait! Ask for 
| 


money-making details! Latest report 


TUBELESS TIRE SERVICING from Detroit is that entire 


automotive industry will 
Don't Be Fooled! 


Only Big 4 Henderson Takes The start — — 
Risk Out Of Tubeless Tire Servicing! 44 tires in 1955! 
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Meet the Salesman who sells over 
$9,000,000 worth of oil Every Year' 





y More motorists know FRAM and ask for FRAM by name 
It’s a fact! Every FRAM than any other filter brand! 


Dealers vote FRAM best advertised to their customers! 


Cartridge sale means an ex- 


tra quart of oil sold—and ' 
FRAM outsells them all! More cars are equipped with FRAM Filters than any other 
brand! 


Why? Just look at this FRAM is the finest filter protec- 
check list ... tion money can buy! 


FRAM is sold with a money-back 
guarantee! 


. 


So... how about it? Why not put this star salesman to work for + AIR * FUEL » WATER 
you? INVESTIGATE FRAM FOR YOUR TBA LINE! ii 


FRAM CORPORATION, Providence 16, R. 1. Fram Canada Ltd., Stratford, Ontario 
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teries, such as buried connectors; also, 
what to do with the equipment now 
out in the field that is good only for 
6-volt batteries. We have already fur- 
nished the field information.” 

e “The change to 12-volt batteries 
has not come quite as rapidly (as 
tubeless tires), but we are starting to 
sell a few. We are trying to get the 
new Ford 6-volt batteries simplified 
down to one or two models. Naturally 
people in the replacement market can 
lag a little behind original equipment, 
since it takes some time for the de- 
mand to hit us.” 

e “More 12-volt batteries in 1955 
and 1954 and some new shapes in a 
couple of the 1954 models will mean 
additional inventories in warehouses. 
The bugaboo is the number of differ- 
ent types of batteries we are accumu- 
lating in our line. This really is getting 
terrible. The dry-charge battery for 
use in the warehouse may be some 
help from a maintenance standpoint 
but it still is small substitute for a 
simplified line that should be possible 
if the proper parties got together.” 

e “Introduction of 12-volt batteries 
will have a serious effect on warehouse 
and service station inventories. This 
year five physical sizes of batteries will 
care for 99% of the passenger market. 
Next year, 13 sizes will be required to 
care for this same market. The fact 
that 12-volt batteries are introduced 
on new production will not in any 
sense affect the existing market for 
6-volt batteries. It will be necessary to 
market at both wholesale and retail 
levels both types for the indefinite 
future. The 12-volt battery also poses 
a serious problem in respect to ware- 
house and dealer equipment, since few 
dealers are presently equipped with 
12-volt chargers and testing equip- 
ment.” 


SPARK PLUGS 


With more V-8 engines coming out 
in 1955, more than 2 million addi- 
tional spark plugs will be sold in the 
coming year than in 1954. There will 
be about 1 million more V-8 engines 
produced in 1955 than in 1954. 

e “We have had so many sizes and 
types (of spark plugs) up to now that 
they can be absorbed without too 
much trouble. However, there will be 
a definite need for more information 
on servicing and installation.” 

e “Special installation training on 
these over and above that formerly 
given is not a vital necessity on many 
makes of cars.” 

e “We do not believe there wiil be 
any immediate effect on warehouse 
and dealer inventories due to new cars 
requiring more spark plugs. The in- 


creased sales opportunities for spark 
plugs will be of a gradual nature; also, 
because of the smallness of the prod- 
uct, we do not believe they will require 
much additional warehouse space.” 


e “The only unusual servicing 
problem that I know of is the one in- 
volving spark plugs. Apparently car 
builders don’t care how difficult they 
make the job of removal. Special tools 
are needed in some instances.” 


© “We are already feeling the ef- 
fects of the increased demand for 
spark plugs, both because of the in- 
crease in the number of cylinders per 
car and the shortened spark plug life 
resulting from extreme operating con- 
ditions.” 






OIL FILTERS 


More than 71% of the 1955 models 
will have oil filters as standard equip- 
ment, compared with the 63% having 
filters in 1954. In addition, filters will 
be offered as optional equipment on 
other cars. 

Generally, TBA managers link oil 
filters with spark plugs. The con- 
sensus: They see no special problems 
in connection with this item inasmuch 
as they have been handling filters for 
many years. Their comments are sum- 
med up in this typical observation: 

e “This has become a very high 
sales product. The filter companies 
have done an excellent job and we can 
see no trouble there.” ® 
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to Your Net Profits 


year 
by Balancing 


One Car a Day with the Famous 


| u] 5} | TER Wheel Balancer 
ra ‘ ‘ j 
‘Ws i a , ‘ 


Ask your Hunter representative 
for complete details and actual 
case histories on amazing Hunter 
profits. By balancing only four 
cars a week your 
Hunter Tune-In 
Balancer will pay 
for itself out of profits in 90 
days. No wonder more Hunter 
Wheel Balancers have been 
sold than any other make. 

























Ask your jobber about 


Hunter Trim-A-Wate— 
the all-in-one, all-purpose 
wheel weight tool 


Hunter X-Act passenger 
car and truck wheel weights 





Seam, &) 
' 
lt) HUNTER Engineering Company 
Hunter Avenue and Ladue Road 


) St. Lovis 24, Missouri 




























CONTACT YOUR JOBBER OR MAIL THIS COUPON 





' 

8 TO HUNTER ENGINEERING COMPANY 
& Hunter Avenue and Ladue Road 

: St. Louis 24, Missouri NPN-1154 


H Please send me more information on the Hunter 
Tune-in Wheel Balancer. 












.-- backed by 
50 years of experience! 


The Dayton Thorobred Franchise is complete . . . assuring 
top product quality, in materials, design, manufacture . . . 
proven performance, a record of 50-year leadership .. . 
dynamic merchandising, working powerfully at the point 
of sale . . . ready availability, from close-at-hand supply 
points . . . all adding up to bigger sales and bigger 
profits! 





All this in one big package! 


Pricing Policy that is sound, sensible, based on quality 
... gives you a strong competitive advantage. 








Written Service Guarantees that reflect top quality .. . 
provide positive protection, build complete customer 
satisfaction. 


Field Merchandisers who are seasoned TBA experts 
. . always close at hand, ready to serve you. 


Sales Education that is complete, continuous . . 
specialized training, meetings, clinics conducted at the 
station level. 


Management Counsel that is helpful, practical .. . 
based on years of tire selling experience. 


A LL N YL ON Sales Aids that are unique, different . . . created spe- 


cifically for use in outlets from small to super service 


Dayton Thorobred eae 


Sales Promotion and Advertising that is aggressive, 


Slue Kibbou sales-stimulating . . . powerful material geared to 


station selling. 
World's finest, safest tire .. . leader : : . 
of Dayton’s complete passenger line You'll find more—much more—about increasing sales and 
profits in the Dayton Franchise Story. Learn how you can use 


it... make more money with it. Write for details today! 








Dayton is one of the leading suppliers of Private Brand Products 
to the Petroleum Industry . . . serving over 100,000 stations. 


Dayton ihulabex 


A COMPLETE LINE OF THOROBRED PASSENGER AND TRUCK TIRES — ENGINEERED SINCE 1905 
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WITH DEMONSTRATIONS like thisfoy Sinclair, marketers are showing dealers . . . 


How to Prepare for Tubeless Tires 


Oil companies, facing thé fact that most 1955 cars will 
come with tubeless tir@s, are busy with field programs 


to instruct their dealeys and salesmen 


By JAMES L. WATSON 
NPN Staff Writer 


Marketers know that dealers who 
can’t Offer tubeless tire service will lose 
replacement tire business and motorist 
good will. 

Standard Oil Co. (Indiana) is typi- 
cal of the oil companies who want 
their stations to be ready for this new 
business. This month and next, it is 
holding tire clinics for dealers through- 
out its marketing area. 

Sinclair Oil Corp. has just wrapped 
up a series of 357 fall dealer meetings. 
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The fall meetings were not ex- 
clusively for tubeless tire training— 
that was added when Goodyear, Sin- 
clair’s tire supplier, brought out its 
tubeless line two months ago. 

Definite plans for further tubeless 
tire training have not been made. But 
when it comes, company officials say, 
it will be tied in with Sinclair’s new 
training program (see NPN May 19, 
p. 22). 

Under the training program plan, 
the information is given to classes of 
salesmen, jobbers and consignees, who 
then carry the facts to their dealers, 
for whom the company also is planning 
special “training packages.” 

Socony-Vacuum’s 40 field schools 
and the hundreds of salesmen trained 
there are working steadily to get 
Socony dealers ready for the influx of 
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me, 


* ~~ 


PULL NAIL out of the tire 


PUSH PLUG, via needle, into hole 


tubeless tire service and replacement. 

Socony’s training plan started a 
month before the June 1 announce- 
ment of its new Mobil tubeless tire. 
The company’s 40 field instructors 
came into New York in small groups 
for training, at the Retail Sales 
Development Center, in tubeless tires 
and other new company developments. 

During the sessions, they learned to 
use all equipment and perform all 
types of service the new tires require. 
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CLEAN HOLE, apply rubber cement 


NEEDLE RELEASES plug in hole 


Then they went back to their own 
district training centers and called in 
the field salesmen for instruction. 

Salesmen now in the field are train- 
ing dealers on’ the job or setting up 
clinic sessions at centrally-located sta- 
tions in their districts. 

For jobbers, the training procedure 
is the same as for field salesmen. The 
jobber and his salesmen attend the 
field training schools, then coach their 
own dealers. 


KIT provides repair tools 


THREAD PLUG on special “needle” 


SLICE PLUG off at tread level 


General Petroleum Corp., Socony’s 
West Coast affiliate, has most of its 
dealers ready for the new tire follow- 
ing a series of dealer meetings that in- 
cluded lectures and demonstrations on 
the Mobil tubeless. 

Another West Coast major — 
Standard Oil Co. of California—is 
busy now laying out a training plan 
and investigating equipment and 
methods of repair. 

Shell Oil Co. is stepping up dealer 
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CLEAN WHEEL, straighten flanges 


FORCE RIM into tire at bottom 


training in its 41-state marketing terri- 
tory—pulling in dealers and salesmen 
for sessions at its 50 field training 


centers. The program ties in with 
articles in dealer publications and 
information issued by Goodyear and 
Firestone, Shell’s two tire suppliers. 

The Texas Co. says that except for 
stories in its dealer publications it is 
depending primarily on training work 
being done by its tire suppliers— 
Goodrich and Firestone. 


Tide Water Associated Oil Co.—a 
recent entry in the tubeless tire field 
with last month’s announcement of its 
Federal Flying-A Air Wing—is work- 
ing on its training plans now. 

Standard Oil Co. (Ohio) is testing 
repair equipment and getting its train- 
ing program under way. 

Tire companies are working with 
oil men in their training plans. They 
provide literature, instructions for 
mounting and repairing their tires, re- 
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TIGHTEN rivets or apply plastic 


POUND TREAD to seat beads 


INSTALL and tighten valve stem 


ATTACHMENTS also do this job 


INFLATE after beads are seated 


pair kits and—in many cases—men to 
help conduct training sessions for 
dealers and salesmen. 

Goodyear is midway on a series of 
area meetings—to which Goodyear 
dealers and oil men are invited—to 
give sales pointers and service tips on 
its tubeless tire line. 

U.S. Rubber Co. will come out soon 
with a wall chart for dealers showing 
steps in tubeless tire service. 

(continued on p. 147) 
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now TOP 
-TB&Accessory! 


Latest figures show oil filters increasing their 
lead in the accessory field . . . with Purolator 
well out front in filter production and sales! 


ANSWER IS: TBA managers push Purolator Result: TBA managers tell dealers, “Stock 
. . - Purolator pushes TBA—backs TBA _ Purolator Micronic* Oil Filters—best by 
managers, station operators and men! every test—easiest to sell—biggest station 


~" “ec a 
1. Purolator, first in filter experience, backs the money-maker . . . Dealers say, “Okay! 


TBA manager at the retail level—actually “gets sell more and more Purolators. 


in there and pitches.” , ’ 
REMEMBER: Purolator builds oil sales too 
. Purolator, leader in filter advertising and . .. Every Purolator* sold, sells an extra 
esc CAE backs the TBA manager with quart of oil to take the place of the dirty 
year-round selling programs. : : ; : 
oil thrown out with the dirty filter—helps 


. Purolator, originator of the oil filter, backs the round out sales picture. 


TBA manager with a product that outperforms 
all others, brings customers back. ¢ 


*REG. U.S. PAT, OFF. 


PurOlator 2 


Volk fest OER FILTER 


PUROLATOR PRODUCTS INC., Rahway, New Jersey and Toronto, Ontario, Canada 
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THIS NEW STANDARD OIL REFINERY at Mandan was dedicated October 2. Capable of refining 
30,000 barrels a day, it is the first major oil refinery in North Dakota. It probably is the 
state’s largest industrial unit, and is creating new jobs for many North Dakota citizens. 


THE KEY TO BURIED TREASURE! 


When oil is discovered, the words “‘buried treasure”’ 
quickly come to mind. 

But oil underground is not true wealth until it 
is brought to the surface and refined into useful 
products, which are marketed. And without facili- 
ties to handle it above ground, the oil will remain 
locked beneath the surface. 

In North Dakota, Standard Oil is providing a 
“*key’’—a new 30,000-barrel-a-day refinery at 
Mandan—which will help unlock nature’s buried 
treasure. Service Pipe Line Company, a Standard 
Oil subsidiary, built the first crude oil gathering 
lines and crude oil pipelines in North Dakota. 


These lines supply the new refinery. 

Gasoline and other products made at the refinery 
will be sold throughout North Dakota by Standard 
Oil agents and dealers. An additional volume of 
refined products will be sent through our new 200- 
mile pipeline from Mandan to Jamestown and to 
Moorhead, Minnesota. At Moorhead this new pipe- 
line connects with other Standard Oil products 
pipelines serving the Midwest. 

These important investments by Standard Oil 
and its subsidiary companies mean that more of 
North Dakota’s buried treasure can be converted 
into usable wealth. 


Standard Oil Company 


(INDIANA) 


EVEN AFTER OIL is discovered by drilling operations such as this 
one, it cannot be economically produced, refined and marketed 
without large investments in handling facilities on the surface. 
Standard Oil’s new Mandan refinery and pipelines will help to 
increase production and distribution of North Dakota oil. 
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A STANDARD Oll pipeline will take finished products to the 
Standard Oil terminal at Moorhead, Minnesota (above). From 
there they can be shipped through Standard Oil pipelines to other 
sections of the Midwest where Standard Oil agents and dealers 
provide their customers with uniform, high-quality products. 
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(continued from p. 143) 


After its tubeless was announced, 
U.S. sent a group of engineers to New 
Orleans to hold clinics for Pan Am 
Southern TBA men. Then the Pan 
Am representatives, along with U.S. 
salesmen, held a series of dealer meet- 
ings to demonstrate servicing and 
mounting of the new tires. 

Methods recommended for the new 
tires are similar: 

Sealant Gun—tThis method is rec- 
ommended by most tire manufac- 
turers. Kits are available through tire 
companies, some oil companies, and 
equipment manufacturers. Principal 
piece of equipment is a small gun that 
contains rubber sealant similar to that 
used on the inside of some tubeless 
tires. In sealing a small nail hole, the 
puncture is cleaned, the gun nozzle 
inserted, and the sealant injected. 

Plug Repair— Goodyear recom- 
mends the plug method for repairing 
small punctures. It has prepared a kit 
for distribution through oil companies 
that sell Goodyear tubeless tires. Here, 
after the hole has been cleaned and 
coated with rubber cement, the rubber 
plug is attached to a special “needle” 
and pushed into it from the outside 
of the tire. The plug then is clipped 
off at the base of the tread. 

Another plug repair kit contains 
metal-coated plugs with a round patch 
at one end. After the surface has 
been cleaned and rubber cement 
applied, the metal-covering plug end is 
inserted from the inside of the tire 
through the hole. The patch covers 
the inside hole. The metal cover is 
removed and the plug is clipped off. 

Patch Repair—-Two systems are 
being used for curing inside patches 
on tubeless tires. One depends on 
heat from burning powder. The other 
is an electric method. 

Dill Manufacturing Co. of Cleve- 
land brought out the first piece of 
electric repair equipment last summer. 
Dill’s special “U” clamp has electrical 
connections that hook up to its 
standard “Dillectric” clamp for repair- 
ing conventional tubes. 

The patch is applied to the inside 
of the tire and held in place by the 
clamp while the electrical heat vul- 
canizes it. An automatic “cut-off” 
stops the current when the job is 
finished. The powder-burning system 
also requires a clamp. 

Special attachments for mechanized 
tire changers now are being manu- 
factured to handle the special mount- 
ing needs of tubeless tires. 

The attachments are _ simple, 
amounting in most cases to a band 
that fits aiound the tire after it is on 
the rim. o 
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Ruggedly 
Reinforced 


prevent 
collapse 
under suction 


QUA-FLEX 
TANK TRUCK SUCTION HOSE 


Built for lasting service and safety. High tensile rayon is 
reinforced with spring steel wire for resistance to collapse. 
Special Neoprene compound tube is unaffected by petro- 
leum products, including aromatic fuels. Couplings can be 
bonded to reinforcing wire to fully dissipate static elec- 
tricity. You'll find this rugged, abrasion-resistant hose 
extremely flexible, yet firm enough to maintain full open- 
ing in any position. For your suction and discharge jobs, 
specify Qua-Flex—the Quaker quality product to facili- 
tate your oil transfer operations. 


Write for free folder and name of nearest distributor. 


Belting, Hose, Packing and 
Moulded Rubber of every 
construction for every need. 


QUAKER RUBBER CORPORATION 
DIVISION OF H. K. PORTER COMPANY, INC. 


OF PITTSBURGH 
PHILADELPHIA 24, PA. 
Branches in Principal Cities 
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BUSLOAD OF TBA STOCK helps Home Oil Co.’s TBA Manager George Watts (left) sell to Anaheim (Calif.) dealer Cliff Elliott 








At Home With Home 


Home Oil Co., whose TBA bus 
is a familiar sight in its Southern 
California territory, uses 14 vehi- 
cles to move about 1 million gal. 
of yasoline a month. 

Two of these are “clipper” trans- 
ports that deliver direct to Home's 
stations from the Tide Water refin- 
ery south of Los Angeles. 

Another 100,000 gal. of gasoline 
can be kept at Home’s Anaheim 
bulk plant, and Home uses the 
Petinco system to store an addi- 
tional 450,000 gal. in stations where 
it retains product ownership. 

The company, which has 23 em- 
ployes, is the only Tide Water dis- 
tributor in Orange County. It also 
covers part of Los Angeles County. 

Rush J. Grange, Home’s secre- 
tary-treasurer-manager, started the 
Anaheim, Calif., operation in 1922. 
The company was founded 60 
years ago in nearby Riverside. 

Today there are three separate 
companies — all Tide Water dis- 
tributors — in Anaheim, Riverside 
and Pomona,, byt there is a degree 
of joint ownership. 

Fred Boileau of Pomona is pres- 
ident of the Anaheim concern, 
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Jobber's TBA Bus Pays Off 


To the passing motorist it looks like a school bus. 
To station dealers who await its regular deliveries, it’s a store on 


wheels. 


And to Home Oil Co., Anaheim, Calif., it’s a big answer to the big 


problem of staying competitive in 
a TBA market growing hotter by 
the week. 

That’s Home Oil’s TBA bus— 
converted from a standard school 
bus five years ago, and now sup- 
plying 50 of the company’s 85 
stations on a strict schedule. The 
bus carries a wide variety of TBA 
items direct to the dealer, with 
on-the-spot delivery when the 
dealer buys. It has been such a 
success that last month Home Oil 
fitted out a second bus for the 
rest of Home’s dealers. 

Together, the two buses have meant 
an investment of $10,000. But Home 
Oil is getting its return. TBA sales by 
the Tide Water Associated jobber 


were $61,000 in 1950. Last year they 
hit $111,000—including $52,000 in 
tires, $19,000 in batteries, and $40,000 
in accessories. 

These sales were almost entirely by 
bus, with the firm’s two oil products 
supervisors occasionally handing in 
orders. Almost five years’ experience 
with the first bus backed the decision 
by George N. Watts, Jr., TBA man- 
ager, and Rush J. Grange, Home’s 
secretary-treasurer-manager, to acquire 
the second bus. They’re sold on the 
idea that TBA can be moved more 
effectively from a bus used as a mobile 
sales room than from a conventional 
TBA truck. 

It didn’t take Home Oil long to see 
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ON THE BUS, battery rack under counter rolls out for inspection 


yee oe 


In Bigger, Faster Sales 


By CHARLES N. POLLAK 
Pacific Coast Editor 


that the first bus was a vast improve- 
ment over the %-ton panel truck it 
replaced back in 1949. The panel was 
all right. But Home’s TBA salesmen 
were forced to make what amounted 
to a pre-sales to the dealer, and then 
either get the item out of the truck 
or promise it for delivery several days 
later. 


TRAVELING TBA STORE 


Now, a sampling of Home’s entire 
TBA inventory is displayed before the 
dealer’s eyes. And the bus is big 
enough to carry stock to meet even 
the heaviest day’s needs. 

It once was a 42-passenger school 
bus on a Ford F-S5 chassis. Seats were 
ripped out to make way for counters, 


shelves and cabinets. The red, green 
and cream colors of Tide Water As- 
sociated Oil Co. covered the earlier 
yellow paint job. Large letters on each 
side advertised the company’s line of 
Federal tires and Aero batteries. 

Similar changes are being made on 
the new bus, also built to carry 42 
passengers. Like the first, it will carry 
about $3,000 worth of merchandise. 

A typical inventory on the TBA 
bus includes 40 tires in eight sizes, 35 
batteries, 72 tubes, 125 fan belts in 
all sizes, half a dozen brands of addi- 
tives, three lines of radiator chemicals, 
five lines of waxes and polishes, spark 
plugs, battery cables, lamps, oil filters, 
tire repair materials, ignition wire, ra- 
diator hoses and other items. 


SOURCE TO CUSTOMER 


Home Oil’s TBA stocks are kept 
in a former garage building. The fact 
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WINDOWS let Elliott watch his station while on bus 


CABINET WORK in Home Oil's new 
TBA bus, second in “fleet,” is sur- 
veyed by Company Manager Rush 
Grange. The converted school buses 
travel on regular rovtes to carry 
retailers throughout Home's area 
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Extid » Volume 


easy way 


He’s re-packing 
wheel bearings with the 


GRACO 


Presto-Pak 


It’s clean...easy... quick ! 


@ There's money in bearing serv- 
ice, if you have a fast, cheap, clean 
way of doing it. And that’s exactly 
why this Graco Presto-Pak is a 
hot item. 

You quickly attach the Presto- 
Pak to your 25-35 Ib. pail (or 100 
Ib. drum). Position the bearing, 
give a quick stroke to the pump 
handle... and PRESTO...a 
large volume of grease literally 
blasts into the bearing, forcing out 
the old grease. 

With Presto-Pak you eliminate 
slow, messy transferring of grease 
to a separate reservoir. No danger 
of contamination of grease. And 
thanks to Presto-Pak’s unique 
follow-plate, you use all the grease 
you buy! 

Find out what the Graco Presto- 
Pak can do for you. It handles a 
wide range of ball and roller bear- 
ing sizes. Send for the Presto-Pak 
data sheet! 


¥ DPresto-Pok 


MODELS 


AVAILABLE 


Model 225-864 fits 25-35 Ib. 
pails. Cover includes adjust- 
able clutch to accommodate 
different pail sizes. The 100 
ib. drum type has two models 
. » « 225-865 for “Eastern” 
drums ond 225-867 for 
“Western” drums. 


RACO 


equipment by 
GRAY COMPANY, INC. 


Engineers ond Monvfacturers 
1132 Graco Square « Minneapolis 13, Minnesota 


Regional 0 fices: New York, Philadelphia, Detroit, 
Chicago, Atlanta, San Francisco 
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——Fj tires—batteries—accessories 


BUS STOCK is replenished each morning by Don Dargatz, superintendent at Anaheim 
warehouse, a converted garage into which bus may be driven for ease of loading 


that the bus can be parked inside this 
warehouse minimizes the chance of 
theft at night, and is a boon during 
cold or rainy weather. 

Its handy, too. Each morning Don 
Dargatz plant superintendent, checks 
the previous day’s invoices to deter- 
mine which items need to be replen- 
ished on the traveling showroom. He 
picks the merchandise from the ware- 
house shelves and—in a carton on a 
rolling typewriter table—wheels it to 
the rear door of the bus for loading. 

Dargatz aims to keep the ware- 
houses’ $22,000 inventory (which turns 
over four times a year) on a 30- or 
60-day basis. Because Anaheim is only 
an hour’s drive from the Tide Water 
district warehouse at Vernon, it is 
possible to keep stocks low. Home can 
get one-day service from Los Angeles 
on shipments in excess of 100 lb. 

The Calls—TBA Manager Watts 
and Dargatz alternate in covering 
routes that rarely exceed 10 stations 
per day. Calls range from 15 to 45 
minutes each. Routes are plotted so 
there’s no backtracking. 

“At that,” says Watts, “to catch 50 
stations in a five-day week, you have 
to hump right along. You don’t have 
time to present new programs. And 


that’s what we’d like to do—give deal- 
ers more of the new promotions that 
come along from time to time from 
Tide Water and the manufacturing 
companies.” 

But Watts believes in a rigid sched- 
ule. That may be why Home would 
rather omit calls on some of its sta- 
tions that disturb the schedule for 
those already on a route. 

“I can’t see a hit-or-miss program,” 
Watts explains. “If the dealer doesn’t 
know you're going to be there, an- 
other salesman will come in and you'll 
have lost the sale.” 

One-Time Operation — “We try to 
keep the bus on a consistent sched- 
ule,” Watts explains. “Actually, a 
dealer almost knows within a period 
of an hour when to expect the arrival 
of the bus. In that way, if he tells a 
customer he’ll have a set of tires for 
him at 3 p.m., he can be sure that I'll 
be there with them at 2, and his cus- 
tomer is going to be happy.” 

Sometimes TBA factory representa- 
tives go along on the bus to carry their 
sales messages directly to the dealers. 
Watts thinks that has plenty of long- 
term benefits. But for the short pull, 
he hates to disrupt his schedule. 

(continued on p. 153) 
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A Bottle of 
TRICO SOLVENT 


with each purchase 


of a TRICO ARCTIC 
BLADE 


Have this display pack of 6 Trico Arctic Blades 

and 6 bottles of Trico All-Season Windshield 

Washer Solvent on your counter when Trico’s 

national magazine advertising offers this Winter 

Vision Combination Special to millions of motorists 
this fall. 

You'll sell TWO Arctic Blades to most customers... 

for they'll want these self-de-icing blades for both sides 

of their ’shields. And the Trico Solvent free with each 





NEW ELECTRIC TRICO purchase will win new customers for this year-round 


DEALER SIGN—for window, repeat item. Phone your jobber! 
counter or wall display. Big 1514” 
diameter, brilliant illumination; 
ideal night light. A sales-builder 
which thousands of dealers have 
ordered from jobbers. 











ae TRICO ARCTIC BLADE_ jcorepetient 
a hood flexes to shed ice. Can’t snow clog. Perfect 


os 
* 


for wintry weather ... perfect, too, when it rains. 
For curved or flat ‘shields. 


J Trico Products Corporation, Buffalo 3, N. Y. 


= 








Big newspaper ads 
Network radio 


Leading farm papers 


ywer Pair 


ch anythin 
ve sociated with a 


vines 9 : Pc 
Powerful T\ st the Skelly Supreme 
in your oar wt 


Any. You never 


SKELLY OIL COMPANY 
$s 





the franchise with a future 


SKELLY OIL COMPANY - Marketing Headquarters: KANSAS CITY, MISSOURI 


Division Offices: Kansas City * Ch cago * St. Paul * Omaha * Cedar Rapids * Tulsa * Wichita * Denver * Dallas 
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(continued from p. 150) 


The TBA manager tries to carry a 
wide selection, almost never sticking 
to a single brand. 

“We want the dealer to be able to 
offer the motorist a choice of two 
lines,” Watts says, “because, if he of- 
fers just one, the motorist might say 
no. But with two available, the motor- 
ist is likely to take one of them. 

“The same sales technique,” he 
adds, “applies to our relations with 
the dealer.” 


SELLING THE DEALER 


This comment spotlights a vital 
phase of Home’s TBA sales campaign: 
The dealer is sold exactly as if he 
were a retail customer. 

The sales effort begins as the bus 
rolls into the station. Watts is care- 
ful to park so the bus won’t interrupt 
customer traffic. He steps off the bus, 
order book in hand, appraises the deal- 
er’s inventory with a glance, and then 
seeks an Opportunity to invite the 
dealer aboard. 

The battle is half won, he feels, if 
he can surround the dealer with mer- 
chandise. So he employs little strata- 
gems to lure dealers into the bus— 
“Come on,” he says, “see if there’s 
anything you’ve missed.” 

Watts says this works because 
“dealers are just like anyone else in a 
store—you know, you go in to buy a 
tie and you look at socks, too. 

“Dealers enjoy getting on and 
browsing. They pick up items and 
examine them, and it gives you a 
chance to pitch them.” 

Interruptions, bane of any salesman 
selling to service stations, are kept at 
a minimum. Wide bus windows let 
the dealer keep an eye on his station. 

Watts doesn’t have to describe the 
merchandise. He can show it. The 
dealer knows exactly what he has 
bought. If a substitution has to be 
made, he can see what he’s getting— 
not just hear about it. 

And the bus answers a dealer’s 
protest that he is always in a hurry for 
a certain item and can’t wait for later 
delivery. 


SUPPLIER COMMENT 


William Rogers, Tide Water’s TBA 
representative in the Southern Cali- 
fornia district, believes this is largely 
responsible for Home’s success. 

Rogers says “the big problem is to 
keep the dealer from buying from 
someone else. 

“Home does well because its dealers 
get good service from the wagon. 
Besides, Watts has a nice personality. 
Dealers can buy items as they need 

(continued on p. 154) 





Cut Power Consumption, 
Use Less Expensive Lamps, Get More 
Flexibility Over Comparable PAR Lighting Systems 


A typical field test comparing a Crouse-Hinds Floodlighting 
system vs. a comparable PAR system disclosed that... 


@ the Crouse-Hinds system consumed 800 
fewer watts to obtain the same lighting level. 


@ lamp cost was 3 that of comparable PAR 
system. 


@ overall lighting cost, including fixed charges, 
maintenance and power, was $29.00 a year less. 


In addition, the Crouse-Hinds system proved more flexible. 
Instead of two, it provides five beam spreads: 11° to 125° hori- 
zontal, 10.5° to 52° vertical. Further, the pole mounting arm 
bracket mounts up to seven floodlights, thus simplifying installa- 
tion, and provides a removable terminal block for easy attachment 
of the incoming service leads. 


Crouse-Hinds Lighting Engineers are available for con- 
Met Y sultation on your service station lighting problems. 
DISTRIBUTION, Contact the office or representative nearest you —or 
ch write today for free bulletins #386-F and #389-F. 
LECTRICAU 
DISTRIBUTORS: 
CROUSE-HINDS COMPANY 
Syracuse 1, N. Y. 


OFFICES: Amarillo — Birmingham — Boston — Buffalo — Chicago — Cincinnati — Cleveland — Dallas — Denver 
— Detroit — Houston — Indianapolis — Kansas City — Los Angeles — Memphis — Milwaukee — New Orleans — 
New York — Philadelphia — Picrsburgh — Portland, Ore. — San Francisco — Seattle — St. Louis — St. Paul — Tulsa 
— Washington. RESIDENT REPRESENTATIVES: Albany — Atlanta — Baltimore — Charlotte — Chattanooga — 
Corpus Christi — Reading, Pa. — Richmond, Va.— Shreveport —Crouse-Hinds Company of Canada, Led., Toronto, Ont. 


AIRPORT LIGHTING ® FLOODLIGHTS ® CO:IDULETS © TRAFFIC SIGNALS 
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Thermoid’s specialized 
merchandising experience 
and top quality products 
can help you sell the 

TBA market. 





















































It's good business to do 
business with Thermoid. 
Let us show you why. 























hermol 


A principal supplier to the automotive 
market for over 50 years. 


Thermoid Co., Special Sales Division, Trenton, New Jersey 
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(Continued from p. 153) 


them, at the best available prices and 
in smaller quantities than they'd 
order if the bus didn’t come by 
regularly.” 

And Rogers sees another way the 
bus helps meet competition. It makes 
available instantly a wide variety of 
merchandise at the point of sale. 

Rogers also notes that Home’s 
TBA men profit from a knack of 
being able to size up a dealer’s in- 
ventory in a hurry. 

Watts confirms this, explaining that 
“the dealer’s personality reflects his 
merchandising.” His longstanding 
friendship with dealers, plus low 
dealer turnover (just 5% on the past 
year), permits him to dispense with a 
lot of record-keeping on dealer stocks 
that otherwise might be necessary. 

The fact that 90% of Home’s TBA 
sales are On a cash basis makes this 
easier. And the no-credit policy on 
TBA jibes with the firm’s strict rule 
against giving credit for gasoline and 
oil sold to dealers. 

(Home relies on Bowser, Inc.’s, 
Petinco token system, whereby dealers 
must buy 50-gal. tokens for cash and 
insert them in meters on their station 
pumps—in effect, a “pay-as-you-sell” 
system.) 





@ Another converted bus doing 
duty as a mobile TBA stockroom 
is owned by Reginald Trice, Inc., 
Sinclair Refining Co. jobber of 
Macon, Ga. Feature on Trice’s 
bus is in the installation of shallow 
stock bins, which are pitched 
slightly toward the outside walls 
to prevent spillage of loose items 
(NPN March 16, 1949, p. 21). 











DEALER REACTION 


Home’s dealers cottoned to the 
bus idea quickly. 

Hugh Thomas, who operates an 
Associated service station in Santa Fe 
Springs, Calif., says of Home: 

“What I like about the way they 


| operate is that I can count on that 


TBA bus being here every Monday.” 

Getting the dealers aboard the 
bus was a problem at first, Watts 
recalls. 

One dealer, during the early days, 
was adamant. “All I want is a bat- 
tery,” he insisted. 

“Let’s get on the bus and get it,” 
countered Watts. Before the dealer 
got off, he had bought $35 worth of 
additional merchandise. 

“He swore he’d never get on the 
bus again,” Watts relates. “But he 
does every week, anyway.” @ 
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ALL-WEATHER 
TRACTION 


Mohawk’s Motrac Chief will keep trucks rolling 

in all kinds of weather. Sidewall strength is increased 

by sturdy, buttressed shoulders while the self-cleaning, 
semi-flexible deep-cleated tread design affords maximum traction 


forward or reverse in mud, snow or slush . . . Special Mohawk com- 


pounds in tread and carcass mean long wear and added over-all strength. 


THE MOHAWK RUBBER COMPANY 


Plants: Akron, Ohio; Littleton, Colorado 
Export Department: 1775 Broadway, New York 19, N. Y, 
Cable: "MOHAWK" New York 
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We tie truck axles in 


in the new Timken-Detroit indoor proving ground 
... and only Timken has it! 


We smash, twist, jerk and over-load them. Match every imaginable 
hauling situation. Then add a few ruinous tricks of our own. 


It’s done on purpose. So we can tell 
you in advance that a Timken-Detroit 
axle can take a more brutal beating on 
the job it was designed for than any 
other axle made. 

To prove it, we condensed a multi- 
thousand acre proving ground into one 
room. In it, our engineers can apply 50 
years of experience in building axles for 
trucks, buses and trailers. Here axles 


and gearing are subjected indoors to 
any possible outdoor hauling condition. 
Axle performance is measured and ana- 
lyzed under absolute scientific control! 

As a result: you enjoy longer axle life; 
less maintenance, repairs and down- 
time; lower operating costs; fatter prof- 
its. No wonder Timken-Detroit axles 
are the choice of manufacturers and 
owners everywhere! 





How TDA proves axle qualitv 
in this ‘Torture Chamber - 


We pick one of our axles at random 
... then duplicate a hauling condi- 
tion, hour after hour, day after day 
... Simulating half a million miles 
of the toughest driving situations in 
just a few days. Or “invent” a test 
like going uphill with a full load 
from California to New York non- 
stop. There is no other axle testing 
like it in the world! 





This is our “truck driver.” He 
works in our “Torture Chamber.” 
Above him are graphs showing 
speed and torque performance un- 
der any operating condition he 
chooses . . . soft ground at full load 
...mountains... express highways 
or side roads. With special dials, re- 
corders and electronic devices, he 
actually drives the axle with scien- 
tific accuracy from his chair! 








Hauling pipe? You need Timken- Detroit 
axles—duplicates of axles given the “works” 
in our indoor testing ground. Simulating pun- 
ishment the axle gets hitting a chuck hole 
with capacity load every 4 seconds, 24 hours 
a day, month after month—to save you money 
on maintenance and repairs and make you 
more money every load. 


TIM K.EN 
AXLE 


TRADE MARK REGISTERED 


“TORTURE-TESTED” 
to Save Money on the Job 


WORLD’S LARGEST MANUFACTURERS OF 
AXLES FOR TRUCKS, BUSES AND TRAILERS 





THREE TYPES: Hypoid- 
helical double-reduction, 
optional inter-axle differ- 
ential. Worm drive, with- 
out inter-axle differential, 


For six-wheeler operation ... the TDA 
Tandem Drive Rear Axle Unit 


Now—theworld’sfinesttan- series power brakes... for 
dem drive rear axle unit for longer life, greater economy 
heavy-duty motor trucks! And and efficiency. (7) Cradle ride 
with these features, developed, spring suspension and paral- 
introduced and pioneered by leled torque rodsystem... 
TDA: (1) Available in3 types maintain correct alignment* 
of final drives and 3 capacities. and weight distribution regard- 
(2) Top-mounted straight-line less of driving and braking 
final drive eliminates propeller conditions. (8) Exclusive two- 
shaft angularity. (3) Optional piece trunnion tube bracket 
inter-axle differential ...spur speeds servicing. (9) Remov- 
gear design, cab-controlled able torque rod and spring 
power-lockout. (4) Torsion guide brackets . . . for positive 
flow axle shafts... guaranteed alignment, easier replacement. 
for 100,000 miles or three years, (10) Rubber torque rod bush- 
whichever occurs first. (5) Hot ings and rubber spring seat 
forged steel axle housing ... bushings. . . eliminate metal- 
guaranteed for the life of the to-metal contact. Require no 
vehicle. (6) Unit-mounted “P” lubrication. 


New TDA brake shoes save up to 40 Ibs. per axle 


© Lightweight, pressed steel construction to give you 
more payload plus long wear and safety. 
Exclusive %” TDA “Econoliner” brake 
_ liners held rigidly by 12 deep-set 
‘rivets per block—not bolts. Liners 
‘ \ are thickest at center where great- 
2 J est wear occurs—taper down at 
ends. Result—longer wear, 
greater stopping ability. New 
cam roller mountings never seize 
or brinnel. Light nylon camshaft 
bearings wear up to 4 times as long! 

It's America’s new brake shoe! 


Plants at: Detroit, Michigan * Oshkosh, Wisconsin * Utica, New York » Ashtabula, Kenton and Newark, Ohio » New Castle, Pennsylvania 








Faster, Easier Positioning 
Long, low chassis speeds 
dollying and maneuvering 









Longer Service Life 


Exclusive pump and release 
design eliminates trouble zones 








wit” DREDNAUT HYDRAULIC SERVICE JACKS 


Drednaut Hydraulic Service Jacks are tough 

and dependable, with proven design and construction 
features that give maximum service for 

the least overall cost. 


Simple, quick-acting pump and release mechanisms 
get the load up and down fast and safely—last > 
longer! Drednaut’s years of quality jack 
manufacturing experience is your assurance 
They're easier to handle! Low, rugged bodies ae. Sora eve 
equipped with swivel rear wheels, position easily under 


Let Drednaut Hydraulic Service Jacks raise 
cars with low overhang—won’t “hang-up” when 


your profits—speed shop service! There are 14, 





| dollying on uneven floors. 1%, 2 and 4 ton models ready to do the job for you. 
\ 

| Send for New Catalog 

, for complete descriptions on all models, 





AUTO SPECIALTIES MFG. CO. cep:.wr-11,50, Joseph, py itil 
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Two-Year Report by Chairman Tells . . . 





How NOJC Is Helping Jobbers 


Roy J. Thompson of Illinois, who 
retires this month as chairman of the 
National Oil Jobbers Council, lists 
a dozen major gains achieved for 
jobbers during his two-year term. 

When Roy Thompson became 
NOJC chairman in November, 1952, 
the council faced many perplexing 
problems. Some of these remain to 
confront the new officers of 1955. But 
many issues were settled during the 
past two years, and progress was made 
toward solving others that face the 
organization. 

These gains were achieved, Thomp- 
son stresses, through the combined 
efforts of all officers and directors and 
Otis Ellis, NOJC’s Washington 
counsel. 

In an exclusive interview with Na- 
TIONAL PETROLEUM News, Thompson 
reviewed his two years of stewardship 
and reported the following as the 
council’s main achievements: 

—Greatly improved relations be- 
tween jobbers and suppliers through 
Consult Your Supplier Month, which 
was inaugurated in the winter of 1953 
and repeated last May. 

—The start of a long-range program 
of distributive education among the 
state associations that belong to the 
council. 

—-Agreement on a yardstick by 
which jobbers can measure the effi- 
ciency and profitability of their opera- 
tions through annual surveys of jobber 
profits and operating expenses. 

—Increased margins for most job- 
bers during the summer and fall of 
1953. 

—Relaxation in the rules of the 
Small Business Administration to en- 
able jobbers to apply for federal loans 
to finance expansion programs. 

—Continuation of the successful 
campaign in opposition to congres- 
sional restrictions on imports of crude 
oil and refined products. 

—Closer co-operation with dealers 
in working out mutual problems 
through liaison committees of NOJC 
and the National Congress of Petro- 
leum Retailers. 

—Activity to improve the jobber’s 
position in obtaining government con- 
tracts through the General Services 
Administration and the _ military 
agencies. 

—Launching of a drive to stop price 


ROY J. THOMPSON 


cutting on oil products sold at military 
post exchange service stations. 

—Filing of briefs in the “Detroit 
Case” arguing that jobbers would be 
penalized more than Indiana Standard 
from enforcement of the order. 

—Elimination of the federal excise 
tax on “hot” tractor fuel. 

—Improved committee work within 
NOIJC, enabling problems to be studied 
thoroughly and decisions reached 
thoughtfully. 

All of these achievements, Thomp- 
son feels, are important to the jobber. 
But, he is especially proud of the steps 
taken to bring closer understanding 
between jobber and supplier, to en- 
courage state associations to set up 
education programs of their members, 
and to gather annual statistics on job- 
ber finances. 

Jobber-Supplier Harmony — “The 
Consult Your Supplier Month program 
was most successful,” Thompson says. 
“It proved, without doubt, how anxi- 
ous NOJC is to settle our problems 
within the industry, without going to 
any governmental agencies. It enabled 
hundreds of jobbers to sit down with 
their suppliers across the conference 
table in an atmosphere of good feeling 
and work out common problems. 
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“I have always stressed that NOJC 
desires to solve our problems within 
the industry, as long as the suppliers 
will co-operate. But I have never 
hesitated to insist that, if factors arise 
which threaten to destroy the jobber, 
we will not hesitate to take drastic 
action to save him. 

“Most suppliers were enthusiastic 
about the results of Consult Your 
Supplier Month,” Thompson reports. 
“Many of them wrote to me, saying 
they thought it was a fine idea and had 
brought their companies much closer 
to their jobbers than they ever had 
been before.” 

Efficiency a “Must”—In the long- 
range education program, and the 
annual survey of jobber finances, 
Thompson says that jobbers have op- 
portunities to increase the efficiency of 
their own operations, 

“The jobber had a continuing re- 
sponsibility,” Thompson declares, “to 
improve his own operations. He must 
do this to continue to be recognized 
as the most efficient and economic 
method of wholesale distribution to be 
found in petroleum marketing.” 

What of the problems ahead? 

There are plenty remaining to keep 
NOJC’s new administration busy for 
a long time to come, in Thompson's 
opinion. 

First, he believes, is the problem of 
broadening NOJC’s operating budget 
and raising additional funds to 
strengthen the operation of the Wash- 
ington office. Unless this is done, he 
says, the council is in danger of tossing 
away the progress it has made in the 
past few years. 

Second, there is the problem of price 
cutting on commercial accounts. How, 
he asks, can the jobber compete for 
this type of business when suppliers 
insist on selling to commercial con- 
sumers at prices below those the jobber 
must pay for the same products? 

And Thompson lists these additional 
problems facing NOJC and jobbers 
generally: 

e@ What to do about sponsor helping 
to a national advertising program to 
promote the sale of fuel oil and com- 
bat the ever-expanding competition 
of natural gas. 

e Lack of jobber capital to finance 
expansion programs, and particularly 
to compete with major companies in 
the construction of new service sta- 
tions. New ways must be found to 
help jobbers raise risk capital. 

e The trend among some suppliers 
to convert their gasoline volume into 
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“Word of Mouth” 
Advertising — 
from 

Smock, Pa. 


Serving the Eastern Seaboard from Maine through Florida 
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: We fool free to tako —— associations 
our probleme to Richfield” 


“Word of mouth” is an Americanism that means truth. So 
Richfield is proud to pass along to you Word of Mouth 
Richfield Advertising unsolicited from R. W. Higinbotham, 
for 22 years a Richfield Distributor in Smock, Pa. 


“Center Gas & Oil Company has been associated with 
Richfield as a distributor for the past 22 years. Gallonage 
has grown from approximately 150,000 in 1932 to 4,347,252 
last year. 


“Richfield’s advice concerning our accounting and other 
problems, and their cooperation with our advertising 


programs have been contributing factors to our success. 


“We, like all distributors, have had our ups and downs; and 
at such times, we have always felt free to take our 

problems to Richfield and they have given us the help 

and good common-sense advice necessary in the operation of 
our business.” 


Why do Richfield Distributors have such a warm and friendly, 
mutually-helpful relationship with Richfield? Find out 

the reasons why so many Richfield Distributors cite 

that relationship as a big factor in their success? 

Find out today! Write, wire or phone! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
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direct outlets, or through commission 
agents, thereby tending to eliminate 
the jobber from gasoline sales. 

e The need for tax relief. 

Thompson sums up: “| feel we have 
made great strides in the past few 
years. But there is still much to be 
done. It will take the co-operation, 
and the hard work, of every state 
association, and of every jobber, to 
continue NOJC’s record of progress.” 


California Distributors 


Talk About Problems 


Members of California Petroleum 
Distributors Assn. are far from com- 
placent about their present marketing 
position. Their concern over direct 
delivery, the consignee’s lack of inde- 
pendence, and supplier policies in gen- 
eral is reflected in the following recent 
conversation by five association mem- 
bers (names are fictitious). 

The conversation started on a theme 
familiar to many West Coast whole- 
salers—will the distributor survive the 
advent of direct or “clipper” delivery? 

Larsen began: “We might as well 
face it. The bulk plant on wheels is 
here to stay.” 

Martin agreed with him. “I keep my 
bulk plant for lighter fluid accounts 
now.” 

Slattery differed: “I feel that dis- 
tributors are often at fault in per- 
mitting the clippers to come in. If 
they’re on the ball, they start up their 
own clipper service and stave off the 
majors.” 

“Yes, but that costs money,” several 
of the members protested. 

“There is nothing that will stop the 
march toward complete company op- 
eration,” Martin declared, “unless 
there is a change of administration.” 
He explained that, while he was an 
ardent Republican, he felt that only 
the fear of a small-business-minded 
Democratic regime would keep sup- 
pliers from swallowing up distributors. 

“T think that in the future you'll be 
better off running a chain of multi- 
pumps than being a distributor,” he 
said. 

Slattery said he thought the fate 
of the distributor was sealed by the 
attitude of the major companies. 
“Why, I’ve heard a district manager 
ask, ‘Why should we pay 2.5¢ to a 
distributor when we can move in and 
do the job for 2¢?’” 

“Yes,” said Larsen, “but the non- 
salaried wholesaler persists because 


PETROLEUM NEWS « November, 1954 

















Match quality equipment 
with quality motor power 
.--specify LELAND! 


Buying new pumps, blowers, compressors or other electric motor-driven 
equipment? Be sure to specify “equipped with Leland motors” 
—to assure maximum efficiency and satisfaction ! 


Replacing a worn-out motor on present equipment? 
Then take advantage of this opportunity to 


improve the machine’s performance. 
Replace with a smooth-running, 
premium quality, long-lived 

Leland Motor! Call your local 
Leland dealer or representative. 


In choosing motors by Leland 
you’ll be following the example 
of many leading equipment 
manufacturers. Write for 
Bulletin 100 giving 

data on open and explosion-proof 
motors from 1/6 to 5 HP. 





LELAND Type RA Repulsion 
Start—Induction Run 

single phase motor provides 
high starting torque 

with low current consumption. 


*LELAND (i) ELECTRIC” 


DAYTON I, OHIO 


Division of AMERICAN MACHINE & FOUNDRY COMPANY, New York 
In CANADA, Leland Electric Canada, Ltd., Guelph, Ontario 


products are better... by design 
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A New Disc... 


A‘'New”’ Valve 





Crane No. 7 Brass Valves with 
quick-change composition disc 


Save time, trouble, and money by standardizing on these Crane 
quality 150-Pound Valves. Simple to service. No big inventory of 
replacement parts. Just a few extra disc holders...a supply of 
composition discs. That’s all you need for a wide variety of fluids 
«-.and an economical maintenance program. 


The composition disc takes most of the normal wear—stands 
up well under ordinary usage—seats easily even on air and gas 
—absorbs foreign particles that might cause leakage in metal 
disc valves. When a leak shows up, make a “new’’ valve—with 
a new disc. Simply dismantle the union ring, lift out the trim- 
mings, replace the disc holder assembly. Takes only a few min- 
utes. Save the disc holder you removed—use it with the next 
replacement disc. 


Rugged construction throughout. Sturdy bonnet joint, well re- 
inforced by heavy union ring—can be repeatedly dismantled and 
reassembled. Get better acquainted with the Crane No. 7 line 
...for steam, hot and cold water, air, oil, gas, gasoline, and 
many other fluids. 


No. 7 Globe 
Sizes Ys to 3-inch 


GLOBES, ANGLES, AND CHECKS 


Ask for folder AD-1682R—contains full si wy vf — 
facts on the No. 7 brass valve line and the use 1 fo Saw f 
companion No. 27 check. Your Crane Rep- | | No. 27 Check 
resentative has a copy for you—or write Specify No. 9 for Flanged Ends Sizes Vs to 3-inch 
direct to address below. 


THE BETTER QUALITY... BIGGER VALUE LINE... IN BRASS, STEEL, IRON 


CRANE VALVES 7°:,; 


CRANE CO., General Offices: 836 S. Michigan Ave., Chicago 5, Illinois BUYER 
Branches and Wholesalers Serving All Industrial Areas 


% 


VALVES + FITTINGS © PIPE + PLUMBING + HEATING 
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the salaried one can’t get and hold 
the business that a genuine member 
of the local community can.” 


Adams confirmed Larsen’s statement 
with an experience of his own. He 
said that when one of the majors took 
over a distributor in his area several 
months ago for a direct operation, he 
picked up a dozen of the major’s 
commercial accounts. 

Diversification Urged—Adams went 
on to say that he thought a distributor 
could survive only through spreading 
his business as widely as possible. “A 
distributor should get into all types of 
accounts, large and small, like truck- 
ing, dairies, lumber yards, dry-cleaning 
and solvents. And, by the way, that 
solvents business is mighty profitable.” 

Martin pointed out that while per- 
sonal friendships are valuable in keep- 
ing large accounts in a rural area, 
there is still a hazard. “After all, the 
majors can always cut a rural distrib- 
utor down to size by reducing his 
territory.” 

The marketers were unanimous in 
saying that there is no single trend 
affecting distributor status among the 
large suppliers. Several voiced con- 
cern over what they called a growing 
tendency of General Petroleum Corp. 
to convert to salaried operation. But 
another said he’d heard that Shell Oil 
Co. was converting its commission 
agents in Arizona to wholesalers buy- 
ing and selling on their own account. 

“What gets me,” said Martin, “is 
majors offering you a distributorship— 
and a branded one, at that—right 
alongside their company operation. 
Maybe they want to get more business 
that way—or maybe they’re getting 
ready for divorcement.” 

Divorcement Doubtful—‘I think all 
these shiftings back and forth mean 
that the majors are afraid of divorce- 
ment,” Slattery observed. “They are 
purposely trying to show lack of col- 
lusion.” 

It was the consensus that “divorce- 
ment is dead unless a Democratic Con- 
gress is elected.” The distributors 
believed that the G.O.P. will never 
permit divorcement to take place, pre- 
ferring to “preserve the appearance of 
prosecution of the case.” 

Jobber Defined—The conversation 
turned to a comparison of the West 
Coast distributor with the large jobber 
common east of the Rockies. There 
was general agreement on this: 

There aren’t any Midwest-type job- 
bers on the coast because the seven 
majors won’t permit it. 

“A jobber is someone who can bid 
one major off against another,” said 
Adams. 


“When the Detroit case is ironed 
out, we'll really know what a jobber 
is,” said Richardson. 

The group also sought to define the 
status of the commission agent and 
consignee. 

“Td say a commission agent is a 
guy who is afraid of something all the 
time—government, his competitors, 
his supplier,” Martin offered. 

Adams explained that the average 
commission agent’s ambition is to be- 
come a jobber because of the resultant 
independence and security. “In other 
words, he gets a chance to build a 
big enough business so he can switch 
brands at will.” 

Slattery, a commission agent him- 


self, said that one of the biggest com- 
plaints of the commission agents is 
that “there’s no negotiation of the 
contract with the supplier at all.” 

“That’s right,” said Adams. “I've 
signed contracts since 1940 and I’ve 
never read one of them.” 


Tennessee Jobbers 


Allowances and Prices 


It isn’t the only thing troubling them 
these days, but Tennessee oil jobbers 
are very much interested in the defi- 
nition of the word “temporary.” 

Members of Tennessee Oil Men’s 
Assn. say suppliers have a strange 











HEL 


thes 


T Eliminate costly mainte- 
nance of obsolete pumps. 


Cut delivery costs witl 


fewer stops—bigger dumps. 


Build volume through im- 
proved service. 


TP +S reatuee acts! 


@ delivers approximately 10 gallons 
per minute 

@ built-in check valve—no foot valve 
necessary 


If you’ve only been skimming the surface of the 
profitable consumer market, check the versatile 
Tokheim Power Pump. It will deliver years of 
trouble-free service without costly maintenance; 
permit bigger volume deliveries and fewer 
stops; build good will through better service. 
Highest quality. Moderately priced. It’s tops! 


Call your Tokheim representative today! 


@ gear-type pumping unit with built-in 
by-pass valve 


@ explosion-proof motor 

@ removable strainer screen 

@ welded steel housing 

@ baked enamel finish 

@ dial meter with calibration adjustment 





General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 Wabash Avenue 


SINCE 1901 


Fort Wayne 1, Indiana 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto 
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You can sell profitably at all price levels. 


Premium quality ULTRA START 
the battery for car owners who want the best! 
Features the new Exide Levelex for seasonal con- 
trol of electrolyte level . . . patented Silvium Grids 
to resist overcharging . . . G.O.X. active material 
for peak performance. 


All-Purpose HYCAP XD 
an extra duty line for cars, trucks, tractors, and 
boats. Many premium features — including Lev- 
elex and Silvium — at less than premium prices. 


Well-Known SURE-START 


built to rigid quality standards — priced to com- 
pete with original equipment batteries. 


Low-Price STARTEX 


Exide quality plus the Exide name in a battery for 
the “price” buyer. 


Competitive prices . . . long profit margins . . . 
Exide quality . . . a complete battery line... 
the selling power of the Exide name and Exide 
advertising—all add up to more profit for you. 


Yes, there’s BIG NEWS at Exide these days. 
Find out all about it! Write direct! 


Exide AUTOMOTIVE DIVISION 


THE ELECTRIC STORAGE BATTERY COMPANY 
Philadelphia 2, Pa 
Exide Batteries of Canada, 

“Exide, Ultra Start, Hycap, Startex’’T.M. Reg. U.S. Pat. Off. 








Limited, Toronto 
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ULTRA START 
8 Group Sizes 


HYCAP XD 
4 Group Sizes 


SURE-START 
11 Group Sizes 


STARTEX 
4 Group Sizes 


BATTERIES 
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definition in granting discounts off 
posted tank wagon prices. They would 
like very much for the suppliers to 
say exactly how long is temporary. 

So much so, that they passed a 
resolution at their fall meeting in 
Memphis, asking that no “temporary” 
allowance last longer than 10 days. 

If it is still in existence after that, 
the jobbers say, it should be recognized 
as the posted tank wagon price. 

But they agree that should the Na- 
tional Oil Jobbers Council set a longer 
period of time in which a “temporary” 
allowance is to be recognized as such, 
then they would go along with the 
NOIJC, 


The other problems facing the Ten- 
nessee jobber today are much the same 
as the ones jobbers all over the country 
are discussing, E. Pellettieri of Nash- 
ville says. 

Commercial Accounts— For in- 
stance, there is the practice of sup- 
pliers in some cases selling direct to 
consumer accounts at prices cheaper 
than the jobber pays for his supplies. 

Pellettieri believes this is something 
for the individual jobber to work out 
with his supplier. He doesn’t think an 
association can tell one or all sup- 
pliers what prices they can or cannot 
charge direct accounts. 

But most of the Tennessee jobbers 
wish that supplier companies would 
review their policies on selling direct to 
consumer accounts, and then define 
those policies for everybody. 

E. J. Connable, of Moto-Pep, Inc., 
Memphis, is one who can talk for 
hours on this subject, since he claims 
companies have been selling substan- 
tially under what he pays for prod- 
ucts, to consumers in and around 
Memphis. 

Threat from Labor—Some of the 
Tennessee jobbers are also concerned 
over labor union merger develop- 
ments. Few feel a nationwide or in- 
ternational labor union will affect 
them directly. But they see them- 
selves being affected greatly indirectly. 

As one of them says, “right now we 
have an oversupply of products. It is 
causing us trouble, especially at the 
retail level where we are having almost 
constant price wars. But should the 
entire industry be shut down by a labor 
strike and we end up with a shortage 
of supply, the jobber would suffer 
along with everybody else.” 

Bates Parman of American Oil Co. 
of Tennessee is one who can’t see how 
the federal government can criticize 
companies for merging and creating 
monopolies, and then allow labor 

(continued on p. 167) 
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THE ONLY 


COMPLETELY 


DIFFERENT 


MOTOR FUEL 


Amoco-Gas is the only premium gas that’s completely different. 
The service station dealer who sells Amoco-Gas is the only dealer 
who sells crystal-clear, natural, safe power in a motor fuel. 
Amoco-Gas is crystal-clear because it does not contain any additive 
to increase its anti-knock value. So Amoco-Gas does not need a 
secondary additive that only tries to offset the serious penalties of 
a first additive. Amoco-Gas leaves no harmful metallic deposit in 








a car’s engine to rob it of power, and so damage the engine 
parts. All the power, the superior performance of Amoco-Gas is 
refined into the fuel from the very start. 

Naturally, Amoco-Gas furnishes the cleanest, the most efficient, 





the safest power under all driving conditions. 


Po 2 oe 
GULL American Oil Company 
— 4 


. from Maine to Florida 
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IN THE BATTERY INDUSTRY 










1. EXTRA POWER... 
For Cold Weather Starting. 


Low water level increases power-pro- 
ducing acid concentration . .. guarantees 
far greater power for faster starting on 
the coldest winter mornings. 
















Weathermaster 


with key-operated 
CLIMATE CONTROL 


Two Great Batteries In One at the turn of a Key... 


2. LONGER LIFE... 
For Hot Weather Driving. 


High water level guarantees a cooler- 
operating battery for hot weather driving 
... guarantees greater protection against 
the most common cause of a// battery 
failure — overcharging. 


Wiles Willard 


Super Master 


Metalex Grids give it 151% more protection against 
overcharging, the number one battery killer! Actual 
tests in salesmen’s cars and taxis, prove this battery 
lasts up to four years and longer. 


Tractor-Commercial 


The only battery in the world with plate anchor 
which gives absolute and positive protection 
against battery killing vibration. Sell it to Farmers 
... Sell it to Truckers. 





Heavy Duty De Luxe 
A popular priced battery with up to 56% more starting 
power at zero. Genuine rubber container. Avail- 
able in sizes to fit every car and most trucks. 





NEW Willard Price Leader 


The Willard AUTEX. It’s not built cheap to sell 
cheap... it’s Willard quality throughout. Sell it for 
$13.45... allow a liberal discount for the old bat- 
tery from this price and you still make a big profit. 


WILLARD STORAGE BATTERY COMPANY - 


166 NATIONAL PETROLEUM NEWS «+ November, 1954 


Willard new low prices are set so the dealer 
can wheel and deal and make a big profit 


besides. Call your Willard Distributor now! 








FACTORIES IN: CLEVELAND ¢ LOS ANGELES * DALLAS 
MEMPHIS * PORTLAND « ALLENTOWN * TORONTO 
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unions to grow as strong as they do. 

Price wars are another problem for 
Tennessee jobbers today. 

Connable thinks that the main 
thing to do is find the “price cutter’s 
source of supply, and then bring the 
findings out in the open.” 

But others believe some of the job- 
bers, themselves, are just as much to 
blame for starting price wars as any- 
body. 

Two brothers belonging to the Ten- 
nessee association—J. F. DeBorg of 
Morristown and C. L. DeBorg of 
Johnson City—had a lively discussion 
at the fall meeting over the fact that 
one of them cut prices to meet compe- 
tition from private brand stations. 

The DeBorg who cut his postings 
said he had to do so to meet private 
brand competition. The other De- 
Borg said that the private branders 
would have been back up shortly if he 
had left his postings alone. 

One jobber at the fall meeting said 
he had no troubles. 

This was Hall Galloway, Westate 
Oil Co., Inc., of Milan, Tenn. 

Galloway said he always attends the 
jobber meetings for only one purpose 
—to listen to the other jobbers’ 
troubles. 

“After I hear about all of their 
problems, I go back home happy and 
thankful that I’m as lucky as I am,” 
Galloway says. 


Pennsylvania Jobbers 


Building for Future 


There’s a check list for the jobber 
seeking to brighten his gasoline future 
in the first report of Pennsylvania 
Petroleum Assn.’s gasoline marketing 
committee. The report says . 

The jobber should: 

—Help his state association grow in 
membership . . . 

—Build himself up to be “the right- 
ful fellow in his community to repre- 
sent the product he sells.” 

—Take an interest in civic, school 
and welfare groups... 

—Build his business on good sound 
business principles. 

—Take a “very active” part in the 
service station end of his business . . . 

—Take advantage of the educa- 
tional program offered in his territory. 

—Favor and encourage good dealer 
organizations. 

The dealer should: 

—Take an active interest in their 
local organizations. 


—Be able to solve their own prob- 
lems among themselves, including eco- 
nomic problems. . . 

—Remember that it is service that 
makes a station a success... 

Majors Under Fire—The rz2port 
criticizes suppliers in these words: 

“In disturbed price areas, major 
companies . . . to protect their own 
interest . . . put into effect voluntary 
allowances, guarantee spreads, consign 
products, arrange for subsidies and 
other plans that cause confusion to 
the distributor. All of this tends 








constantly to reduce his margin to a 
minimum where it is no longer profit- 
able to market his product. ... We 
also find that the distributor cannot 
meet prices of the major oil companies 
in the commercial field due to the 
spreads that are extended to the large 
commercial consumer accounts, which 
in some cases exceed that of a dis- 
tributor. This committee is opposed 
to this unfair method of obtaining 
commercial accounts. We feel that a 
distributor is entitled to a larger mar- 
gin than a commercial consumer.” 


REGARDLESS OF PRICE 
THERE ARE NO SUBSTITUTES 


a 


LOADERS 


EXAMPLE: 


Swing Joints Equipped with 
Timken Roller Bearings 


LONG-RANGE LOADER 


No. 462 


This is the new Oilco long-range loader that has won 
favor in the petroleum industry, because it DOES 
everything that a good loader should do without 
question, friction or argument. 

Here are stability and quality expressed in a 
loader of extreme long range which, without re- 
spotting, loads transports and tank cars with greater 
speed, greater flexibility and less trouble-free hand- 
ling. It does the job handsomely. 

This perfected loader includes two of the new 
Oilco (No. 857) swing joints, equipped with TIM- 
KEN tapered roller bearings (an Oilco exclusive) 
which insure positive alignment and friction-free 


load capacities. 


The assembly and alignments are perfectly engi- 
neered in keeping with Oilco’s high standards with 
precision hardened ground bearings. 

Let us send you Folder A-2 which will give you 
complete description. You'll find it interesting 


Write for descriptive folder A-2 for details. 


orn Equipment M anuracturinc  OFoe 
INCORPORATED 


3100 VERMONT AVE. 
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10:30 A.M. Half hour after she called, Mrs. Baverle 
sees truck arrive with ail she ordered 


10:00 A.M. Mrs. Donald Bauverle, housewife in a 
Detroit suburb. calls for some fuel oil — fast 


10:00 A.M. Peggy Wilson receives Mrs. Baverle’s 
emergency request at Socony’s division office 








10:02 A.M. Teletype Operator Dorothy Altz relays 


st 
Ee ee ee 10:04 A.M. Dispatcher Thomas Sanderson phones 


and address to radio service headquarters 
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Radio Slices Fuel Oil Delivery Costs 


Savings in time and money result from use of new pocket-size receivers to speed 


Socony trucks to emergency heating oil customers in Detroit area 
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10:15 A. M. Socony Driver Keith 
Widdifield gets order on his Page- 
ette as he stands by truck 


5 we 
10:05 A. M. Announcer Wesley 


Simondson, at Pocket Phone’s De- 
troit office, airs message 


By HOLGER RIDDER 
NPN Automotive Editor 


A pocket radio receiver — 
Dick Tracy style—will save So- 
cony Vacuum’s White Star Di- 
vision in Detroit $900 per month 
this heating season. In use for 
the past month, the device now 
is “standard equipment” for 10 
of the division’s 50 fuel oil truck 
drivers. 

With colder weather coming 
in earnest now, Socony looks 
forward to: 

e Fast emergency service for 
its oil heat customers. 

e Better service to its non-de- 
gree day accounts, 

e New business because of the 
faster service. Already the ra- 
diophone has brought in at 
least five large fuel oil accounts. 

Today, the unit (known as Page- 
ette) is a one-way proposition. Drivers 
are able only to “receive” instructions. 
But research is being aimed at a light- 
weight portable two-way unit. 

Sponsors say service now is avail- 
able in 10 cities—with about 25 to 
30 others to be added by the end of 
the year. In Detroit alone, there are 
480 subscribers, with Socony so far 
the only oil account. Before signing 
up for the service, Socony experi- 
mented with it for nine months. 


How It Works 


The Page-ette is a miniature, bat- 
tery-powered radio receiver, small 
enough to fit in the palm of the hand 
and slip into the average shirt pocket. 
Weighing only 6 oz., it has a recep- 
tion range of 30 to 35 miles. 

To hear all the messages on the fre- 
quency to which the receiver is tuned, 
the operator merely holds the unit to 
his ear and pushes a button with his 
thumb. 

Time Saver—Harold Stanzel of So- 
cony’s Detroit Mobilheat Department 
estimates that time required for emer- 
gency deliveries of fuel oil has been 
cut from 142-2 hours’ time down to 
a maximum of 30 min. How it works: 

A housewife living in a typical De- 
troit suburb about 15 miles fiem the 
Socony division office, calls to say she 
is out of oil. 
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HAND-SIZE Page-ette weighs 6 ox., fits 
easily in oil truck driver's pocket 


The Socony office relays the mes- 
sage by teletype to the dispatcher at 
its terminal, about two miles away. 

The dispatcher calls the Detroit 
Pocket Phone Radio Message Service 
Center, giving the driver’s code num- 
ber and the order for an emergency 
delivery. 

Within five minutes of the time the 
call for oil is made, a message is being 
broadcast to that driver at 60-sec. in- 
tervals, telling him to make an emer- 
gency oil delivery at the suburban 
address. 

It and other messages on the same 
frequency are repeated on a Center 
tape recording in one-minute cycles. 
After an hour’s broadcasting, mes- 
sages are cancelled unless ordered re- 
peated. 

Socony drivers equipped with Page- 
ettes use their receivers at frequent 
intervals. Experience shows that with- 
in 30 min. after an order is placed, 
the Socony truck is at the house filling 
the fuel oil tank. 


Advantages 


With 50 fuel trucks operating dur- 
ing the heating oil season and with 10 
Page-ettes in operation, Socony breaks 
its savings down in this manner: 

To handle emergency calls, the 50 
Socony drivers previously phoned the 
dispatcher four times per day. At 10¢ 
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“Speeds Up Deliveries 


... that’s what I like about 
HANNAY Hose Reels!” 


if he at ae @'. x —says FRANK STEVENS 


niOWFEI 





Flies SERVICE under all operating conditions has 
proven, over and over again, the efficiency and 
economy of Hannay Hose Reels. Enthusiastic users all 
over the country continue to tell us of their satisfac- 
tion . . . More than twenty years of continuing 
research and development have gone into today's 
Hannay Reels — to give you a hose reel that is scien- 
tifically designed and constructed for SAFE, efficient a 
and economical handling of inflammable and volatile 


‘= 
\ 


“Hannay Hose Reels have proven their 
liquids . . . You can depend on Hannay Hose Reels. efficiency and economy to me again and 
again.” MAHLON FAHRINGER, President 

E. W. HOWELL CO., Albany, N. Y. 


Particularly advantageous for fuel oil, gasoline and 
LPG deliveries, fire fighting, marine and aircraft fuel- 


ing, and for fueling pits, the Hannay Hose Reel Check These HANNAY Extras! 


reduces hazards, lengthens hose-life, eliminates mess 








and annoyance. There is a Hannay Hose Reel for * Simplicity of construction and operation 
every purpose . . . each one backed by the Hannay reduces maintenance costs toa minimum... 
reputation for integrity and dependability. When you ® Leak proof, trouble-free swing joints 


buy a Hannay Hose Reel you get the finest hose reel designed to meet specific needs . . . 


ever made! Rolled edges on disc and tubular take-off 


rollers prevent scuffing and hose damage. 
HANNAY ...Greatest Name in Hose Reels! Chain and sprocket drive gives controlled, 
uniform speed without clutch or gear shift. 


wr ANNA y Especially designed explosion-proof heavy 


duty motor, Underwriters Approved Class 1, 


H 0 S E R E E L s Group D, with permanently lubricated bear- 


CLIFFORD B. HANNAY & SON. In. ings. Motor an integral part of reel; needs 
Wester new YORS no attention. 


©1954, C.B.H.& S.,Ine. * Sturdy, compact, durable, dependable! 








MANUAL & POWER OPERATED HOSE REELS FOR EVERY REQUIREMENT 
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per call, this meant $20 a day or about 
$520 per month in phone tolls alone. 

Savings Listed—Under the new set- 
up, the 10 trucks with Page-ettes will 
make no phone calls at all. That saves 
$4 a day or $104 per month. 

The other 40 trucks—not on emer- 
gency calls—will call the dispatcher 
only once a day. That's a savings of 
$12 per day or $312 per month. 

Stanzel estimates that under the old 
system, each driver averaged about 
one extra mile each of the four times 
he went to a pay phone each day to 
call the dispatcher. 

Thus, each non-emergency truck 
now will save about 3 miles per day— 
120 miles for the fleet. The 10 emer- 
gency trucks will save 40 miles a day 
because they make no calls. So al- 
together 160 miles per day, or about 
4,160 a month, are eliminated by use 
of the radio receiver. 

At an estimated operating cost of 
about 15¢ per mile, the saving in 
mileage alone is about $600 per 
month. 

This, with the reduction in phone 
tolls, brings to more than $900 the 
total monthly savings expected during 
the coming heating season. 

Partly offsetting these economies is 
the monthly rental of the units—in 
Socony’s case $140. 


New Business Comes In—Though 
Socony hasn’t advertised its speedier 
emergency service during the experi- 
mental period, Stanzell says at least 
five new accounts have been acquired 
because of it. Example: 

A Socony driver was in a restaurant 
for a cup of coffee. While there, he 
took the Page-ette from his shirt pock- 
et, listened a moment, then finished 
his coffee in a hurry. 

“I've got an emergency delivery to 
make,” he announced and was gone. 

The restaurant proprietor, im- 
pressed, called Stanzell and said that 
if this was the type of service Socony 
offered its customers, from that mo- 
ment he was giving it his fuel oil 
business. 

Stanzell reports that about 78% 
of Socony’s fuel oil customers are on 
the degree-day system. The other 22% 
are “will-call” customers. for whom 
the new method of dispatching is de- 
signed to speed service. 

Load Flexibility—All Socony trucks 
are dispatched with load flexibility so 
that at the end of a delivery run they 
still have enough fuel to drop off 220 
gal. or more on a rush order. If an 
emergency customer, for example, 
needs 500 gal. to fill his tank but the 
truck only has 200 gal. left, the 
driver leaves the 200 gal. and assures 
the customer the rest will be de- 
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FIRST CHOICE with 


INDUSTRY LEADERS 


for high speed filling 
of 1 and 2 gallon containers 





Wustrated is a Horix large frame filler, standard in the industry for 
high speed filling of “F" style cans and gallon jugs. 

With this model The Atlantic Refining Co. hos increased production by 
1800 two-gallon cans per 8 hour shift. 








| TYPICAL USERS OF HORIX HIGH SPEED 


FILLERS FOR LARGE CONTAINERS 





COMPANY 


PRODUCTS | CONTAINERS 





(Canada) 


$. C. Johnsen & Son, Inc. 


Liquid Wax 
and Polish 


1& % Ga. 
Cans 





R. M. Hollingshead Corp. 


~ Waxes and 


Polishes 


1 Gal. 
Rect. Cans 





Wine Growers Guild 


1& % Gal. 





Coca Cola Company 


Cola 
Concentrate 


Jugs 
Gal. Jugs and 
Round Cans 





Atlantic Refining Co. 


Motor Oils 





Shell Oil Company 


Motor Oils 





Italian Swiss Colony 





Ralston Purina Co. 


Insecticides 





Gem Packing Company 








Olive Of 











been 


Horix fillers have lon 

recognized as the most , Brom 
able and economical liquid and 
semi-liquid rotary fillers on the 


market—the reason for their 
wide acceptance among yield 
conscious production men. No 
other fillers offer so many out- 
standing features. 


© Guaranteed accuracy of fill 
® No Product Waste 


© Finest feed-screw container handling 
from infeed through discharge 


®@ No container—no fill 
© No aeration—no overflow 


@ Simple rugged construction—low 
maintenance 


Horix complete line includes a semi-automatic 5 
gallon filler, portable hand-operated fillers, as well 
as small, medium and high speed rotaries, These 
are described in new illustrated folder No. 155 F. 


Write for it today. 


JFACTURING 


IRGH 4 


FILLERS AND CONVEYORS 
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Lowest Unit Filling 
Cost — Highest 
Product Quality 
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HYDRAULIC POWER 
your Bibl Buy for 
FASTER, SAFER DELIVERIES 





OPERATE PRODUCT PUMPS. ..HOSE REELS 


Equip your fleet with new Roper Pump-Motors — the hydraulic power units 
designed especially for fuel transfer applications. Compact and rugged, these 
pump-motors offer greater flexibility and convenience of hook-up... operate 
at slow speeds... increase product pump life... are /ess costly to operate in 
the long run. Ideal for operating both product pumps and hose reels, you'll 
find Roper Pump-Motors your best buy in hydraulic power. Get all the facts 
. +. today! 


COST-SAVING FEATURES 


@ Operates one or more pumps or reels @ Offers greater flexibility and convenience 


@ Eliminates auxiliary engines @ Power input is smooth, shockless 
@ System increases product pump life @ Drives other.makes of pumps 


@ Explosion-proof at no extra cost @ Convenient dual system for split loads 


Write for Bulletin or see your 
Roper Distributor 


GEO. D. ROPER CORPORATION 
48 Ri ih + Park A 
Rockford, Hlinois 
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livered the first thing the next day. 
Availability 


The radio message service to which 
Socony subscribes in Detroit was orig- 
inated by New York Technical In- 
stitute, 1008 Second National Bldg., 
Cincinnati 2, Ohio. 

Cedric E. Adams, Jr., president, 
says the service currently is available 
in Cincinnati, St. Louis, Cleveland, 
Detroit, Minneapolis and St. Paul, 
Chicago, Philadelphia, Pittsburgh and 
Buffalo. By the end of this year, it 
will be offered elsewhere. 

Expansion Planned—tIn addition, 
the company is working out a con- 
solidated tariff for offering exchanging 
service in Miami, Boston, Reading, 
Milwaukee, San Antonio, Austin, Cor- 
pus Christi, Los Angeles, Phoenix, 
Portland, Ore., Kansas City, Memphis 
and San Francisco. 

So far, Adams says, service has 
been limited to cities of 125,000 popu- 
lation or more. But he adds that in 
any area where 75 or more sub- 
scribers are assured, service can be 
made available—at a profit to the 
operator. 

The Page-ettes come from NYTI 
and are rented to subscribers through 
message service setups. Rental is $10- 
20 per month per unit for 24-hour 
unlimited call service. 

Socony, with its 10 units, pays a 
rental in Detroit of $140 per month. 

During Socony’s period of experi- 
ment, it paid out only $14 in addition 
to its monthly rental. This was for 
broken units. 

The Detroit radio message service 
currently has about 480 subscribers 
with Socony the only oil account. 
These are served on two different 
frequencies. Each Page-ette has a code 
number. 

One prospective client is dickering 
for service on a frequency of his own. 
He says he anticipates using 125 Page- 
ettes in the Detroit area. 

Truck Unit—As a possible extended 
service, NYTI is experimenting with 
a unit with 50-mile reception to be 
installed in trucks. 

The advantage to this type of unit, 
according to Stanzell, is that if drivers 
fail to listen to their Page-ettes at 
regular intervals, they still will receive 
their orders while in the trucks. 

These mobile units would cost $50 
outright, with no rental arrangement. 

Socony’s White Star Division de- 
cided on the Page-ette after it had ex- 
plored the economics of other methods 
of communication. 

The company got figures on costs 
of two-way radio systems, then gave 
the nod to the one-way pocket re- 
ceiver. ® 
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2 OF 125 TRIED TO 
SELL AN OIL CHANGE 


THE 
TEST 
125 STATIONS 


were visited by 
NPN to test the 
dealer’s ability to 
take advantage of 
a lube reminder 
attached to gaso- 
line tank cap 


THE 
RESULT 


NOT ONE TRIED TO 
SELL A GREASE JOB 


How Dealers Failed Lube Sales Test 


Oil companies spend a good deal of money every year putting 
lubrication reminder stickers inside car door jambs, under hoods 
and behind windshield visors where they are difficult to find. 

Not long ago Oilminder Co., Park Ridge, Ill., began marketing 


the Oilminder, a dise-type lube 
reminder that service station at- 
tendants can’t help but see. It 
clamps over the car’s gasoline 
tank cap with metal fingers and 
shows, on a paper or plastic 
disc, all the necessary lube in- 
formation including date and 
mileage of last oil change, grease 
job, plus owner’s name. 


November, 1954 - 


Sun Oil Co., Standard Oil of Ohio 
and Fleet-Wing are testing the Oil- 
minder in their stations, for use as a 
selling weapon. So, NPN decided to 
find out whether station attendants 
would take advantage of the ready in- 
formation on the Oilminder to sell 
more oil. 

Nine staff members equipped their 


NATIONAL PETROLEUM NEWS 


cars with Oilminders that showed 
each car had not been serviced for 
two months and 1,800 miles. Between 
them they visited 125 stations in six 
weeks. 


WHAT NPN FOUND 
They found—even with the Oil- 
minder in full view and recording a 
need for service—that: 
e Only two attendants 
tried to sell an oil change. 


(Continued on p. 176) 
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NEW FROM ALEMITE 


equipment powered fo lubricate 
with todays toughest greases 
A) ...0% faster! 


Here’s big news for you from Alemite! 








A great new pump engineered specifically for fast 

, delivery of today’s tougher, longer-lasting greases — 
| | with power reserve for the even tougher greases of 
the future! Cuts lubrication time by ONE THIRD! 

It’s the Alemite Super-H Pump that gives full 

pressure of 6000 to 7000 lbs. at the control 

valve, where it counts — INSTANTLY. 

Absolutely No TIME Lac! 


© EXCLUSIVE 


centered valve 





design! 


© HIGHER 
pressure ratio! 

FASTER, 
more positive 


delivery 


e EXCLUSIVE 
Alemite “Pressurtrol 
assures controlled 


pressure range 


STEEL on hard 
steel at the three 
vital points 


no packings 
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Here’s SUPER H-POWER in the world’s newest and finest... 
DELUXE PORTABLE LINE! 


* Line ‘em up for display! Roll ‘em to the job for efficiency! 
¢ Here’s appearance that wins customer confidence! 
* Beauty that makes SALES! 


Air Operated 
Automatic ; ; Gear Lube 
Transmission : Dispenser 
Fluid Dispenser : 


Just check these outstanding 
Alemite advantages! 


© NEW EYE APPEAL — for © NEW FULL GRIP HANDLES 
modern appearance — easier — for easier ing. 
housekeeping. 


© NEW FLEXIBLE FOLLOWER 


Ce PLATE — for removing ALL 


lubricant from the drum. 


© NEW CONTROL VALVE — 
saves lubricant — keeps lube 
department cleaner. 








High-pressure Lubricator 


Hand Operated with Super-H Pump 


Gear Lube Dispenser 


Write today for Information 


that will show you how this new H-Powered 
Alemite Equipment can save you money 
— make you money! 
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to Extra Gallonage 


Lucky Oil Men are discovering the Ardmore way to 
extra gallonage, with less work. 


Ardmore power is safe, smooth, sure—actually pays for 
itself in a single season. Ardmore Reels are efficient, 
easy running, trouble free. They are precision-built to 
stay that way. 


Explosion-proof motors are Underwriters’ Approved for 
all electrical systems. Of exclusive design, these powerful 
motors draw only 70 amps. 


Swing joints are free running, full flow, non-leaking, 
and readily accessible. 


Gear-to-gear drive assures positive power transmission. 
Gears run true and quiet. 


Frames of channel steel are extra strong, yet flexible 
enough to absorb road shocks. 


Your particular requirements are important to us. That’s 
why we build Ardmore Power Reels in the 26 models 
shown in our new catalog. Just call your qualified 
Ardmore Distributor or drop us a line. 


ARDMORE PRODUCTS 


2040 Carroll Ave., Chicago 12, Haymarket 1-2718 


Division of Amco Corporation 


NATIONAL 


oe lubrication 


KASY WAY 


(continued from p. 173) 

e No one attempted to sell a lubri- 
cation job. 

So, of the 125 attendants who saw 
the device, only 1.6% asked the cus- 
tomer to buy oil. Here is how station 
attendants reacted to Oilminder: 

Comment or Not—Fifty-seven sta- 
tion men — 45.6% — inspected Oil- 
minder casually or studied it intently. 

The other 68, or 54.4%, ignored it 
completely. 

Twenty-two men, about 17.6%, 
commented on it to the driver of the 
car. Twelve attendants—9.6%—asked 
if the device was available, where it 
could be purchased and what it cost. 

Though the customer’s name is 
printed on each Oilminder, only twe 
attendants, or 1.6%, addressed the 
customer by name. 

Oil Change—Though the nine NPN 
cars represented 125 opportunities to 
sell an oil change during the six-week 
period the test ran, Only five dealers, 
4%, called the customer’s attention to 
the need for this service. 

Only two attendants, 1.6%, really 
tried to sell the service and get the 
car in the lube bay. 

Chassis Lubrication—In three sta- 
tions, or 2.4%, the customer was told 
his car needed a lubrication job. Not 
one attendant tried to sell the customer 
a chassis lubrication. 

Mileage Check—Only three attend- 
ants asked drivers what their speed- 
ometer reading was in order to double- 
check the need for an oil change or 
lube job. That is 2.4% of the 125 men. 

Oil Filter — Though several cars 
piled up enough mileage during the 
survey to warrant a check on the oil 
filter, only three attendants suggested 
replacing the cartridge. 

Dipstick Check — On this service, 
the NPN survey finds improvement 
over the results reported in a DuPont 
survey two years ago. At that time 
(NPN July 22, 1953, p. 41) DuPont 
showed oil dipsticks were checked on 
42.3% of the cars during the summer 
and 46.9% in the winter. 

In the NPN survey, dipsticks were 
checked at 70 of the 125 stations 
visited, for about 56% 


SALES OPPORTUNITY 


Station personnel who commented 
on the Oilminder think the device is 
a definite improvement over conven- 
tional lube reminders. They claim that 
this type of device reminds them with 
each gasoline purchase to check the 
customer’s other needs. 

Several major company retail men, 
comparing the Oilminder with con- 
ventional door-jamb stickers, say the 


(continued on p. 181) 
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HIGHEST 
Marl: 
PERFORMANCE 


GASOLINE 


MILEAGE 


up to 40 MORE MILES per tankful of Gasoline with 
new WEEDOL 10-30 Motor oi 


That's right ... you enjoy ighest octane 
performance with this great new oil in your 
crankcase. And you save plenty on gas. New 
VEEDOL 10-30 keeps down to a minimum 
the carbon deposits that waste energy and 
lower performance. This extra high 
detergency oil keeps your engine cleaner, 
keeps your engine power at its peak. 
Change to new VEEDOL 10-30 Motor Oil 
...and change every thousand miles. 


TIDE WATER 
wy ASSOCIATED 
OlL COMPANY 


New York San Francisco Houston Tulsa 
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The only motor oil 
‘with Oil-Plating in 





W20 & LOW-30 grades” 


NEW CONOCO Super MOTOR OIL — 





or a more PROFITABLE FUTURE 
NATIONAL PETROL ° 











10W-30 is an SAE 30 
5W-20 is an SAE 20 oil with the starting 


oil with the starting fi, /\ / characteristics of a 
characteristics of a ik / / 10W Grade. 
5W Grade. 











STOR 2 


HEavy put’ 
—_=_ 


Now service all your customers 


by stocking just 2 grades of oil 





Ti Meet all car manufacturers’ recommendations 
More miles per gallon of gasoline 
Better engine performance 
Faster starting 
Keep valve lifters free and clean 
A year-round motor oil in 2 grades 


Oil-Plating—fastens protective shield of lubricant 
to engine’s metal parts 


CALL OR WRITE your ¢ Conoco man today. © 1954, Continental Oil Company 
Continental Oil Company—Albuquerque, Butte, Chicago, Denver, $f 

Fort Worth, Houston, Kansas City, Lincoln, Los Angeles, Minneapolis, \ Ray nd Kno, 
New York, Oklahoma City, Salt Lake City, or Ponca City, Oklahoma. \ 


nem 
...conract CONOCO OD ve 
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can we pack into 
a steel container? 





We're fully aware that your packaging problems are 
not exactly the same as those of other steel container 
users. That is why we go out of our way to hand- 
tailor our deliveries, our lithography, engineering and 
other services to your specific requirements. We make 
available all the help you can use, anytime you say. 
Before you place another order for steel containers, 
why not listen to our story? We'd relish a chance to 
work with you—not just as suppliers, but as interested 


counselors and friends. 





Standard styles include pails, drums, handi 
cans. Always glad to discuss special- 
purpose containers. 








CONTINENTAL € CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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(continued from p. 176) 


sticker is primarily of benefit to the | 
customer, that very few attendants | 


ever open a car door to see if the cus- 
tomer needs an oil change or a lube 
job. 

Yet, it is estimated the marketing 
segment of the oil industry spends 


more than $1,500,000 each year on | 


door-jamb stickers and visor devices 
as lube service reminders. 

Under the Hood—Many companies 
place these stickers under the hood on 
the radiator shell, on the dipstick or 
at some other spot. This means the 
opportunity for seeing these remind- 
ers depends on the number of times 
an attendant gets under the hood. 

On the basis of performance re- 
vealed by the NPN survey, 56 out of 
100 attendants will open the car hood. 

In most instances where attendants 


or dealers studied the Oilminder, there | 


were definite signs of keen interest. 


About 40% of them thought enough | 


of the device to offer some comment 
about it. 


Also, if dealers were to install these | 


devices on enough cars so that they 
would become a familiar sight, sales 
performance might be considerably 
higher. 

All in all, the survey shows that 
this type of reminder, placed where 
the attendant can easily see it while 
pumping gasoline, offers more oppor- 
tunities to point out sales prospects 
than the hidden type. 


BUT NO SELLING 


The Chicago staff man, conducting 
his survey during a 2,000-mile trip 
through six Midwest states, visited 15 
stations. But he drew a complete blank 
when it came to meeting anyone who 
commented on the device, or pointed 
out the need for lube service. 

In Detroit, one dealer displayed en- 
thusiastic interest. He said it was the 
cleverest lube reminder he had ever 
seen. 

“With this our men can tell at a 
glance just what the customer needs 
and we can call it to his attention. 
See,” he went on, pointing at the data 
on the paper disc, “it gives the date 
when your oil was changed and the 
car lubricated. It even gives the cus- 
tomer’s name. Tell me, where can I 
order these and what do they cost? 
I'd like to order 1,200 of them.” 

Given the information, the dealer 
replaced the gasoline cap and came 


back to say, “Glad I got a chance to | 
see that gadget. Your gas’ll cost you | 


$2.48, Mister.” 
The dealer did not use the cus- 
tomer’s name. And despite the fact 








A DEPENDABLE 
SOURCE OF SUPPLY 


A DEPENDABLE source of supply for uniform, 
high quality bright stocks, neutrals and finished auto- 
motive and industrial oils is the No. 1 problem of oil 
marketers and blenders packaging and selling private 
label oils, as well as house brand products. 


Canfield is solving this important supply problem for 
more and more oil marketers every day because Canfield 
Solvent Refined base stocks, neutrals and finished pro- 
ducts are always uniform . . . always of superior quality. 


Canfield’s ultra-modern process of solvent refining 
selected parafine base crude to full 95/100 VI, then 
improving the efficiency of these tough, clean base 
stocks with modern additives, assures users of out- 
standing performance in heavy duty service MM, MS 
and DG. 


Let Canfield solve this No. 1 problem for you. Write, 
wire or phone today for the complete quality story 
about Canfield Solvent Refined Oils . . . available in 
compartment tank cars, transports, drums and refiner 


sealed cans. 
‘ Sees © 
a — T 
So tet Hoss 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


» 
polis, roa eve 3 Jersey ty > DA his 
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NEW ACTION ATTRACTION E==¥¥ brication 


that the lube reminder showed the car 
hadn’t been serviced for 10 weeks 
and 3,500 miles, the dealer made no 
effort to sell. 

One New York staff man reports 
his name was not used once, not even 
when he handed the attendant his 
credit card with his name on it. 

Another Chicago staff man, mak- 
ing a 5,600-mile trip through the 
Northwest, met two observant oper- 
| ators. 

In Pendleton, Ore., the manager of 
a company-operated station checked 
the mileage on the gasoline cap 
against the speedometer, then said; 

“I notice there is a large interval be- 
tween the cap and your speedometer 
mileage. I assume this is some sort of 
a test.” 

The survey was explained and he 
expressed interest in the device. Dur- 
ing the conversation he used the cus- 


: po : = , : tomer’s name frequently. 
Amazing new Campbell "Traction Klips” provide the easy way ouf when you're At another station in Vancouver, 


stuck in snow, ice or mud. Get you out of ruts—up slippery hillsk—away from icy Wash., the attendant used the cus- 

gutters. Spinning wheels will pick up ‘'Klips."’ Handy lever zips them off. Here’s a tomer’s name and asked many ques- 

brand new item that's sure to become a motoring ‘must’ —a new profit oppor- tions about the device. He said the 

tunity to include with your "winterizing" program! device was “very clever” and one he 
\ could use well in his area. 


on oR OFF IN A REAL INTEREST 


“A Good Idea”—At another De- 
troit station the attendant displayed 
real interest. He removed the cap, 
read it, called to another attendant, 


ked if he had s bef 
EM gga Ta | KOS it be Had ever seen one before 


OF TRACTION EQUIPMENT read the dates aloud, put the cap back 

on the fillpipe, cleaned the windshield 

“KWIK-ON” TIRE CHAINS and collected for 16 gal. of gasoline 

On The Wheel In Less Than A Minute! Nothing about lube service, checking 
the oil or using the customer’s name. 

In Washington, one staff man 

visited five stations without once be- 

ing told he needed service. 

Then he began telling attendants 

| who would check the oil dipstick that 

he had discovered he could drive four 

LUG-REINFORCED CHAINS Xd “ i i i 


=. or five thousand miles without an oil 
A Campbell Exclusive! : | 133 change. 
Patented Lug-Reinforced construction that digs in for ay a oe pre station attendant tried to 
better traction—greater protection against skids and j ; change the customer's thinking. & 
side slips. Easy-to-use Chain Applier with each set. > - —By H. R. 


Stock up on these popular favorites before the season Lube Stickers Push Safety 


really gets under way. 

Service station dealers are promot- 
ing highway safety with a new lubrica- 
tion sticker. The sticker carries a safety 
— ' motto in addition to space for oil and 
Chains ore advertised in The Saturday Evening aiy~* lube mileage information. It fits the 
Post, Life, and newspapers in major markets | rear edge of the left front car door 
CAMPBELL Ch AIN Wiipast and Song > eo . oe he ink 

to reflect the headlights of approach- 
FF YORK, PA. : > : 
West Burlington, wok Saceae oun * Sacramento, Calif. ing Cars. The stickers come in sets of 
Chain for every need . . . industrial .. . marine .. . farm . . . automotive | 24. They are made by Safety Service 
Sticker Co., a division of Lan Indus- 
trics, Dresher, Pa. 





Tuck a Campbell Traction Klip Roll on, they grip instantly . 
in front of or behind rear wheels take you out of snow, ice, mud. 


Fasten in back with "Jiffy Hook"’ 
’ 


= 


Sensational new type of complete chains. Takes less than 
a minute a wheel to be ready for snow, ice or mud. No 
jacking—no moving car. Special plastic sleeve protectors 
with each set. Every car owner will appreciate how easy 
Adjust the chain and lock it Is to put on Kwik-Ons. 


Campbell "Traction Klips” and “Kwik-On” Tire 


= 
== 
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Permanent 
attachment! 

















Permanent attachment is one of the outstanding 
advantages of Scovill hose couplings. 

This, we think, makes real sense since gasoline 
hose comes in such good quality now, and is so 
long-lived, that there is no longer any point in using 
anything but permanently attached couplings. 

Think of some of the advantages found in Scovill 
couplings: They’re leakproof, uniform assemblies 























which will remain trouble-free for the life of the hose. 
You get positive attachment, a perfect static con- 
nection, and internal expansion insures maximum 
flow. 

For complete information, write for Bulletin 570-H 
on gasoline hose couplings. Scovill Manufacturing 
Company, Merchandise Division, 81 Mill Street, 
Waterbury 20, Connecticut. 








SCOVILL HOSE COUPLING FEATURES: 





TRIPLE TESTING PROVES SCOVILL DEPENDABILITY 


Pressure test proves Scovill coupling 
holds beyond bursting pressure of hose. 


Note broader area over which coupling 
grips hose— maximum compression 
without cramping. The hose can stand 
more flexing without weakening. 

Two-piece construction—ductile cop- 
per alloy tube press-fitted and sweated 
into forged brass body. Metal serra- 


Flexing test proves Scovill coupling does 
not weaken hose. 


tions firmly imbedded in hose. Leak- 
proof connection prevents wicking— 
note rubber pushed forward to fill en- 
tire recess. 1.D. of coupling same as 
nominal 1.D. of hose—full flow, no 
bottleneck, no turbulence. Also avail- 
able for fuel oil applications. 


Pull test proves Scovill coupling holds 
beyond tensile strength of hose. 





SCOVILL TRIPLE-TESTED 
GIVE MAXIMUM FLOW, SAFETY A 
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Coegplinge (scoviti 
ND HOSE LIFE 


A Product of 











Shell Aircraft Refuelers 


Two 50' lengths of 2" Monarch hose on top 
deck and two 50' lengths of 144" Monarch 
hose on side cabinet reels are standard 
equipment on each new Shell Refueler built 
for Eastern Air Lines. 


OT i COE TE LTE SOE LN EOE 5 LAI* 
ro % oa a 
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HEWITT-ROBINS 


EXECUTIVE OFFICES, STAMFORD, CONNECTICUT 
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Using Hewitt-Robins Hose 


19 New Refuelers Will Furnish Millions 
of Gallons of Aviation Fuel Per Year 
to Eastern Air Lines’ Planes 


Like many leading distributors 
of petroleum products, Shell Oil 
selects Hewitt-Robins Monarch 
Gasoline Hose for greater hose 
value—longer hose performance. 
Monarch gasoline hose is more 
flexible, easier to handle, easier to 
reel—its durable cover withstands 
oil-conditions, weather and abra- 
sion. Monarch’s smooth bore 
delivers faster, freer flow —its syn- 
thetic tube completely resists the 
attack of aviation fuel and other 
petroleum products, and Mon- 
arch’s light tan cover will not 
smudge on contact. 


Alwaysbesure you specify Hewitt- 
Robins Monarch® brand when you 
buy gasoline hose. 


ENGINEERING DATA 


TYPES: Press-cured hose available in 
1" to 1%" 1.D. . . . Mandrel-cured 
hose available in 14" to 3" I. D. 
TUBE: Non-discoloring synthetic . . . 
withstands gasoline and oil . . . will 
not deteriorate or slough off small 
particles to contaminate fuel . . . will 
not swell to restrict flow. 


COVER: Tan synthetic rubber com- 
pound resists abrasion, fuel action, 
sun and weathering . . . can’t mark 
or smudge driveways, airplane wings 
or boat decks. 

CARCASS: Consists of three braids of 
high-tensile cord . . . for positive 
static dissipation additional braided 
wire is imbedded in hose wall... . 
positive electrical connection assured 
by factory-testing every hose length. 


INCORPORATED 


DOMESTIC DIVISIONS: Hewitt Rubber + Robins Conveyors + Robins Engineers + Restfoam 
~ FOREIGN SUBSIDIARIES: Hewitt-Robins (Canada) Ltd., Montreal + Hewitt-Robins Internationale, 
Paris, France + Robins Conveyors (S. A.) Ltd., Johannesburg - EXPORT DEPARTMENT: New York City 
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Here is a partial list of 
HEWITT-ROBINS 
INDUSTRIAL 
RUBBER PRODUCTS 


that will help you cut handling 
costs and increase operating 
efficiency. 


HOSE: 
Barge Loading 
Flexible Vibrator 
L P Gas 
Mud Pump Suctior 
0S&D 
Rotary Drilling 
Servall® (All-Purpose) 
Steam 
Tank Car 
Tank Truck 
Twin-Weld® 
Water Suction 
Water Washdown 


PACKAGE BELTING 


MOLDED RUBBER 
PRODUCTS 


For information and service on 
industrial rubber products, contact 
your Hewitt-Robins Industrial Sup- 
ply Distributor. Through his com- 
plete stock of Hewitt-Robins 
Rubber Products, and his famil- 
iarity with local field conditions, 
he can fill your supply needs 
promptly and correctly. See Clas- 
sified Phone Book for the Hewitt- 
Robins Industrial Supply Distributor 


serving your area. 





The Metropolitan Opera 
cash registers singing... for Texaco Dealers: 





Every SATURDAY AFTERNOON during the opera season, starting 

December 4th, broadcasts direct from the Metropolitan Opera stage in New York 
City are sponsored by The Texas Company. It’s the fifteenth year 

of continuous Texaco sponsorship. 


Texaco Dealers are well aware that the millions of listeners to the Texaco 
broadcasts are also car owners. A great many are regular customers, 
others are likely prospects — of Texaco Dealers in all 48 states. 


Good will builds good business. This is just one of the many ways that 
we keep Texaco Dealers out in front, keep their cash registers 
singing and customers coming in. 


THE TEXAS COMPANY 


<7 
Ona p 7EXACO DEALERS 46 euch Wey Kary OS 7 
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regions * new NPN feature: expanded coverage 


By Leonard Castle 


Flexible Jobber Contracts 


When the bulk of new jobber- 
supplier contracts are written next 
spring, most jobbers are likely td insist 
upon some provision enabling them to 
buy products, particularly gasoline, 
from their own suppliers, on the basis 
of spot market conditions. 

In most cases—unless marketing 
conditions change drastically during 
the winter—the jobbers probably will 
find their suppliers in a co-operative 
frame of mind. 

In fact, several suppliers in recent 
months have moved voluntarily to 
make the contracts more flexible by 
permitting individual jobbers to pur- 
chase gasoline at prices about 0.5¢ 
above the recognized spot market. 

During the spring and summer 
months, suppliers along the Great 
Lakes Pipe Line system found them- 
selves at a disadvantage if they at- 
tempted to adhere strictly to the rigid 
provisions of their jobber contracts 
which made no allowances for spot 
market conditions. 

They found contract jobbers, for the 
most part, were paying from 1 to 1.6¢ 
per gal. above the free market price 
for the products they distributed. As 
a result, many jobbers began taking 
advantage of these competitive prices 
by “buying on the outside” in secret. 

Suppliers Act — To protect their 
gallonage, sOme suppliers met this 
competition, on their own initiative, by 
giving their jobbers special prices, 
which tended to narrow the gap. 

These adjustments at first were made 
generally on a jobber-by-jobber basis 
when conditions “warranted” or job- 
bers could prove the existence of 
lower prices. In many instances, this 
proof consisted of invoices on actual 
purchases that jobbers had made on 
the outside. 


But some suppliers were slow in 
recognizing conditions. Their divi- 
sion and local managers frantically 
sought to regain gallonage while watch- 
ing their jobbers turn to other sources 
of supply. The local representatives 
were caught in a squeeze between job- 
ber complaints and the slow reaction of 
their home offices. 

Under this pressure, most suppliers 
decided to solve the dilemma by giv- 
ing their field managers more auton- 
omy in meeting local competition. In 
virtually all cases, this meant going 
only far enough to bring branded 
gallonage back in line, but not going 
all the way in meeting spot wholesale 
offerings from Great Lakes terminals. 

Reductions Spread—Finally, some 
major suppliers in recent weeks began 
extending the adjustments on a more 
widespread basis when it became 
apparent that prices in some areas— 
Iowa is a good example — were 
demoralized by “low” river terminal 
and pipe line terminal offerings. 

Some refiners granted adjustments 
in the pipe line area amounting to 
0.3¢ to 1¢ per gal., depending on what 
they believed necessary to retain 
gallonage. A large supplier proposed 
to its branded distributors that their 
price for gasoline would be within 
0.5¢ of bona fide open market offer- 
ings, regardless of tank wagon prices 
or the wording of contracts. 

A jobber who received the benefit 
of this new arrangement contends that 
had this type of contract been in ef- 
fect all summer, price breakdowns 
would not have occurred as they did 
throughout Iowa, Minnesota, the 
Dakotas and northwestern Wisconsin. 

Price Shading Starts — Another 
prominent jobber spokesman reports 
that in most cases the jobber benefiting 
from these “more realistic” prices has 
kept his additional margin and put it 
into improvements and expansion of 
his business. 

“But there are several cases where 
jobber felt it was necessary to meet 
private brand and co-op competition 
by giving some of it to the consumer 
in order to remain competitive,” he 
says. 

“The result was a definite softening 
in the undertone of the consumer mar- 
ket—an erratic pricing condition that 
led to dump discounts, canopy dis- 
counts, and extremely low government 
and industrial consumer prices. We 
hasten to add that the jobbers are not 
the only ones who have had this in- 
clination.” 

Differential for Branded—After dis- 
cussing the matter with many jobbers, 
he adds, he failed to find one who did 
not recognize that branded products, 
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because of consumer acceptance, sell- 
ing aids and other supplier co-opera- 
tion, should be sold at a higher price 
and demand a premium over free 
market material. 

“The question and the argument al- 
ways revolves around how much dif- 
ference there should be,” he concludes. 
“We believe that the jobber wishes to 
be fair. We believe that the supplier 
wishes to be fair. But wishes are not 
the things upon which business is run. 
Someone has to take the initiative and 
be realistic and practical in the ap- 
proach to this problem at both whole- 
sale and retail levels.” 


By Marvin Reid 


How Big a Margin? 


Possibly as many as 100 major 
brand service station dealers have 
been forced to “close their doors” in 
the past few months in Texas, as the 
result of retail gasoline price troubles, 
Gordon Griffin, executive secretary of 
the Texas Service Station Dealers 
Assn., estimates. 

Griffin believes the dealers have 
suffered the most—although jobbers 
and suppliers have felt the pinch—in 
the costly price troubles which started 
around Ft. Worth during the late sum- 
mer months, then spread like a prairie 
fire throughout East and West Texas. 

As Griffin explains it, dealers in the 
affected areas were generally guaran- 
teed 4¢ gal. margins by their suppliers 
when the wars broke out. But he be- 
lieves this is just enough to operate a 
station on, leaving nothing for what 
he terms the dealer’s “living margin.” 

Prior to the wars, most dealers in 
the smaller Texas towns had been get- 
ting 6¢ or 7¢ margins, and sometimes 
higher. Griffin thinks all should get at 
least 6¢. He’s afraid that, as the wars 
end, the dealers will find they cannot 
get their prices back to pre-war levels, 
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forcing them to lose part of the “living 
margin.” 

The sales manager for one of Texas’ 
biggest gasoline marketers disagrees 
with Gordon Griffin’s thinking on 
dealer margins. He believes no dealer 
should try to get his margin over 5.5¢ 
gal., with 5¢ “a more realistic figure.” 

To get the spread between the tank 
wagon and the retail price any higher 
invites competition from private brand 
operators, the sales manager believes, 
provided there are cheap sources of 
supply near the dealer’s location. 

That’s what happened in East and 
West Texas, he says. Dealers in small 
towns were selling. regular-grade gaso- 
line in some cases at 7¢ to 8¢ gal. 
higher than the posted prices. 


“They were just asking for trouble, 
and they got it when the private brand- 
ers learned they could sell much 
cheaper,” he concludes. 


Lube Push Pays Off 


Continental Oil Co. is now reaping 
dividends from its extensive two- 
month promotion campaign last June 
and July to launch its new “Conoco 
Super” motor oil. Jobbers and dealers 
throughout its marketing territory are 
reporting substantial gains in lubricat- 
ing oil sales. 

It wasn’t Continental’s heaviest ad- 
vertising campaign. But it was one of 
the most concentrated. The story of 
the new heavy duty oil was told “from 
New York City to Waxahachie, Tex. 
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Emergency Valves. 
































Bulk Plant Fire Losses can be 
minimized by the installation 
of Morrison Escapement and 


PROTECT YOUR BULK PLANT NOW. ||’ 


Details furnished on request. 
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—up north in Blue Earth, Minn., and 
’way down south in New Orleans,” 
Conoco says. 

Continental used national maga- 
zines, radio-TV, newspapers and bill- 
board advertising, and flooded large 
and small newspapers with news re- 
leases, to tell its story. 


Dealing with Dealers 


Believing that a jobber in a metro- 
politan area rises or falls according to 
how successful his service station 
dealer program is, Barney Holland, a 
jobber operating in Ft. Worth, Tex., 
has brought in a ti.zined service station 
man, Charles Collins, to handle his 
program. 

Collins was once a dealer himself, 
and he knows the dealer’s problems. 
He also knows one of the most im- 
portant things of all—how to talk to 
the dealer and get to the root of what- 
ever may be troubling him. 

Collins sets the dealer policy of Hol- 
land Oil Co., and according to Barney 
Holland, and has full authority to 
make policy. Collins publishes a 
weekly newsletter, not only for Hol- 
land’s dealers, but for competitive 
dealers as well. It is a friendly letter 
that includes personal items, hints on 
how to do better business, and legisla- 
tive news dealers should know about. 


Bad-check Warning 

Humble Oil & Refining Co. is giv- 
ing its dealers some “do” and “don’t” 
suggestions in accepting checks, warn- 
ing them that by the end of this year, 
an all-time high of $600 million worth 
of bad checks are expected to be 
passed. 

Humble tells its dealers not to cash 
out-of-town checks, post-dated checks, 
checks written for cash, checks written 
by juveniles, or any checks written in 
pencil or those which show signs of 
alteration. 

In addition, the company says the 
dealer should know the check’s en- 
dorser, should demand better identi- 
fication than a social security card or 
a driver’s license, and should not be 
impressed by big company names on 
checks. 


Backs ‘Right to Work’ 


August Krell, Independent marketer 
in Alexandria, La., had his say re- 
cently when the Louisiana legislature 
enacted a “right to work” bill, which 
guarantees that no person will be 
denied the right to work because he is 
or is not a member of a labor union. 

Krell told the lawmakers that as an 
oil marketer, he represented a group 
of men who, for the most part, had 

(continued on p. 191) 
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Electronic Data Processing Machine, Type 701 
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Magnetic Drum Data Processing Machine, 
Type 650 




















Electronic Calculator, Type 604 




















Electronic Calculator, Electronic Data Processing Machine, Type 702 
Type 607 


Whatever your needs 


IBM offers the only complete line of electronic s : 
accounting machines, utilizing all proved systems World’s Leading Producer of 
of data recording and processing. Electronic Accounting Machines 


In virtually every field—from engineering calcu- 
lation and scientific research to business account- INTERNATIONAL BUSINESS MACHINES 
ing—IBM machines are helping speed progress. 590 Madison Avenue, New York 22, N.Y. 

There’s an IBM electronic data processing ma- 
chine to fit your particular needs—and budget. 
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* Based on Sinclair's past experience 
and present rate of growth. 


The best time to begin selling a particular brand of gasoline 

is when that gasoline’s popularity is about to take another big 

jump upwards. And that is why now is the best time for you to start selling 
Sinclair Power-X Gasoline. Sinclair is about to break with a brand new 
winter-grade Power-X. Sinclair is announcing it with a terrific newspaper, 
radio and TV advertising campaign. Sinclair firmly believes that this 

new product — so heavily backed with sales-minded advertising — 

will bring thousands of new customers to its Sinclair Dealers. 


Why wait until next year to get your share of these new customers? 

Why not come with Sinclair now — in time for all this new business to come 
your way? Talk it over with your Sinclair Representative, or write 

Sinclair Refining Company, 600 Fifth Avenue, New York 20, N.Y. 


SINCLAIR REFINING COMPANY 


Ask about the Sinclair TBA Franchise — featuring Goodyear, the greatest name in rubber. 
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(continued from p. 188) 


been both employes and employers, 
adding that the majority of wholesale 
oil distributors believe the “right to 
work” Jaw is vital to the future devel- 
opment of the state. 


Modernization Pays Off 


M. A. Naylor, a Texas Co. con- 
signee in Breckenridge, Tex., believes 
he’s learned that appearances are im- 
portant, at least as far as service sta- 
tions are concerned. 

Naylor recently tore down an old- 
style wooden station he owns in 
Breckenridge, which at the time was 
doing about 7,000 gal. per month. He 
replaced it with a pre-fabricated steel 
building, and the station’s volume 
jumped from that 7,000 gal. figure to 
25,000 gal. per month. 

This increase in business was ob- 
tained without making any changes in 
products, location or operators. 


Gasoline Sales Test 


“Silver Dollar Sam” recently made 
a swing around Continental Oil Co.’s 
territory to see if service station sales- 
men would ask him if he wanted his 
car filled with Conoco’s TCP premium 
gasoline. Those who did got a silver 
dollar. 


Highway Battle Ahead 


New York State oil marketers once 
more will have the “good roads” head- 
aches that plagued them in the last 
session of their legislature. 

Those are proposals to give the pub- 
lic works commissioner sweeping lim- 
ited-access road powers, and to in- 
crease the gasoline tax. 

The forces that have been driving 
for the proposals right along will be 














doing their best to have them enacted 
in the next legislative session. 

The plan, in the first instance, is to 
amend present law to enable the public 
works commissioner to reclassify any 
existing state road as a limited-access 
route if it is improved, and establish 
service areas along it for leasing to 
gasoline marketers and others. 

It could play hob with existing 
gasoline marketing patterns since it 
might lead to shutting business off, or 
siphoning it away, from many existing 
locations. 


It would be bound to mean higher 
than ordinary rentals for marketers 
who obtained limited-access locations 
because bidding for those goes high— 
these days anyway. 

It’s an administration plan. The 
state public works organization, in 
which the highway department is 
lodged, likes it for its revenue po- 
tential. 

The second plan is to hike the 4¢ 
gasoline levy to 6¢. The increase is 
needed, supporters argue, for a big 

(continued on p. 192) 





2 TURN PUMP PORTS: 
in any of 8 POSITIONS 


1 


with VIKING TRUCK MOUNTING PUMPS 


SAVE SPACE on your next truck job. You can whip the problem of 
needed head room and enough road clearance by installing Viking 
Truck Pumps. No matter what your mounting job, just turn the cas- 
ing to any 45° angle for a space-saving piping arrangement. 


Even on two-pump mountings with dual power take-off, you have 
ample room for pumps, piping, strainers, valves, etc. The illustration 
above shows just how easy this has been done. 


CUT COSTS. Direct connect the pumps to power take-offs without 
adding high speed increasers. On top of this, be sure of positive, 
even delivery and long, trouble-free life. 
Run your truck at normal speed for full 
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capacity. To do this, specify Viking Truck 
Pumps. Ask for free bulletin 1507R today. 


PUMP COMPANY 


CEDAR FALLS, IOWA 





regions 


highway construction program out- 
lined by the New York State Tem- 
porary Highway Finance Planning 
Commission. 

The recent Sist annual convention 
of the New York State Automobile 
Assn. agreed with this. 

It did urge that all funds derived 
from any increase be spent only on 
road building, and that this be guar- 
anteed by an amendment to the con- 
stitution. 

But this was small satisfaction to 
the state’s oil men. For one thing, 
they’ve contended for years that the 
state should have an anti-diversion 
amendment covering all gasoline tax 
revenue. To date, they say, some $2 
billion of such revenue has been spent 
for purposes other than roads. 

Gov. Thomas E. Dewey has stead- 
fastly resisted any dedication of gaso- 
line tax revenue to road building. This 
position might be maintained even 
though Gov. Dewey did not seek re- 
election this fall. 


Oil Promotion Clicks 


The advantages for oil heat men in 
teaming up to combat gas heat com- 


petition, and the importance of sus- 
tained advertising in such an effort, 
have been brought home strikingly to 
a Philadelphia area marketer. 

He has written as follows to Edward 
E. Esterline, executive secretary of the 
Greater Philadelphia Fuel Conference, 
which has an ambitious oil heat pro- 
motion campaign going: 

“Ed, we are 100% sold on the pro- 
gram. We have positive evidence it 
can and does work. But. you have to 
stay in there slugging. 

“We aggressively go after builder 
business for lumber and other building 
materials and, of course, we also try 
to sell them oil heat. 

“As you know most everything out 
here has been gas for some time and 
we haven’t been setting any records. 
However, within a few weeks after 
your newspaper campaign started in 
June we noticed a new sensitivity on 
the part of builders as to the possibili- 
ties of your campaign. 

“In fact, two developments involv- 
ing 300 houses each in which we were 
very much interested were on the 
fence as between oil and gas heat. We 
used your cost comparison charts and 





Pratt’s Free Catalog 
of Display Material... 
Just Off the Press 


® PENNANTS 

® BANNERS 

} POSTERS 

® WINDOW DISPLAYS 
} PROMOTION KITS 
® LETTER-BANNERS 

® STREAMERS 


Here is your new buying guide to 
the widest selection of service 
station promotion and display ma- 
terial available anywhere. Filled 
with ideas to increase gallonage 


and TBA sales the year ‘round. 


Write for your free copy today! 
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newspaper adds to a faretheewell. 

“Then the bottom fell out. You 
stopped the advertising for nearly 
three weeks. Both builders were con- 
vinced your program was a ‘flash in 
the pan,’ that your program had 
folded, and both decided to go to gas. 

“I believe if you could have con- 
tinued advertising without interrup- 
tion, we would have landed both jobs. 

“On the other hand, as a direct re- 
sult of your program we have done 
much better on another project in- 
volving 125 houses. The first six are 
committed to gas; the balance we are 
getting. 

“On still another job just getting 
underway, where there is room for 
about 150 houses, it looks as if we 
are going to get oil. 

“Keep up the good work and, 
please, no more interruptions; these 
builders are quick to catch on.” 


Smog Fight in East 


The huge New York-Newark metro- 
politan area could be smog-control 
conscious within a year. 

The projected interstate study of air 
pollution in the area may be started 
before long. In addition, the stage is 
set in New Jersey for a statewide air 
pollution control organization includ- 
ing county advisory units. 

About all that’s needed to get the 
interstate study off the ground is 
favorable action in the New Jersey 
senate after the legislature reconvenes 
Nov. 15. 

New Jersey’s half of the cost of the 
$60,000 study would be appropriated 
by a bill (A. 36) now in the hands of 
the Senate judiciary committee. The 
measure passed the Assembly in June. 

New York’s Governor Dewey al- 
ready has signed the appropriation 
measure of his state. 

Conducting the study would be an 
Interstate Sanitation Commission, 
which would submit reports to the two 
governors and the states’ legislatures 
next year. 

The New Jersey control organiza- 
tion is authorized by a bill signed into 
law Sept. 16 by Gov. Robert B. 
Meyner. 

The law calls for a nine-member air 
pollution control commission in the 
state department of health to formu- 
late and administer indicated codes 
with the help of county air pollution 
control associations which the com- 
mission would establish. 

To the county associations, the com- 
mission is to submit for discussion and 
reports, all codes of strictly local ap- 
plication—before adopting them. 


(continued on p. 195) 
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Micsnceem quality control can be ex 
tended beyond your own manufactur 
ing operations. It can go right along 
with your product after it leaves your 
plant . . . when you use USS Steel 
Drums. This means the end of costly 
customer claims that result from scale, 
dirt, grease and rust contamination. For 
now, with scale-free, rust-inhibited 
USS Steel Drums, you can guard the 
quality of your product between the 
time you ship it and the time the cus- 
tomer actually uses it. 

These sturdy steel containers are 
made of high grade USS Steel. A truly 
effective rust-inhibiting coating has 
been applied to a surface that has been 
cleaned — physically and chemically - 
so completely that the protective coat- 
ing will not flake off or be undermined 
by rust and corrosion. USS Steel 
Drums are better for you . . . better for 
your customers. 


United States Steel Products fabricates 
stainless, galvanized, tinned, painted 
and decorated drums and pails. Fur- 
nished in a wide range of capacities 
with a variety of fittings and openings 
to meet your particular requirements 





WRITE FOR FREE BROCHURE 


If you want further information on this quality steel drum, write to 
us at New York for this full-color brochure, “USS Drums — 100% 
Scale-free and Rust-inhibited.” 


“It's Better te Ship in Steel” 





UNITED STATES STEEL PRODUCTS 
DIVISION 


UNITED STATES STEEL CORPORATION, DEPT. 1114, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. - Port Arthur, Texas - Chicago, Ill. - New Orleans, la. - Sheron, Pa. 


USS STEEL DRUMS 


U"N f°T<E D Sommer Fs.4.5 TE-.£ L 


- 
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*No | In a Series of Advertisements Showing 
How Battenfeld Research Helps Battenfeld Customers. 





The Problem: 


A regional jobber’s sales 
force could not sell grease 
in competition because of 
the poor quality of the 
product obtained from a 
small, independent supplier. 


The Solution: 


BATTENFELD GREASE RESTORED 
JOBBER'S LOST FARM SALES VOLUME! 


When this jobber switched to Battenfeld lubricating greases, 
the grease-to-oil sales ratio was 1 lb. to 10 gallons of motor 
oil. Battenfeld greases gave his salesmen a quality story to 
tell and customers themselves recognized the difference. 
Today, the sales ratio is 2 Ibs. of grease to 1 gallon of motor 
oil and still climbing. 


Battenfeld Quality Pays Off In 
Sales; Our Products And Services 
Can Open New Markets For You! 
MEET ART EVANS 
Battenfeld supplies you with help you need in solving your 


with , —— rap. 
ante pee wi customers’ lubrication problems. Our research facilities and 


Bat for 21 years 


sad is sow ou! our lubrication engineers are yours to help you hold old 
Northwestern sales customers and get new ones. For more information about 
representative and Battenfeld’s complete service, call or write—today. 


lubrication engineer. 
He's glad to work 
with you on any of 
your sales or lubri- 
cation problems. 





Battenfeld Grease and Oil Corporation 






Lubricating Greases 


3148 Roanoke Road Box 144 Box 575 725 Second Ave. No. 
Kansas City 8, Mo. North Tonawanda, New York Compton, Calif. Minneapolis 5, Minn. 
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By Charles Pollak 





Planning Legislative Attack 


The gasoline that isn’t there will be 
a prime concern of three West Coast 
dealers’ associations, along with the 
California Petroleum Distributors 
Assn., when the California, Oregon 
and Washington legislatures convene 
in January. 

All four groups will seek a measure 
that will compensate their members 
for gasoline losses from shrinkage. 

The Washington Gasoline Dealers 
Assn. plans to attack the problem on 
the basis of temperature correction. 
That’s because, in the words of Harold 
Johnson, Walla Walla Shell dealer 
who heads the association, “We’re 
tired of butting our heads against the 
wall.” He refers to the group’s five- 
year unsuccessful effort to secure pas- 
sage of a law granting retailers a 2% 
rebate of state gasoline taxes to com- 
pensate for handling losses. 

The association’s strategy will be to 
seek consideration of one bill at a 
time. Next on the docket will be a 
measure to color gasoline sold for off- 
highway use to hinder buyers from 
using the product on the highways. 

After that, the Washington dealer 
association expects to offer a proposal 
to limit the size of service station price 
signs and their letters, and also to pre- 
vent misleading advertising. 


(continued on p. 197) 











Have you heard about the 


PROGRAM PLAN 








on Porcelain Enamel for 
Service Station Buildings ? 























COMPLETE RESPONSIBILITY 


ERIE has the staff and facilities to take full responsibility 
for porcelain enamel on complete service station construction 
and remodeling programs. The Erie Program Plan makes 
possible exceedingly favorable arrangements on a quantity 
basis. 

Complete field engineering, porcelain enamel scheduling and 
erection is provided for new construction. Remodeling con- 
tracts cover all services required including masonry, car- 
pentry, glazing, porcelain enamel, etc. 

Erie has produced porcelain enamel for nearly 10,000 
service station buildings. Make it a point to ask about the 
cost- and trouble-saving Erie Program Plan. 


















. 
on your 
letterhead for ENAMELING 
40-page ‘‘Facts about Porcelain COMPANY 


namel Service Stations for 
the Lessee and Lessor.”’ 





ERIE, PENNSYLVANIA 
CHICAGO + PHILADELPHIA 





Largest U.S. Producer of 
Porcelain Enamel for Service Stations 
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© FRAMELESS LOAD- A NEW CONCEPT OF CONSTRUCTION 
BEARING WALLS USING THIS VERSATILE MATERIAL 
* LOAD-SPAN DECKING AVONCRAFT Porcelain Enamel Frameless 


Load-Bearing Walls provide inner finished walls, 
structural ribs and insulation space. 

Load-Span Decking provides high safety factor 
over long unsupported areas, smooth ceilings 

and insulated roof. Curtain Walls are engineered 
for flexibility of architectural design. 

Avoncraft products are tailor-made for the 
construction of frameless buildings such as Service 
Stations, Motels, Schools, Single-story commercial 
buildings, Freight and Bus Stations, and 
maintenance-free industrial buildings of all kinds. 


* CURTAIN WALLS 
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A DIVISION OF AVONDALE MARINE WAYS, INC. 
P. 0. BOX 1030 NEW ORLEANS 8, U.S. A. 


Avondale Marine Ways, Inc. is a name famous throughout the Industrial South. Avon- 
craft, their newest division, joins a trio of industries composed of Main Yard (Avondale, 
La.) —Harvey “Quick Repair Plant” (Harvey, La.)—and ‘Service Foundry (N. O., La.) 


Write today! Learn how AVONCRAFT can fill your specific requirements better! 
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The organization will hold off for 
now on bills to get the 2% tax rebate 
and to force wholesalers to sell to 
retailers only. 

Aside from legislation, the associa- 
tion’s prime concern is the case of 
Roger Stubbs, Seattle Shell dealer who 
is expected to be in court soon to fight 
Shell’s cancellation of his station lease. 
The 1,100-member association has 
enough of a war chest to help Stubbs 
through his first legal round. But it 
thinks that about $7,000 will be 
needed if the case reaches the U. S. 
Supreme Court. Contributions from 
California and New York dealer asso- 
ciations have helped. 

Fear Tax Increase—Uppermost in 
the minds of Oregon dealers, says 
President E. M. (Ernie) Barker of the 
Oregon Gasoline Dealers Assn., is the 
threat of an increase from 6¢ to 8¢ 
per gal. in the state gasoline tax. 

The state’s highway authorities 
favor the 2¢ rise, he said. They prob- 
ably will decide whether or not to 
press for it after Dec. 1, when a seven- 
man committee of governors, includ- 
ing Oregon Gov. Paul Patterson, is 
slated to give the states’ reaction to 
the President’s national road-building 
program. 

That will give the association time 
to decide what action to take in Janu- 
ary when the legislature convenes in 
Salem. 

Representatives of the Oregon group 
have met with the legislature’s joint 
interim committee on highways and 
think that the state will be receptive to 
a bill calling for a 2% tax rebate. 
They are not so optimistic for a gaso- 
line-coloring bill, which the associa- 
tion had hoped to present. 

Now numbering 1,200 members, 
the 16-month-old organization is pour- 
ing most of its financial resources into 
recruiting and into its legislative fund. 
Barker reports that there is no current 
intention of pressing for a state dealer- 
licensing law (as was proposed by a 
resolution adopted at the San Fran- 
cisco meeting of the National Con- 
gress of Petroleum Retailers). 

Hit Group Discounts—In Califor- 
nia, John Williamson, Bakersfield 
Shell dealer and president of Califor- 
nia Gasoline Retailers, declares that 
his group will push for an anti-trade 
diversion law. The idea is to put a 
halt to cut-price sales of oil products 
and TBA through co-operatives organ- 
ized among employes of government 
agencies and large firms. 

The California dealer group also 
plan to make representations in Sacra- 
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“Word of Mouth” Advertising —from Wilkes-Barre, Pa. 






“We could not 
have grown 
without 
Richfield 





Cooperation” 


When a man’s in the same business you're in, faced with 
the same day-in-day-out problems, you listen to 

him with interest. So listen now to “word of mouth” 
Richfield advertising which came to us unsolicited 

from Richfield Distributor John J. Dougherty 

of Wilkes-Barre, Pa. 


“As you know, Domoco Gas and Oil Company has been 
affiliated with you as a Richfield Distributor 
for the past 23 years. 


“Had it not been for the splendid cooperation and 
assistance received from you during this period, 

we would not have grown to our present strength as a 
distributor in this territory.” 


More and more, you hear “word-of-mouth” statements 
from Richfield Distributors concerning the close, 
working-partner relationship between them and 
Richfield. They feel—and they tell you—that 

it is a big reason for their own successes. 

Find out the reasons—and find them out now! 

Write, wire or phone. 


7 D 
) 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine through Florida 
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at oil men's fingertips 


In 1955 National Petroleum News will present, for the first time in 
the oil industry, a comprehensive Statistical and Reference Yearbook 
of Oil and TBA* Marketing. This new Yearbook will be published in 
May as anextra, or thirteenth, issue of the monthly National Petroleum 
News, and will be sent at no extra charge to all NPN subscribers. It will 
give them factual answers to many of the myriad questions that con- 
front oil marketing men in their daily work. 
Why an Oil Marketing Yearbook? Because NPN editors see a 
tremendous need for it in their own daily work. Readers constantly ask 
for the kind of information the Yearbook will contain. By answering 
questions frequently encountered in everyday operations, the Yearbook 
will prove a valuable reference work for every oil marketing man. A 
glance at the contents sample shows why—much of this information is 
now found only in widely scattered forms, and some of it is not pub- 
lished elsewhere at all. 
What It Is. The Statistical and Reference Yearbook of Oil and TBA 
Marketing will contain basic data on the marketing division of the 
petroleum industry, plus much of the information previously presented 
in the NPN annual TBA Directory and Buyers’ Guide. The Yearbook 
will be easy to read and easy to use, with tables in big type, ample charts 
and graphs, and plenty of functional color. Tables will be tightly edited 
so readers won’t have to swim through a sea of figures to find the infor- 
mation they want. Statistics will be presented on an annual basis, with 
data from previous years to show trends. 
What It Will Contain. Some Yearbook features are given at the right. 
More information will be included as surveys uncover detailed reader 
needs and preferences. 
Who Will Use It. Everyone who needs detailed, factual information 
on oil marketing—or on tire, battery and accessory distribution— will 
turn to the new Yearbook as a valuable source of facts. This includes 
executives and operations men in production . . . sales . . . economics . . . 
transportation—throughout the entire petroleum industry. 
If you sell equipment or supplies to oil marketers—if you sell tires, 
batteries, or accessories through oil marketers—this big new marketing 
Yearbook will keep your sales story at oil men’s fingertips. Distribution 
to NPN subscribers gives year ‘round coverage of your prime prospects. 
The cost is low, the value high. Be sure to provide for it in your 1955 
budget. Consult your National Petroleum News representative for 
full details. 

*TBA: Tires, Batteries and Accessories. 
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Some Yearbook Features 


TBA manufacturer and supplier personnel. 

Oil company marketing personnel. 

Oil company marketing territories. 

Oil company dealer and TBA programs. 

TBA sales at service stations. 

Car breakdowns. 

Battery date codes. 

Antifreeze sales data. 

TBA ratios. 

Replacement tire and battery shipments. 

Index to important TBA articles published 
in NPN, 

Production and consumption of all oil 
age handled by marketers: Gaso- 
ine, distillate, kerosine, residual, motor 
oil, LP-gas. 

Motor oil ratios; oil exports and imports. 

Highlights of Canadian statistics. 

Trends affecting supply; passenger car, 
truck and bus registrations and produc- 
tion; oil burner shipments. 

Station permits and number of stations by 
states. 

Directory of all U. S. refineries, showing 
capacity, products and location. 

Maps of U. S. refineries, product pipe 
lines, crude lines, terminals, under 
ground LP-gas storage; crude produc- 
tion by states. 

Index to NPN reprints available. 

Jobber cost-profit survey. 

Octane ratings. 

Directory of state jobber associations, 
with officers and add 

Toll road statistics. 

Gasoline taxes by states. 


resses of secretaries. 


Degree day totals by cities. 
Equipment jobber directory. 





A McGRAW-HILL 
PUBLICATION 
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mento for tax rebate and service sta- 
tion sign legislation. It has taken no 
action toward securing a dealer-licens- 
ing law. 


Telegauge May Go 


When oil company marketing peo- 
ple and representatives of service sta- 
tion pump manufacturers attended 
“Petroleum Day” at a recent meeting 
in Santa Barbara, Calif., of weights 
and measures Officials, they had at 


least one thing in common. 

This was a fervent desire to hear 
the sealers announce a death sentence 
for the telegauge on station gasoline 
pumps. 

However, they were disappointed. 
The matter didn’t reach the agenda. 
There was some consolation, though, 
in the likelihood that the elimination 
of telegauges (or visigauges) would 
come up in January at the National 
Conference on Tolerances and Specifi- 
cations in Washington, D. C. 

The oil marketers had hoped that 





Up pun To lon 
PUD TBA Sates! 


It’s those extra TBA Sales that add 
earning power to your station! 
Benjamin ‘‘Teelon”’ horizontal flu- 
orescent island lighting units enable 
you to get your share of those extra 
profits because they throw the 
right kind of light on your selling 
zone... soft, glare-free, shadow- 
less FLUORESCENT light that invites 
inspection of your TBA items and 
stimulates buying. What's more, 
you can have this ultra-modern 











EXTRA PROFIT LIGHT without going 
through the usual expensive altera- 
tions. ‘“‘Teelon’s’’ unique sliding 
construction easily adapts to your 
present pole spacing . . . needs only 
one pole for 8 feet of continuous 
fluorescent light! Get full details 
on all the new features of ‘‘Teelon”’ 
... the right light to pep up TBA 
Sales! Write: Benjamin Electric 
Manufacturing Company, Dept. 
T, Des Plaines, Ill. 
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James E. Brenton, chief of the Cali- 
fornia Bureau of Weights and Meas- 
ures, would take the lead in lifting the 
requirement that gasoline pumps be 
equipped with a pair of the whirling 
gadgets. If California did so, they 
thought, then a substantial precedent 
would be set for other states. 

Some equipment men believed that 
the sealers might begin by requiring 
just one telegauge per pump. It would 
be mounted on the end of the housing 
instead of the two side-mounted 
gauges required. at present. 

But the officials were reportedly in 
favor of taking action at a national 
rather than a state meeting. 

Marketing operations men _ have 
long deplored the maintenance nuis- 
ance stemming from leaking or dirty 
telegauges, and believe that their 
elimination will ultimately result in 
lower pump prices. 

Faster Pumping—Considerable in- 
terest was shown by marketers at the 
Santa Barbara meeting in proposed 
larger tank truck meters, air elimina- 
tors and piping that would make it 
possible to deliver gasoline cargoes at 
200 gal. per minute. However, as one 
remarked, “We all want to unload 
faster. But we don’t want to add any 
more weight to the truck.” 


New Airport Fueling System 


Standard of California is about to 
complete a new, $631,000 pipe line 
network at the enlarged San Francisco 
International Airport that is able to 
supply gasoline at 200 gpm. to as 
many as 13 planes simultaneously. 

The system, in carrying fuel direct 
to the flying line, is designed to reduce 
the necessity for individual truck de- 
liveries to aircraft. This in turn is ex- 
pected to cut down on the congestion 
of service vehicles around passenger 
planes on the ramp. 

Facilities at the airport consist of a 
barge terminal on the nearby shore of 
San Francisco Bay from which 3-in. 
and 4-in. lines carry products 9,000 ft. 
to a Satellite storage area. This in- 
cludes 200,000 gal. of tankage, racks 
and an Office. 

Five 6-in. and 8-in. lines lead from 
the satellite area to a series of hy- 
drants at the aircraft loading points. 

Retail Outlet, Too—Standard also 
has a company-operated automobile 
service station on airport property 
strategically located between inbound 
and outbound lanes leading to and 
from the Bayshore freeway. With a 
double-wing canopy, the station bears 
some resemblance to an airplane. It 
has the distinction of having had its 
design approved by the San Francisco 
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SAVE... 


«When you buy 
..»When you install 
.»- AS you use 


EXCLUSIVE DESIGN 
Patent Applied For 


BE SURE TO SPECIFY 

New WARREN Square 

Manifolds For Your 
New Equipment 


Check these features 
Guaranteed performance 
Complete safety 
Lighter weight 
Faster unloading 
Fewer joints 
No leaks between valves 








SAVE 14% IN WEIGHT 
with New WARREN 


SQUARE ManiroLp VALVES 


OW EVEN FASTER UNLOADING 
WITH COMPLETE SAFETY ! 
YourR SAVINGS BEGIN when you buy or specify new weight-saving WARREN 


Square Manifold Valves. And your savings continue — year after year for the 
lifetime of your equipment—as you use them. 


The exclusive WARREN Square Manifold design provides weight-savings 
of 14% in the 3-inch size even over lightweight WARREN cylindrical construc- 
tion—still more over old-style, heavier constructions! In addition, with WARREN 
Square units, hanger heads are 50% lighter. And further weight reductions 
result from the use of lighter connections. 

These savings are important! For example, a complete 3-inch, 3-compart- 
ment WARREN Square, installed with connections, saves 15 pounds for a 24% 
overall reduction in manifold weight! There are comparable weight savings in 
WARREN Square 2- and 4-inch sizes! 


SAVE THREE WAYS WITH WARREN SQUARE MANIFOLDS 
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Meets all state 
requirements 


Easy to order 
No drawings or com- 
plex engineering in- 
formation necessary. 
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Save when you buy. You get the size and 
number of valves you want with connec- 
tions located and angled as you want them 
and with the outlet you require. Yet 
custom-fabricated WARREN Squares are 
production-priced ! 

Save when you install. You can cut instal- 
lation time and costs because WARREN 
Squares are easier to handle and quicker 
to hang and connect with lighter-weight 
hanger-heads and connections. 


Save as you use. You haul less dead 
weight, carry more pay load. This means 
savings every trip, every day. And because 
the new Square design provides a greater 
flow area, you get faster unloading and 
save on delivery time. Finally, you save 
on maintenance costs because these new 
manifolds have all of the performance- 
proved construction features of the 
WARREN cylindrical line plus the advan- 
tages of the new WARREN Square design. 


Write today for complete information! 


MANUFACTURERS OF WARREN SNAP SEAL 
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SAFETY LAMPS AND CUSTOM BUILT MACHINERY 
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CTUVI DECECADCU TAVEC A CLAME ADADT 





ye or instruments. 


Quartz head engine used by 
Ethyl] permits examination of 


flame by e 
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ETHYL RESEARCH TAKES A FLAME APART 


to help tomorrow's engines run better 


Riise up in the mystery of how gasoline 
burns is a vital secret. It is known that doz- 
ens of chemical combinations are formed and 
broken down in the flame. But what are they? 


It’s hard enough to find out what goes on 
in a candle flame. But when you put the 
flame in the center of a block of cast iron and 
permit it to endure less than a thousandth of 
a second, the problem becomes even more 
difficult. And the difficulty is further increased 
since many important changes occur in the 


. ; fuel as the fuel-air mixture is compressed by 
“Whirling pin cushion” designed by Ethyl people samples ; ; 
engine deposits as they are being formed. the piston before the flame begins. 





Yet how much can be done to improve to- 
day’s engines depends in no small measure 
on how much can be found out about this 
vital problem. 


Ethyl research people have been working 
on the problem for many years in many dif- 
ferent ways. Recently they have developed 
new test instrumentation and have used ex- 
isting instrumentation in new ways, which 
show great promise in piecing together the 
answers. 


ee 


Pressure indicator developed by Ethyl research accurately ‘ 
senses the rapidly changing pressures in the engine cylinder may all someday know considerably more 


and sends the information to an oscilloscope for measurement. about how gasoline burns. This will help re- 
finers to make even more e fective fuels, which 
will permit the production of more efficient en- 
gines than are practical today. 





With the help of these new techniques we 





Ethyl continues its basic research into this 
vital question. 


ETHYL CORPORATION 


Research Laboratories 


1600 West Eight Mile Road, Ferndale 20, Michigan 
2600 Cajon Road, San Bernardino, California 








) Thermal plug mounted in combustion chamber provides a 
2 th removable, temperature-controlled surface for collecting sam- 
ples of combustion deposits. 
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Art Commission prior to construction. 


Asks Car Inspection 

A noted scientist suggests that Cali- 
fornia, which has more cars and per- 
haps more smog than any other state, 
would do well to enact a vehicle in- 
spection law aimed at checking air 
pollution. 

Dr. Lauren B. Hitchcock, president 
and managing director of the Southern 


WITH A 


7 BEAN 


SKID-DEFIER 


Gou Cam 





California Air Pollution Foundation, 
thinks a law requiring better mechan- 
ical condition for vehicles might be a 
good thing. 

“TI understand that in California, as 
in many states, it is necessary to have 
only a certificate of title and an engine 
number to register your automobile,” 
he says. “The mechanical condition of 
some of your vehicles is so poor that 
they emit excessive smoke and oil and 
constitute other traffic hazards. Might 
not government require something 


EARNS $650 IN TWO MONTHS 


L. A. Knibbs, a service station operator in 
Grayling, Michigan, purchased a John Bean 
Skid-Defier early in 1954. In less than two 
months his volume amounted to $650. In 
addition to passenger car tires, Mr. Knibbs 
deskids many truck and school bus tires. 
While smart merchandising has played an 
important part in Mr. Knibbs' de-skidding 
success, he says, “My John Bean Skid-Defier 
poys for itself . . . it's one of the best 
profit-makers in the place.” 


FOR MORE PROFITS! 


Wheel Aligners * Wheel Balancers * 


Car Washers Headlight Testers . 


Tire De-Skidders * 


Put yourself in line for the new profits that 
thousands of smart operators all over the 
country are earning with the John Bean 
Skid-Defier. It's a rugged, easy-to-operate 
unit that will pay for itself in a short period. 
Cuts circumferencial or cross slits and mud 
or snow cleats automatically. 


Ask your John Bean jobber 
or write today for full information 


JOHN BEAN DIVISION 
Food Machinery and Chemical Corporation 
LANSING 4, MICHIGAN 

Steam Cleaners 


Accessories and Allied Tools 


NATIONAL PETROLEUM 


more before issuing or renewing a 
license? Such a step could make a ma- 
terial reduction in air pollution and 
possibly in our accident rate.” 

He notes that the Los Angeles 
metropolitan area now has 5,028,000 
people and 2,361,000 vehicles. 


Florida Refinery Opposed 


Miami Oil Development Co.’s plans 
for a refinery west of Port Everglades 
and Ft. Lauderdale, Fla., are running 
into heavy weather. Tourist-conscious 
businessmen fear that the refinery and 
its attendant shipping may contami- 
nate the water and air around Ft. 
Lauderdale. So they’re fighting any 
moves to locate heavy industry in the 
region. Last year, the same group— 
with the help of the state board of 
health—licked a proposal to erect a 
petrochemical plant in the same 
region. 


Alabama Lawmakers Meet 


Rumor is still running strong that a 
special session of the Alabama legisla- 
ture will be called by Governor-elect 
Jim Folsom, the day after he takes of- 
fice—January 2. On the surface, the 
reason will be the reapportioning of 
state senators. 

But oil men in Alabama say the real 
reason will be to vote on a $100-mil- 
lion road bond issue. 

Oil jobbers are going to use this 
session to push for a uniform gasoline 
tax that would stop local governments 
from levying their own gas taxes. In- 
stead, the proposed tax would carry 
an additional 1¢ that would be paid 
back to the counties and municipalities 
either on a per capita or vehicle regis- 
tration basis. 

Jobbers also want a gasoline tax col- 
lection allowance of 1.5% with 1% 
going to the dealer and 0.5% to the 
jobber. 

This allowance would cover evapora- 
tion loss and bonding costs. 7 
NEWS * 
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NEW CHEVROLET TRUCKS 


have what it takes to boost 


efficiency and bring down costs! 


In the next three paragraphs you'll find a few good 
reasons why you can get more work out of a Chevrolet 
truck and save money doing it. 


INCREASED POWER IS THE FIRST BIG REASON 
With Chevrolet’s higher compression ratio you've got 
more power under the hood. Power that results in 
greater acceleration and hill-climbing ability. Faster 
starts and acceleration over the day’s work save valu- 
able time and increase over-all efficiency. Check the gas 
mileage, too. With this higher compression ratio, your 
Chevrolet truck registers more miles on the job for each 
tankful of gas. That’s where you start to save money. 


BUILT-IN RUGGEDNESS SAVES EVEN MORE 


The strength and stamina of more rigid frames, and the 
special chassis features that pertain to each model— 
these combine to add extra ruggedness to your Chevrolet 
truck. Push it hard on.the rough jobs; keep it going 
over long schedules—you'll still find your upkeep costs 
lower and your Chevrolet trucks lasting a lot longer. 


ONE LAST POINT—and maybe the most important to 
you—you'll find Chevrolet’s line of trucks priced the 
lowest of all! Talk over your needs with your Chevrolet 
dealer. He'll be glad to give you the facts about the 
best model for your job. Chevrolet Division of 
General Motors, Detroit 2, Michigan. 


MOST TRUSTWORTHY TRUCKS 
ON ANY JOB! 
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CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


THREE GREAT ENGINES—The new “Jobmaster 261” 
engine* for extra heavy hauling. The ‘““Thriftmaster 
235” or “Loadmaster 235” for light-, medium- and 
heavy-duty hauling. NEW TRUCK HYDRA-MATIC 
TRANSMISSION*—offered on %-, %- and i-ton 
models. Heavy-Duty SYNCHRO-MESH TRANSMISSION 
—for fast, smooth shifting. DIAPHRAGM SPRING 
CLUTCH —improved-action engagement. HYPOID 
REAR AXLE—for longer life on all models. TORQUE- 
ACTION BRAKES—on all wheels on light- and me- 
dium-duty models. TWIN-ACTION REAR WHEEL 
BRAKES —on heavy-duty models. DUAL-SHOE PARK- 
ING BRAKE—greater holding ability on heavy-duty 
models. NEW RIDE CONTROL SEAT* —eliminates back- 
rubbing. NEW, LARGER UNIT-DESIGNED PICKUP AND 
PLATFORM STAKE BODIES — give increased load space. 
COMFORTMASTER CAB—offers greater comfort, con- 
venience and safety. PANORAMIC WINDSHIELD —for 
increased driver vision. WIDE-BASE WHEELS —for in- 
creased tire mileage. BALL-GEAR STEERING —easier, 
safer handling. ADVANCE-DESIGN STYLING —rugged, 


handsome appearance. 


*Optional at extra cost, Ride Control Seat is available on 

all cabs of 1'/,- and 2-ton models, standard cabs only in 

other models, “‘Jobmaster 261" engine available on 2-ton 

models, truck Hydra-Matic transmission on Y/-, Vg- and 
l-ton models, 
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Socony - Vacuum Oil Co. is 
moving ahead this month with 
plans to adopt the “business 
suit” station uniform similar to 
that of General Petroleum, its 
West Coast affiliate. Esso Stand- 
ard, with its uniform program 
already in effect, is testing new 
materials for both cold and warm 
weather wear. 

And, it’s not too early for oil mar- 
keters, major and jobber alike, to 
think about the big gasoline season 
starting next April, and how their 
station men can capitalize on it with 
smart appearance on the driveway. 

One uniform manufacturer says it 
takes 90 days to project an oil com- 
pany’s thoughts into a workable uni- 
form program (although the time 
would be shoiter for a marketer buy- 
ing ready-made uniforms). 

Are station uniforms worth the 
trouble and expense? 

Many oil companies think so. They 
consider the appearance of the man 
at the pump part of the station “pack- 
age” that sells more gasoline, motor 
oil and TBA. They believe that uni- 
forms: 

e Are marks of identification. 
They tie in the dealer, the brand and 
the supplying company. 

e Help create customer  confi- 
dence. Motorists assume the man in 
uniform knows his business. 

e Improve the appearance of the 
station. 

e Advance the dealer’s status. 
Uniforms help remove the stigma 
some people attach, to station work. 
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e Raise dealer morale, thus spur- 
ring sales incentive. 

But in starting a uniform program 
there are some factors to be consid- 
ered: 

—What style should a station uni- 
form have? 

—What kind of cloth? 

—How much should it cost? 

The answers to these questions are 
provided by three major oil companies 
—Esso Standard Oil Co., Standard 
Oil Co. (Ohio) and General Petrol- 
eum Corp. 


PART OF MERCHANDISING 


For most oil marketers who now 
have successful uniform programs, the 
start goes back to the realization that 
station personnel, as well as stations, 
have to be merchandised. 

Clothes for Business—Adoption of 
so-called “business clothes” by GP 
was based on the belief that everyone 
—company, dealer and _ public— 
would benefit if the dealer’s status 
could be enhanced. The new Socony 
uniforms will be based on the uni- 
forms adopted by GP. 

A lengthy study of retail sales, ex- 
penses and profits, conducted by Dan 
Hicks, retail specialist on GP’s mar- 
keting co-ordination committee, veri- 
fied this. 

The study showed that dealers are 
“sales executives,’ Hicks says, “who 
handle high sales volume and actually 
are in an enviable income bracket.” 
The business clothing amounts to 
recognition of this fact. 

(Continued on p. 208) 


IN SUMMER Skelly’s uniform is sport 
shirt and cap, or standard shirt, tie 


. 





GP’S “BUSINESS SUIT” may soon be 
adopted by S$ y-V dealers 
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IN THE LUBE BAY Skelly dealers have their choice of the shop WHEN COLD WEATHER COMES the white windbreaker jacket 
coat, left, or white coveralls and overseas cap and the heavy melton jacket with leather cuffs appear 


a, | ae eN 


“s vd iy Sf : iw i 
ESSO’S familiar hickory-stripe uniform is kept in the new SHOP COAT, with dark blue trim, plus cap, shirt, tie and 
dealer uniforms. Here are the standard coveralls trousers, is “full-dress” uniform for Esso dealers 
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Sohio got into action after condi- 
tions “had grown progressively worse 
over a period of years,” according to 
S. H. Elliott, vice president in charge 
of sales. The company found that ap- 
pearance was not satisfactory, com- 
mercial uniforms were uncomfortable, 
known materials did not stand up and 
the cost was too high. 


How Esso Did It—“Years of study 
and surveys, including dealer likes 
and dislikes, have gone into the new 
Esso uniform,” says R. M. Gray, 
Esso’s advertising-sales promotion 
manager. 

Esso launched its program by form- 
ing a uniform committee. It com- 
prised field, marketing advertising and 
research personnel. Its initial step was 
a survey of Esso dealers to get their 
opinions. 

Two facts were uncovered: 

—More than one type of uniform 
was desired. 

—Most dealers wanted the popular 
blue hickory stripe retained in some 
form. 

Guided by these findings, the com- 
mittee began looking for a uniform 
that combined practicality with attrac- 
tiveness. 


THE RIGHT CLOTH 


Putting service station personnel 
into uniforms began just prior to 
1930, according to a leading uniform 
manufacturer. The first ones were the 
coverall type which “fitted most of 
the men like a tent.”” From these “jan- 
itor-cut” work clothes a streamlined 
uniform has gradually developed. To- 
day’s wardrobe includes coveralls, 
lube coats, sport-style shirts, long- 
sleeved shirts, trousers, jackets, mack- 
inaws, ties and caps. 

Distinctiveness is one of the prime 
requisites of many oil companies, says 
another uniform manufacturer. “If 
the uniform is distinctive, we call it a 
‘trade-mark fabric’, and it is often 
confined to the use of a major oil 
company.” 

For the most part, uniform manu- 
facturers recommend cotton for sum- 
mer and wool for winter. They also 
report a tendency to synthetic fabrics, 
such as Orlon. 

Tested in Action—For a cloth to do 
its job at Service stations, it’s got to 
be long-wearing, neat-looking, easy to 
maintain, comfortable. Before being 
accepted, cloth is thoroughly tested 
under actual station conditions. 
Sample uniforms are made up and 
worn. And hey are exposed to 
weather, wear and tear, greases, acids 
and general abuse. 

Cotton should be able to withstand 
severe washings. It must be durable 
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HOW TO KEEP STATION UNIFORMS CLEAN 


COMMERCIAL LAUNDRIES like this New Jersey firm often buy uniforms them- 
selves and furnish them to stations on a flat rental basis 





MACHINES sometimes are used to 
wash uniforms at the station 


and be color-fast. One of the “head- 
aches” of industrial uniforming is 
the fading of color by washing. 

The most successful fabric devel- 
oped to withstand this treatment is 
claimed to be a vat yarn-dyed fabric. 
(Yarns are dyed before the fabric is 
woven.) 

Woolens and Cottons—After in- 
tensive investigation, GP decided on 
woolens and cottons. Trousers, jackets 
and overseas caps are made up in a 
woolen twill for winter and a cotton 
twill with gabardine-like appearance 
for summer. Shirts are of poplin. 

Synthetic Fabric—Sohio went for a 
synthetic fiber, the “new Sohio Orlon 
fabric’ —90% Orlon and 10% viscose 
process rayon—in a gabardine weave. 

Extensive tests had previously con- 


WISE USE of spot remover by deal- 
ers can cut cleaning costs 


vinced Sohio that a new material ought 
to be developed. Co-operation with 
Du Pont and Burlington Mills devel- 
oped it. “It seemed to possess more 
of the desirable qualities than anything 
else available.” 

Sohio reports the Orlon fabric is 
far superior to wool in acid resistance. 
And it is very resistant to both sun- 
light and dampness. The fabric is 
claimed to wear as well—or better— 
than the best wool. 

The new Sohio uniform is year- 
round. It is said to be equal to wool 
whip cord in warmth. And its smooth 
finish and light weight make it com- 
fortable in summer. Shirts are made 
of sanforized poplin. 

Two Weights of Cotton—New Esso 

(Continued on p. 211) 
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PICK JUST WHAT YOU NEED. There's 
no delay in getting a Westinghouse 
Air Compressor in the size you 
want. Distributors carry a com- 
plete stock 


YOU GET FAST DELIVERY 
when you buy a Westinghouse Air Compressor 


@ Your Westinghouse Air Compressor Distributor keeps 





a big stock of compressors right in his own warehouse. 


So the compressor you buy today can be installed im- 
mediately. 


Westinghouse Distributors can give you expert advice a3 Few | COMPRA! / 
on the type of compressor you need. They will install 
your compressor, and give you quick repair service when 


wanted. Your local distributor is listed in the classified 
section of your telephone directory. 





A Subsidiary of Westingh Air Brake Co. 
MILWAUKEE 14, WISCONSIN 
Plants: Milwaukee ¢ Cleveland — Greenwich — Dunkirk, Ohio 
Coldwater, Michigan 
Manufacturers of cir compressors, rock drills, engines, loaders ond mixers. 


Factory Branch: EMERYVILLE, CALIF. Distributors throughout the United States... Consult your Classified Directory. Distributed in Canada by: Canadian Westinghouse Co., Ltd., Hamilton, Ont 


wef 


* 
e 


THIS MAN GETS THERE FAST. Your 
Westinghouse Air Compressor Dis- 
tributor has experienced mainte- 
nance men who can put your com- 
pressor in working order quickly 
and efficiently. 


eT Rw Tt 
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GLOBE HOISTS 


add the profit dimension 





to modern motor servicing 


GLOBE HOISTS give floor space the third dimension of eleva- 
tion .. . raising the car up off the floor for easier, faster and more 


profitable motor service. 


GLOBE “Qrame-Kantact”” HOIST 


This revolutionary, Globe-pioneered Hoist raises the car 
by its frame for easier handling, greater accessibility, and 
improved lubrication technique. Both single and 2-post 
types are available. 


Handles all passen- 
ger cars. 8,000 lbs. 
capacity. Easy to 
install. Flat contact 
members provide 
maximum bearing 
surface contact to 
car frame. ‘“‘Frame- 
Kontact” Hoists 
are manufactured 
under the following 
Globe-owned pat- 
ents: 2654443 
2612355 2612344 
2593635 2593630 
2458986. 














GLOBE 4-fost Electric HOIST 


The ideal Hoist selection for temporary or upper floor 
locations, or wherever ground excavation is impractical. 


Can be moved easily . . 


Roll-on or free-¥ 


wheel types. 7,500 
lbs. capacity. 
Clear floor space; 
no center obstruc- 
tions. Free-wheel 
types are supplied 
with axle block 
supports and 
drive-over ramps. | 


. installed anywhere. 





GLOBE Heauy Duty TRUCK HOIST 


Globe type CR, 2-post connecting rail, illustrated, is 
typical of Globe’s complete line of heavy duty truck 
Hoists. Capacities to 40,000 lbs. 


Type CR-210, ca- 
pacity 20,000 Ibs., 
is a popular and 
widely used Hoist 
which will handle 
both trucks and all 
passenger cars. Air- 
oil or electric pump 
operation. Com- 
plete with tank, 
jacks, and controls. 





ee ee ee ee ee 


Globe Hoist Company NPN-63 
E. Mermaid Lane at Queen St. PN-630 | 
Philadelphia 18, Pa ] 


Write 


for the com- I'd like to know more about Globe Automotive I 


l 
! 
| 
plete story of | and Truck Hoists. 
Globe Auto- l 
motive and | 
I 


Truck Hoists. 


Name 


Address 


I 

! 

I 

City Zone State I 
J 


GLOBE Pransmission Dolly 


This sturdy, versatile jack is a must for removing and 
replacing both regular and automatic transmissions; as 


BE 





well as for other under-car 
lifting operations. Can be 
used with any 2-post or 
““Frame-Kontact” Hoist. 
Two-stage, hand-operated 
hydraulic ram has a capac- 
ity of 1,000 lbs. Auto- 
matic by-pass valve pre- 
vents overloading. Roller 
mounted, this jack can be 
moved easily across floor. 
Adapters for handling vari- 
ous types of transmissions 
available. 





2Y THE BEST LIFT 
_ 





Globe Hoist Company 


E. Mermaid Lane at Queen Street, Phila. 18, Pa. 
Plants: Des Moines * Philadelphia 
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(Continued from p. 208) 


uniforms are being manufactured in 
a vat-dyed cotton, which is sandfor- 
ized. The cloth—known as Oatis 1953 
Esso Blue Hickory Stripe—is being 
milled in two long-wearing, color-fast 
weights. One is used for coveralls and 
pants, the other for shirting. Trim 
for collars and cuffs is made of a twist 
twill. 


COLOR CHOICE , “ 

Oil marketers are most particular fx ORLON fibers 
in choice of color, says a manufac- . Pa 
turer. They want the uniform to “com- ‘ : 
plement” other colors used in the by DUPONT 
station or on products. Color selection 
is also made with station usage in 
mind, so grease and dirt don’t show . 
up easily. , . 
"Esso, in retaining the blue hickory ; fabric by “$2 
stripe, claims that it is doing so at the 
request of the dealers—in a survey BURLINGTON 
dealers said they wanted that color re- 90% ORLON © 10% RAYON 
tained in some form. Blending with 
the stripe is solid blue trim on collars 
and cuffs. 

GP’s color concept in its new busi- made by fx’ 
ness clothes is a harmonizing two-tone. Pa 
GP is trying to do away with the “uni- LION : 
form” appearance. Taupe, a tannish 
brown, was chosen for pants because 
“it’s closest to what men might select 
for their own sports slacks.” A lighter 
color, a beige, is used for the shirt. 

The tie is a rich chocolate brown, a 
sharp departure from the old, black 
leather tie. 

Sohio uniforms are a cadet blue. 
It was the final choice, not only for 
appearance, but because experiments 
proved it does not show the dirt as 
quickly as other colors. The blue 


blends with grey shirts and black LION chosen to make 


bow tie. 


THE UNIFORM STYLE the amazing ORLON uniform 
much study. Typical are the efforts of for SOHIO dealers 


Esso’s uniform committee. 
The committee had a basic premise ; 

to work on—more than one type of | Lion-clad in all-season Orlon, you can look neat all day and 
uniform was wanted by the dealers. 
Because of this, a study was made of hs — — 
all existing uniforms. Results were lower your efficiency. Best of all, a Lion Orlon Uniform is first 
compiled with the combined thinkings 
of the sales field and management. . : : : pe Cased ae i ane 
Loading uniform manufacturers were form costs. Battery acids won't damage the fabric . . . grease 


ee TT ewer ET eee ee eee ee 


—_ ee rT ee eee oe 





feel good, too. No heavyweight fabrics to load you down and 
in practicality. Long wear and easy upkeep mean lower uni- 


then called in and ideas were hashed spots come out with ordinary cleaner. Easily washable, Lion 
Over. 

Sketches Made—After tentative ‘ : rae 
styles were decided, an advertising recognizes top quality, chooses Lion Uniforms as standard wear. 
agency drew color sketches, showing 
features in detail. After further re- ural: Beane Se 
evaluation, sketches were redrawn. We can help solve 

The sketches were then given to | your uniform program, evens Ga 
manufacturers as patterns for sample | . «. write Lion today! 
garments. After testing and analysis, | Write — Dept. A, 44 WEBB STREET 


Orlon uniforms dry quickly and require little ironing. Sohio 
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adjustments were ordered. And the 
final garments were made and ap- 
proved. 
Varied Wardrobe—The result was 
a complete Esso dealer wardrobe. 
—Summer and winter coveralls. 
—Pants in both weights 
—Short and long-sleeved summer 





shirts and long-sleeved winter shirt 

—Smock 
Jacket of winter weight 
—Redesigned cap 
Stripped bow tie 
| “Unique” features were added in the 

styling process. The solid trim on the 
' collars and cuffs, for instance, im- 

proves appearance yet makes the dirt 
| less noticeable. 

An adjustable waist band and bi- 
| swing back were incorporated in the 
| coveralls. The buckle on the lube coat 
| was placed on the side so as not to 
scratch cars. Shirts were made so they 
could be worn open-throated, because 
many dealers won’t wear ties, or with 
ties. Pockets take a beating from 
money and tools; they were doubly 
reinforced. 

Features Ike-Type Jacket—The new 
Sohio uniform features an _ Eisen- 
hower-type jacket with matching 
trousers and cap. A long-sleeved shirt. 
| sport shirt and melton winter jacket 
| may be purchased separately. Caps 

with coverings, ties and belts are also 
| available. All apparel. has the Sohio 














emblem sewn on. 

For Work or Play — “Greatest 
service station innovation since the in- 
vention of the gasoline pump” is GP’s 
claim for its new uniform. GP feels 
that the uniforms represents a depar- 


WHEN YOU CALL UPON 
ture from conventional “janitor-cut” 
§ 0 U T H W F § T work clothes. When worn with or with- 
’ 


out a sports jacket, the outfit is “per- 
fect at the pump island, at the serv- 


THE HOUSE OF “GOOD” GREASE, | scis'uz.""" %° 


GP believes that dealers’ and at- 


FO R Y Ou a M J LTl ‘ Pi he 0 § . tendants’ clothing should be designed 


to resemble clothing they'd select if 
given free choice of material, styling 


and color. “ 
G R EAS E A N D G E A R The ‘Seti jacket blends in 
ol d ial with plez S- 
LUBRICANT REQUIREMENTS | Sa Thabenideaget tall canbe sere 
| with or without ties. Hats are in over- 


| seas or visor-type styles. 


WIRE, WRITE OR TELEPHONE for SAMPLES | WHAT'S THE COST? 
AND FURTHER INFORMATION. 













Says one national uniform maker: 
A service station attendant can be 


SPECIALIZING IN THE CUSTOM MANUFACTURE OF ee 


PETROLEUM LUBRICATING GREASES AND SPECIALTIES am a ee yee ae on 


eral, a man would need about six 
complete sets of uniforms ranging 


SOUTHWEST GREASE & OIL CO., INC. 


220 WEST WATERMAN e WICHITA 2, KANSAS from summer shirts to winter mackin- 
aws, to last him throughout the year. 





212 NATIONAL PETROLEUM NEWS + November, 1954 














—Shirts range from $2.50 for 
sports-style to $3.50 for woolen shirts. 

—Pants vary from $3.50 for twills 
to $12 for woolens. 

—-Lube coats range between $4.75 
and $5.50 and up. 

—NMelton jackets scale from $7.90 
to $9.75 to $12. 

Where oil marketers have divorced 
themselves from the actual selling of 
uniforms, prices are set by the manu- 
facturers. 

Subsidy, Yes and No—Sharing the 
costs of uniforms with dealers is a 
common company practice. If this in- 
centive weren't offered, it might take 
as long as four or five years to equip 
all dealers. 

For an introductory period, Esso 
Standard offered its dealers a 25% 
discount on manufacturers’ regular 
prices. 

Skelly Oil Co. pays one-third of 
the cost of its uniforms if quantity or- 
ders—over three items of the same 
size for one person—are received. 

GP, on the other hand, is “defi- 
nitely against” sharing the cost. “We 
don’t believe that an oil company 
should subsidize this kind of program 
because we'd be helping a man main- 
tain at. appearance which good busi- 
ness sen.e dictates that he do on his 
own.” 

Instaliment Plan—GP, however, will 
finance ‘ts dealers to this extent: They 
may buy clothing with four monthly 
payments, no money down. Not only 
is the dealer financed but he can buy 
for his whole staff under the plan. So 
far some 40% of the purchases have 
been made “on time.” 

Marketers agree an important cost 
factor in any uniform program is 
maintenance. Proper care is important 
not only for appearance sake, but for 
the “life expectancy” of the garment. 

Some dealers have washing ma- 
chines at their stations. Others have 
attendants wash their uniforms at 
home. But generally commercial laun- 
dries are used. 

With sanforized fabrics, a uniform 
can be laundered, with a neutral soap, 
in water up to 150 degrees F. It can 
be pressed with a warm iron. How- 
ever, don’t tumble-dry cotton uni- 
forms: it may cause the fabric to 
shrink. 

For woolen garments, dry cleaning 
is recommended at least once a month. 
In addition they should be brushed 
often to remove dust and surface 
dirt. And when not being worn they 
should be hung neatly. To prolong 
its life and to help retain its shape, 
woolen uniforms should not be worn 
every day. 

Sohio claims washing is best for its 


November, 1954 + NATIONAL PETROLEUM NEWS 


FED UP ae one 


HAZARDS AND COSTS 
OF LIGHTING FAILURES? 


cet WARREN 
Snap Seal 


SAFETY LAMPS 


Built to outlast your 
trucks and trailers! 


Install them as replacements. 


Specify them on new equipment. 


MODEL B-70 

Flush Mounted 

STOP LAMP or 

TURN SIGNAL 
CLASS A—TYPE 1 


SNAP SEALED™ FOR SUPERIOR SERVICE 


Rugged, patented Snap Seal vapor- 

and explosion-proof construction holds 

lens and '<” thick aluminum alloy body 

casting of WARREN Safety Lamps 

firmly together—pressure-sealed 

bubble-tight!—without screws, clips, 

washers, springs, etc. Remove lens in 

one second —with screwdriver — re- 

lace merely by snapping lens back 
MODEL B-50 into body! WARREN Safety Lamps meet MODEL B-60 
Face Mounted or exceed S.A.E. recommended proce- Flush Mounted 


Clearance Lamp 


ETT 


dure, |.C.C. and State requirements. 
Write for complete information today! Clearance Lamp 


MACHINE COMPANY 


WARREN, PENNSYLVANIA 


Manufacturers of WARREN Valves & 
Custom Built Machinery Since 1901 








ience pays 


Yes, experience does pay in many 
ways. Our clients know from ex- 
perience they have a dependable, 
responsible source for preparation 
of better industrial and business lit- 
erature. 


Why not do the job right? It saves 
time, money and produces results. 
Let us give you a proposal on your 
next publication. 


We'll do the whole job—from plan- 
ning to printing—or just those parts 
that you need. 


product literature 
military manuals 
company publications 
training material 


Call or write for more information. 
TECHNICAL WRITING SERVICE 


McGraw-Hill Book Co., Inc. * 330 
West 42nd Street + N. Y. 36, N. Y. 
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synthetic fabrics; it may also be dry 
cleaned. But tests proved washing is 
most effective. And if washing instruc- 
tions are followed pressing is not 
needed. 


ROLE OF THE SUPPLIER 


Contractual arrangements between 
oil companies and uniform suppliers 
are varied. And in more than one 
case an oil company has preferred to 
handle all the details of its program. 

Self-Supplier—Sohio, for instance, 
is its Own supplier—and for several 
reasons. It buys directly from the 








mills in large quantities at a reduction 
in cost, which is passed on to the 
dealer. Other factors are: Standardiz- 
ing On quality, material and style. 

Once GP’s uniform program got 
started, it got out of the clothing 
business. Dealers now buy directly 
from a supplier that marketed work 
clothes under another brand name. 
But at GP’s request, it sewed another 
label in the garments. 

Has Five Suppliers—Esso selected 
five uniform suppliers. It’s up to them 
to sell the garments. They contact the 
10 sales divisions in Esso’s 18-state 


EARN BIGGER PROFITS! 


Sell complete cooling system service NOW! 





Yjeevrvs 
SERVICE 


RADIATOR 
CLEANER 


ets ee tee tee 


Bigger, better profits are waiting for 
the 
Warner's complete cooling system sery- 
ice before adding anti-freeze. It takes 
a little time and effort, but it in- 
creases your earnings—fast. 


men who sell their customers 


Here’s what you do. First, let the 
finger test help you sell the customer. 
Dip your finger in the radiator fluid 
and show him the rust and oil muck 
that coats the tip. Next, clean the 


WARNER PRODUCTS ARE 
Nationally Advertised 
with hard selling ads in the 


SATURDAY 
EVENING 





radiator thoroughly with Warner 
RapiatorR CLEANER (WARNER SERvV- 
ICE CLEANER for trucks and very dirty 
systems). Be sure to repair any leaks 
with Warner Liguip Soper (non- 
metallic, deposits tiny fibers to repair 
leaks anywhere in the radiator or 
motor block). Ifusing last year’s anti- 
freeze,replace inhibitor with WARNER 


CooLinc System PROTECTOR. 


SUAU UT 4 


MOUS Naw “ 
ach FIN AUTOMOBILE HISTO 





WARNER-PATTERSON COMPANY * 920 SOUTH MICHIGAN AVENUE, CHICAGO 5, ILLINOIS 


Warner-Patterson Company of Canada, Limited, 191 Queen Street East, Toronto 
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marketing area. And it’s for the divi- 
sions to select the suppliers. 

Esso doesn’t set the price or at- 
tempt to control it. But periodic sales 
reports are furnished Esso. And the 
supplier must comply with the quality 
specifications laid down by the com- 
pany. 

Contracts state manufacturers are 
official suppliers of Esso uniforms. 
They hold the franchise for a speci- 
fied number of years. (This assures 
the supplier that he won’t get stuck 
with surplus stock.) Esso also guaran- 
tees there will be no changes in the 
uniform. 





Crazy Like a Fox 

If you'd been standing on 
the corner of Wilshire Blvd. and 
Flower St., in Los Angeles one 
morning a few months ago, 
you'd probably have scratched 
your head at two men who 
emerged from the General Petro- 
leum building carrying clothing. 

First they walked across the 
street to a competitor’s service 
station. They went to the grease 
rack and wiped some of the 
clothing on the grimy under- 
coating of cars being serviced. 

Then, they took other articles 
of clothing and stamped them 
in the Flower Street gutter. After 
that, they kicked the clothes 
into the street and let buses and 
trucks run over them. 

What puzzled onlookers 
couldn’t know was that these 
were sample station uniforms 
GP was testing under simulated 
field conditions, then rushing 
them to the dry cleaners to de- 
termine how well they’d respond 
to cleaning. 
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; CENTRAL PUMPING INSTALLATION 


\ CO Stee 
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CENTRAL SYSTEM 


with Coz electric “brain” 


Each above-ground Duo-Matic cabinet (left) contains two frac- 
tional-horsepower pumping systems controlled by Mag-i-trol robot 
control. When one or two island pedestals are serving, ONE pump 
operates. When three pedestals (or more) are serving, the second 
pump also cuts in. Gasoline is PUSHED to the pedestals. With Duo- 
Matic, multi-pump installations cost less and cut station operating 
expense. Always a stand-by pump! 


SERVES UP TO 8 PEDESTALS SINGLY OR SIMULTANEOUSLY 


NO UNDERGROUND SERVICE PROBLEM GET THIS COLOR BROCHURE 
Standard motors, pumps, air eliminators, fittings and all Functional illustrations show how to plan high gallon. 
electrical components are safely above ground in an easy ege, multi-pump station layouts at the cost of installing 
access, weatherproof cabinet. No special motors or starters! and maintaining smaller operations. Write for yours. 


No maintenance difficulties! 
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EVER-TITE 


“99” Coupler 
with Sight Gauge 


deliveries 
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HE EVER-TITE No. 99 Coupler—an 

entirely new development in coupler 
operation—includes the specific feature 
of a sight gauge which shows from every 
angle that delivery has been completed. 
It also embodies such great adaptability 
that it meets every requirement for tight- 
fill deliveries to underground storage 
tanks, and can be used with a manhole 
as small as 6%" in diameter. 


How It Works 


This new Ever-tite Coupler is used with 
the No. 97 Ever-tite Fill Cap, pictured at 
the left. After removing the fill cap from 
the adapter, the coupler is simply pushed 
on the adapter and the push-rod pressed 
down, which locks the coupler tightly 


Vy 





ULL 


to the fill. After delivery, by raising the 
push rod the coupler is removed and the 


‘ water-tight cap is replaced. 


Tight Connections Every Time 


You can depend on the new Ever-tite 
No. 99 Coupler to give typical Ever-tite 
service—which means tight, safe con- 
nections .. . faster deliveries . . . and a 
substantial saving in operating and 
maintenance costs. 

No. 99 is made of high tensile alumi- 
num, with bronze push-rod and cams. It 
is extremely light yet has the rugged, 
sturdy construction that assures long, 
trouble-free service. The push-rod can 
also be used as a carrying handle. 


Write now for further information. 








*The EVER-TITE Trademark is a hallmark of dependability in fittings 
for the petroleum industry—proved by 16 years of pre-eminence. 


No. 97 EVER-TITE Fill Cap EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK T9, N. Y. 
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Among the uniform manufacturers 
are: 

Anderson Brothers 
Co., Danville, Va. 

H. D. Lee Co., 117 West 20 Street, 
Kansas City, Mo. 

Lion Uniform Co., Inc., 44 Webb 
Street, Dayton, Ohio. 

Unitog Co., 1617 Main Street, Kan- 
sas City, Mo. 

Wirk Garment Co., Ligonier, Ind. 

Industrial Laundries— Many dealers 
rent uniforms from industrial laun- 
dries. Esso considers this a factor not 
to be overlooked. 

Through an arrangement’ with 
manufacturers, Esso enabled laundries 
to purchase uniforms at a 25% dis- 
count. Esso figured this should permit 
laundries to offer dealers the same 
rental price as in the past. 


Consolidated 


SELLING THE IDEA 


To sell dealers on the advantages 
of uniforfns, marketers used various 
promotional devices. 

Issued Handbook—General Petro- 
leum kicked off its program with a 
handbook — “Business Clothes for 
Men Who Sell Mobil Products’’—for 
company sales executives and whole- 
salers. It summarized the company’s 
study and set forth the objectives of 
the program. 

After that, GP sent its dealers two 
jumbo post cards as teasers. (GP re- 
ports that hundreds of orders were 
received even though the new gar- 
ments weren't pictured or described 
in the cards.) Dealers then got a 
brochure showing the garments in 
color and containing samples of cloth. 

A sales brochure — “DRESS 
RIGHT—in a new Sohio Uniform’— 
introduced the program to Sohio 
dealers. It contained a folder describ- 
ing in detail the whys, whats and how 
of the uniforms. A full-color picture 
of the new uniform and a swatch of 
cloth told the rest of the story. 

Stressed New Look—Esso’s four 
promotional pieces were tagged with 
the line: “It has the new look with 
the sales hook.” One piece—resem- 
bling a folded shirt—featured full- 
color pictures of the whole wardrobe. 
The campaign was supported by the 
company’s dealer publication. 


DEALER ACCEPTANCE 


GP reports that with the new uni- 
form the dollar volume of sales in the 
first 90 days equaled that of the three 
previous years. It estimates nine 
months’ sales will be 10 times that 
of the previous year. 

Although the new uniform program 


had the advantage of being introduced 
simultaneously with a new gasoline 
and premium motor oil, GP said, 
“We're positive now that the business- 
clothes concept is right for nearly 
8,000 GP dealers, employes and 
wholesalers’ personnel.” 

Reports from Esso’s sales forces 
indicate that in five months’ time a 
complete change-over to the new gar- 
ments has been accomplished. Nor- 
mally, one manufacturer estimates, 








this might take as long as four to five 
years. 

Sohio Vice-President Elliott reports 
“Within a three-month period we had 
practically all our service station sales- 
men in the new uniform. The pro- 
gram was then extended to cover all 
our dealers. We believe that public 
reaction was also good. The new uni- 
form helps convey the impression of 
efficiency, service and know-how to 
our customers.” 7 





FALL & WINTER SPECIAL! 


ALL STEEL 
DESK WITH 
SWING-OUT STOOL 


FREE 


With the Purchase 
of 
a 


VALENTINE ALL STEEL 
PORTABLE SERVICE STATION 


he geal 


COMES TO YOU 
ASSEMBLED AND 
COMPLETELY 
EQUIPPED 


2 restrooms, ail 
wiring, lighting, 
partitions, storage 
room, shelving 
Completely insu 
lated and fire re 
sistant. Designed to 
fit customer's color 
scheme. Customer 
has foundation 
ready before unit 
is shipped 


ORDER NOW - - - DELIVERY NEXT SPRING 


Now you can plan your expansion for next year and have a real opening date to shoot 
for. Small down payment will hold your unit until you specify delivery. You can get 


foundation and tanks installed at your leisure . 


Station arrives within a week! 


. . Then, send us a wire and your Service 


No delays! No postponements! Do as many of our 


customers do—store your Service Stations on our lot! 


For Full Details, Write us Today: 


VALENTINE MANUFACTURING, Inc. 


P.O. BOX 667 


November, 1954 + NATIONAL PETROLEUM NEWS 


WICHITA, KANSAS 
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BASIC EQUIPMENT in the system is this 
two-stage truck fill valve assembly 


PRODUCT FLOW is routed to the proper com- 


partments by these truck-mounted valves 


CONNECTION between the truck and its sup- CONTROL TUBES 
ply is made with connector and adapter 


cut off flow 
when the compartments are full 


Bottom Loading Saves Time and Space 


Faster, more convenient operation 
and less product loss are two of the 
top selling points advanced by Tok- 
heim Corp. of Ft. Wayne, Ind., for its 
new tank truck bottom-loading system. 

Tokheim says its new system: 

e Ends repositioning of the truck 
during loading. Also unnecessary are 
gauging, opening hatches and other 
jobs encountered in overhead loading. 

e Permits multiple loading on less 
ground space than with overhead 
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equipment. Fill valves can be spotted 
around the edge of the loading area, al- 
lowing trucks more room to maneuver. 

Since the new system contains only 
five components, Tokheim says, it re- 
quires no major changes from present 
operations. 

Another feature, Tokheim says, is 
reduced product loss—turbulence va- 
por loss and spillage sometimes en- 
countered with overhead loading is cut 
down. 


There is no danger of building up 
excessive pressure inside the tank com- 
partment during loading, says the com- 
pany. 

If the vent does not release tank 
air at the proper rate, the flow halts 
when the compartment pressure ex- 
ceeds about eight ounces. 

Danger of personal injury is re- 
duced because the operator is not re- 
quired to leave the ground as in over- 
head loading. 
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Nothing stops ‘em like DULUX:! 


The motorist approaching your station at even moder- 
ate speed has only a few seconds to make up his mind. There's a Du Pont Finish for every service-station surtace! 
And the chances are far better that he’ll make up his 
mind to stop—when your pumps and buildings are DULUX COLOR 


smartly finished in bright, eye-catching colors! oe 


For it’s appearance that makes such a big difference for rest rooms 
in winning or losing those extra sales. This is why so Clean and attractive rest rooms 
: : are good business. Use Du Pont 
many profit-wise station operators all over the country Color Conditioning Peach to ap- 
are painting with Du Pont DULUX Enamels. For peal to feminine tastes—tones of 
; blue for your men’s facilities. 
DULUX not only perks up your station’s looks, but DULUX Enamels are easy to 
j i take care of and stay bright for 
keeps it gleaming for months. DULUX stands up andl we 
superbly to hard knocks and rough weather . . . resists 
oil and gas spillage . . . gleams and sparkles anew after 
every wipe-down. Your maintenance is simplified . . . 
maintenance costs are reduced! 


So take advanta f th AiG up pat OFF 
: ge of the great sales power of Mi. Pm 7 N A M t L 
DULUX. With over 187,000 stations competing ... een eae 


throughout the country, it’s good business to have the 
car-stopping appeal that a DULUX finish gives! Chemically engineered to do the job better 
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4 70 MOTOR CONTROL | 
AN STATION 





MULTI-PUMP STATIONS SAVE ON EVERY GALLON 


with 


we BENNETT RAM sistes 


Remote Automatic Multi-Pump Service From A Single Central Submerged Unit 


The answer to: 
Extra high lifts — RAM submerged pumps push gasoline up 


very high lifts where ordinary suction type pumps are not efficient 
or dependable. 


Extra long pipe runs — Vapor locks due to excessive suc- 
tion lifts, high altitudes or high temperatures, are eliminated because 


high RAM pressure forces gasoline through even excessively long 
pipe lines. 

Wherever multiple dispensers are needed for 
one grade of fuel — the RAM system saves dollars in capital 
outlay. As many as eight dispensers can be operated simultaneously 
from one submerged pump to efficiently fuel today’s automobiles. 
Each dispenser has a control switch, a safetly shut-off valve, a meter, 
a computer and a see-gage. 
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ELECTRIC 
CONDUIT 





- 
~— 


FIELD-TESTED SYSTEM 


SAVES MONEY § WAYS! 


» No air eliminators or 6. No belts, gears, packing 
pumps required on dis- to replace. 
pensers. 


= 
i a 


. . + Save on capital outlay — 
« Two discharge lines from one unit handles multi- 
pump are available. ple dispensers. 








WHAAAAAAAAAAAASASSAN 


SS 


No return tine needed. 8+ Simple design tele 
« No priming required. Bennett operating 
- No lubrications needed Coenen. 

ever! 





Bennett also offers remote control multi-service systems 
with above ground pumping units — write for full details. 


4 


DISTRICT OFFICES: Atlanta * Baltimore * Boston * Buffalo * Charleston 
Chicago * Cleveland * Dallas * Denver © Detroit * Kansas City 
Little Rock * Los Angeles * New Orleans * New York * Philadelphia 


Pittsburgh * Rochester * Salt Lake * Seattle * St. Paul * San Francisco REMOTE AUTOMATIC MULTI-PUMP 
IN CANADA: Toronto * Montreal ¢ Winni * Vancouver 
rar ~— sina Quanta 29 Broadway, N. Y. S U B M 3 R G E D S Y S T E M 
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Want to keep 
Winter from putting 


a “freeze” on 





ry 


Su PROFITS ' 4: 


sail 
. J - 
By ft 
ew ; 


4 
Dy 


Use a, 
{ 


NLUCITE 21 


the multi-purpose grease 


that pumps freely 
at ZERO! 


# Brgy 








Winter's severe temperatures cause no costly freeze- 
ups, no profit-robbing delays for service stations who use 
INLUCITE 21 to lubricate water pumps, universal joints, 
shackles, springs, wheel and other types of bearings. 


This free-flowing multi-purpose grease not only sim- 
plifies servicing, but is superior in any kind of weather to 
every specialized grease it replaces. 


User after user has found that INLUCITE 21 jumps profits 
two ways—through savings in inventory, man hours and prod- 
uct cost, through elimination of error, and by boosting the 
number of grease jobs done. 


INLUCITE 21 is the registered trade name of the original 
lithium-base grease made under our exclusive patents. 


INTERNATIONAL LUBRICANT 
CORPORATION 


New Orleans, Louisiana 


MANUFACTURERS OF QUALITY LUBRICANTS 
AVIATION e INDUSTRIAL © AUTOMOTIVE e MARINE 


WITH RESEARCH COMES QUALITY © WITH QUALITY COMES LEADERSHIP 
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REID VAPOR PRESSURE 
EFFECT ON PUMPING efficiency of vapor pressure, tempera- 


ture, and distance gasoline has to be pumped vertically is 
shown in these Union Oil Co. charts. Figure at left shows 


MAXIMUM SUCTION LIFT, FEET OF 0.74 SP. GR. GASOLINE 


14 6 10 12 14 
REID VAPOR PRESSURE 


minute. Graph at right is for 10 gpm 


suction lift vs. Reid vapor pressure (RVP: measurement of a 
product’s tendency to vaporize) for the delivery of 5 gal. per 


Unions Remote Pumps Block Vapor Lock 


Union Oil Co. of California 
is the first major company in the 
West and perhaps in the nation 
to adopt remote-control pump- 
ing systems as a “must” feature 
of all its future service stations, 
wherever they're located. 

Although the remote control 
system has been in use for sev- 
eral years, it has been limited 
to two types of outlet: (1) mul- 
tiple-pump stations, to achieve 
economy, and (2) hot-weather 
stations, to prevent “vapor 
lock.” 

Reasoning behind Union’s new de- 
cision is this: 

—The steady trend to higher-vola- 
tility gasolines has spread beyond 
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What is Vapor Lock? 


Vapor lock forms in a closed liquid circulating system when undue 
suction or heat causes some of the liquid to become gas. This vapor dis- 
places the liquid and interrupts its normal flow. In a service station, this 
condition méans that the gasoline pump literally spins its wheels—tries to 
move the vapor but can’t. 

Advocates of remote-control pumping systems contend that then 
method of pushing the gasoline through the line to the island dispenser, 
rather than pulling it, will eliminate the possibility of vapor lock. 

The tendency of gasoline to vaporize is directly proportional to temper- 
ature and altitude—i.e., the hotter and higher, the more gasoline turns 
into vapor. There is no direct relationship between this volatility and 
octane numbers, however. Some of the more volatile constituents of 
gasoline help raise octane ratings. 








desert-climate areas the problem of 
vapor lock at retail outlets. 
—The vapor lock problem is bound 


PETROLEUM NEWS 


to get worse, so the remote systems 
might as well be installed now 
And since the company is en- 





e equipment 


gaged in a heavy station-building pro- 
gram, it will be money ahead if it 
doesn’t have to go back and convert 
to remote at a later date. 


TIME FOR ACTION 


Union was not alone in its previ- 
ous thinking that only larger stations 
with many dispensers warranted re- 
mote systems, costlier than conven- 
tional methods. 

As long ago as 1949, another major 
company in Southern California de- 
cided that there would be an adequate 


: unite for complete information, / 


pay-out for remote systems in _hot- 
area stations equipped with more than 
three islands. Its current broad policy 
has lowered the minimum to two is- 
lands, depending on the distance be- 
tween tanks and islands permitted by 
station layout. 

But Union Oil, in explaining its 
plans, expresses the belief that vapor 
pressure won’t have to go much higher 
before this different pumping equip- 
ment will be a necessity. And Union 
feels that while temperature, lift and 
pumping rate may not change, vapor 





when you think of 

ENGINEERED 

CONVEYING 
SYSTEMS 


the name to 
remember is 


” AIVEY-FERGUSON 


the original SINCE 1901 


THE ALVEY-FERGUSON COMPANY, 612 DISNEY ST., CINCINNATI 9, OHIO 


Offices or Representatives in Principal Cities 


You Can SEE the Superiority of Alvey-Ferguson Conveyor Engineering 
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pressure is definitely on the way up. 

“The problem kind of crept up on 
us,” says Harold G. Cooper, market- 
ing facilities representative, “and is 
just beginning to be critical in the hot 
areas. 

“It has reached the point where 
remedial action is needed.” 

The company has no thought at 
present of converting existing stations, 
unless the increasing volatility of new 
gasolines gives trouble. 


TAKING STOCK 


In terms of station equipment, Un- 
ion’s new policy means that gasoline 
will be pushed from tank to island 
by pumps in or above the tanks rather 
than drawn by pumps in the island 
dispensers. 

“All of our construction super- 
visors,” Cooper says, “have been ad- 
vised to make use of turbine-type 
remote pumps in as many instances as 
possible in the future.” 

When Union marketers complained 
increasingly of the annoyance of va- 
por lock in pumps at their retail 
outlets and company engineers felt 
that the conventional island pumps 
had reached their efficient and even 
critical limit, they decided it was time 
to take stock of the situation and map 
a course for the future. 

Systematic Approach—tThey called 
in experts from Union Oil’s research 
laboratories at Brea, Calif., and asked 
them to see if the precise occurrence 
of vapor lock could be charted. If it 
could, they thought, counter-measures 
could be taken systematically and at 
minimum cost. 

The six conditions causing or con- 
tributing to vapor lock were known: 

1. Increased vertical distance 
between tank and pumps in sta- 
tions built on a slope where tanks 
are unduly low in relation to the 
islands. 

2. Increased vertical distance 
between tank and pumps in sta- 
tions with expanded storage ca- 
pacity, hence larger tanks which 
mean a longer suction lift for 
the pumps. 

3. Greater over-all distance be- 
tween tanks and pumps in new, 
larger stations. 

4. High temperatures at desert- 
area stations which cause gaso- 
line to vaporize in the pipe lines 
and pump chambers. 

5. Increased volatility of gaso- 
line in stations located at higher 
altitudes where atmospheric pres- 
sure is lower. 

6. Steady increase in 
pressure of gasolines. 

(continued on p. 226) 


vapor 
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eA) NNOUNCING 


A NEW STAR...» A NEW FACE... . for « growing HORIZON 
THE BEAUTIFUL NEW 





Starliner “lOO”. . 


CONSUMER ELtectTrRric PUM™M P 





Another Big and 
Important First 
TOTAL errs q for GASBOY 


whee & WL SON'S SO LAWSOALE PENA LS 


Now, the beautiful new Starliner “100”, with the greatest 
advances ever in the consumer electric pump field. 

Highlighting the many features of this brilliant new star is the spark- 
ling face . . . with GASBOY-EXCLUSIVE roller-type register . . . indi- 
vidual delivery readings up to 100 gallons . . . BOLD, easy to read 
numerals, even to the tenths . . . and the totalizer recording up to 
100,000 gallons . . . all neatly arranged within the smartest face ever 
to grace a consumer electric pump. 

Behind all this beauty and functional design is the proven mechanical 
performance and dependability of GASBOY’S famous amillion-proof 
pumping unit... your guarantee of the maximum in service . . . and 
the absolute minimum of attention. 

You'll be amazed at the low price of GASBOY “100” Starliner. Now 
more than ever GASBOY is the outstanding value in the consumer pump 
field. It even cost less than a rebuilt old timer; and the savings in instal- 
lation and maintenance are an extra GASBOY bonus you collect over 
the years. 

Let this bright new star lead you to great profits . . . and complete 
satisfaction for you and your customers. 


Gasboy FIRST AGAIN WITH SPECTACULAR ADVANCES 
— IN THE CONSUMER ELECTRIC PUMP FIELD 


NAME 
IN CONSUMER 
EQUIPMENT 


WRITE OR WIRE TODAY FOR COMPLETE INFORMATION AND PRICES 
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for safe, dependable service... 


make 
) fi ann ens _— ) 
BLACKMER 


rotary pumps 


the heart 
of your LP 


handling system 


Bearings. Heavy duty, anti-friction bear- 
ings on both ends of the shaft are com- 
pletely isolated from the pumpage. 


Cartridge -type mechanical seals are \o- 
cated on both sides of the rotor for con- 
trolling shaft leakage, eliminating packing 
gland maintenance, .and protecting bear- 
ings from the pumpage. 


Non-metallic sliding vanes and cylinder 
liner are “self-adjusting for wear” They 
are easily replaceable, providing “new 
pump” performance after years of service. 


liquid materials bendttes” 


i @ | 
| . y | — | 
INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 


See Yellow pages for your local sales representative 





& 


No other pump gives you 
all of the valuable features 
you'll find in Blackmer’s 
TLG Pump. Designed 
especially for the handling 
of liquified gasses, it is ideal- 
ly suited for truck mounting 
or bulk plant installation. 
Here are some of the out- 
standing features that mean 
low maintenance costs and 
superior performance. 


Any mechanic can replace vanes and linet 
without use of special tools. 


Designed for differential pressures up 
to 100 psi and hydrostatic pressures up 
to 1250 psi. 


This compact, lightweight pump is the 
result of over 50 years of experience in 
the design and manufacture of vane type 
rotary pumps. 


The Blackmer Pump Company representa- 
tive in your area is well qualified to help 
you with any special pumping problems 








“GASILE” Steel Pump Islands 
(Trade-mark registered and Patent Pending) 
Save installation costs—stays neat & attractive for years—write for information or prices 
W. B. GOODE COMPANY 
2915 W. Leigh St., Richmond 21, Virginia 
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(continued from p. 224) 


WHAT TESTS SHOWED 


The researchers conducted pump- 
ing tests at widely varying combina- 
tions of temperatures, vertical lift 
distances, pumping rates and fuel va- 
por pressures. The experiments en- 
abled them to point the conditions 
under which a pump would begin to 
work intermittently, noisily and at a 
subnormal rate. 

Thus, for example, they could pre- 
dict that an average pump sucking 10 
gal. per min. of 9.0 Reid vapor pres- 
sure gasoline from a tank 12 ft. below 
would not function properly in temp- 
eratures above 96 deg. F. 

Using eight stations in the desert 
areas east of Los Angeles as a testing 
ground, they determined when a pump 
that normally averaged 9 gal. per min. 
would labor at 50% efficiency. Trying 
an experimental 11.5 Reid vapor pres- 
sure gasoline, they found that a con- 
ventional island pump failed to deliver 
any fuel at all when the air tempera- 
ture reached 102 deg. 

The tests enabled them to develop 
the accompanying charts, which tell 
the story of where pumping ineffici- 
ency begins under different conditions 
of heat, vapor pressure, lift and pump- 
ing rate. 

Further Advantages—In addition, 
Union sees these “fringe” benefits in 
remote installations: 

e Tanks can be located so that 
transports will be able to unload with- 
out interfering with customer traffic. 
This is possible because there is no 
critical limit in tank-to-dispenser dis- 
tance when the gasoline is pushed. 

e It is desirable to handle gasoline 
so that the lighter constituents will be 
retained until it reaches the customer’s 
engine. 

e Island dispensers fed from a 
remote pump operate noiselessly. 

e Submerged pumps have low 
maintenance costs compared with gear 
pumps at the islands. 

e Submerged remote units pump 
from a point close to the bottom of 
the tank, hence keep it cleaner. 

Where three 4,000-gal. tanks for 
two grades of gasoline are installed as 
a provision for fluctuation, Union 
plans to equip two of the tanks with 
remote pumps. The expense of a 
pump on the third will be eliminated 
by use of a sivhon line to one of the 
pump-equipped tanks. In most loca- 
tions siphon lines are permitted by 
law. 

One disadvantage of remote is that 
a pump failure will prevent any gaso- 
line from at least one tank from reach- 
ing the islands. 7 
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Meter Sharpens DD Readings 


Fuel oil jobbers plagued with emergency calls and er- 
ratic delivery schedules have been offered an assist by 
a Michigan marketer. M. Lee Johnson, a fuel oil jobber 
in Kalamazoo, has developed a degree day meter thar 
he says gives new accuracy in readings. 

Johnson tested the device 15 years in his own operation 
(Oakley & Oldfield, 329 S. Pitcher St.) before offering 
it for sale to other jobbers. 

The Johnson Fuel Demand Meter gives what its in- 
ventor calls a reading of “effective degree days.” To do 
this, it averages the daily outdoor temperature under the 
degree-day base of 65 deg. F. and allows automatically 
for any increased oil demand that can be expected because 
of wind velocity or radiant heat from the sun. 

The meter plugs into any 110-volt electrical outlet and 
is connected to an electronic outdoor pick-up element 
It contains a standard heat-demand element. Readings are 
taken at the same time each day. 

Explaining the unit’s operation, Johnson, a_ physicist 
before he entered the fuel oil business 20 years ago, says 
“In effect, it measures daily Btu demand caused by weather 
conditions and converts this to effective degree days.” 

The present commercial model is being tested by three 
large fuel oil jobbers in the New York area and others 
across the country. Pilot models are available at $245. 
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Circle No. 1 on Reply Coupon 
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Serre ceseenr 


Weather Adjusts Current 


Now available to service station 
dealers is a battery maintainer design- 
ed to adjust its charge current auto- 
matically to temperature variations to 


Vacuum Line 


Iwo heavy-duty vacuum cleaners 


match “the self-discharge rate of the 
battery. Containing a “built-in elec- 
tronic brain,” the unit is said to adapt 
itself to the battery’s rapid discharge 
in warm weather and slower in cold. 
The manufacturer says the device 
will maintain one to five 12-volt 
batteries, one to ten 6-volt batteries 
or any combination of 30 two-volt 
cells. The unit operates on 110 volts. 
The entire unit weighs 3 lb. and can 
be mounted on a shéif or on the 
wall. Fox Products Co., 4720 N. 18th 
St., Philadelphia. 


Circle No. 2 on Reply Coupon 
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are new On the market. A_ portable 
wet-dry cleaner is intended for use 
where a large volume of wet or dry 
material is to be picked up—drying 
flooded areas, cleaning floors and 
walls, and other jobs. Capacity wet 
js 50 gal. and dry, 6% bu. The other 
machine is meant principally for dry 
vacuuming. It can be used for occa- 
sional wet pick-up. Designed for quiet 
operation, it has a dry capacity of 
1 bu. and wet capacity of 8% gal. 
Clarke Sanding Machine Co., Muske- 
gon, Mich. 


Circle No. 3 on Reply Coupon 
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LP-Gas Supply Indicator 


A special liquefied petroleum gas 
reserve indicator gives warning when 
supply is running low. The device is 
designed for use with automatic 
throwover manifolds. When the mani- 
fold on a two-tank system switches 
over to the reserve tank, a red indi- 
cator visible from all directions rises 
to warn the user. The waterproof unit 
has a forged brass body with a Lucite 
cap that can be removed for calibra- 
tion. Bastian-Blessing Co., 4201 W. 
Peterson Ave., Chicago 30, Ill. 

Circle No. 4 on Reply Coupon 





BOWERS 


BATTERIES 


BOWERS BATTERY & SPARK PLUG CO., READING, PA 











PROVEN HELP 


FOR YOUR 


SALESMEN 


Sales executives agree that products 
information is of real help to salesmen, 
especially under competitive conditions. 
This training enables salesmen to re- 
duce their customer mortality rate and 
increases their prospect - to - customer 
ratio. 

Hundreds of marketers use our sales 
training program in products informa- 
tion for their salesmen. 


Check below and mail 
for detailed information 
HOME STUDY COURSE 
A basic and thorough training 


PE! JOURNAL 
New and changing developments. 


REFERENCE LIBRARY 
Information salesmen need in a hurry 


WHEN TO DRAIN 
For dealers. 
PETROLEUM 
EDUCATIONAL INSTITUTE 


9020 Melrose Avenue 
Los Angeles 46, California 


_)} FREE 


NAME 


copy 
PE! JOURNAL 


TITLE 
COMPANY 
STREET 


cITY . STATE 
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Combination Charger 


To meet expected growth in de- 
mand for 12-volt battery charging 
equipment, a new charger for both 
6- and 12-volt batteries has been 
put on the market. Special cabinet 
design includes disappearing charger 
leads, weatherproof control panel 
cover and welded steel wheels with 
semi-pneumatic oil-resistant tires. The 
unit automatically times the charge 
up to 45 minutes, then switches to 
a “finishing” rate. It is designed to 
slow-charge up to 15 6-volt or seven 
12-volt batteries. A special feature of 
the machine is a “five-second” battery 
test to rate the battery “defective,” 
“recharge” or “good.” Allen Electric 
Co., Kalamazoo, Mich. 


Circle No. 5 on Reply Coupon 


Fuel Oil Conditioner 


A new detergent solvent called 
“Fuel-Tron” has been developed to 
get rid of water in fuel oil tanks. The 


yoo rr ee eee EE 


e FOR FURTHER INFORMATION 


manufacturer says it disperses water, 
the main cause of deposits and cor- 
rosion, into fine droplets that are 
carried through to the burner and 
evaporated. The company is making 
a special advertising allowance to 
dealers who carry the product. 
Radiator Specialty Co., Charlotte, 
WG. 


Circle No. 6 on Reply Coupon 


For Any Wash Bay 


A low-cost car wash unit is de- 
signed for service stations. The washer 
is said to fit any wash bay without 
structural changes, with an_ installa- 
tion time of one hour. The machine 
rolls the length of the car and provides 
spraying, sOaping and rinsing. The 
manufacturer says one man can wash 
20 to 30 cars a day with it. Price is 
$695 delivered and installed in the 
United States. U.S. Washmobile, 276 
Halsey St., Newark 2, N. J. 


Circle No. 7 on Reply Coupon 
High-Pole Light 
A high-mounted floodlight for out- 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


© Readers’ information Service 


330 W. 42nd St., New York 36, N.Y. 


Your inquiry will be forwerded to the manufacturer. Void after Feb. 5, 1955. 














| 
| 
| 
| 
| 
NATIONAL PETROLEUM NEWS 
| 
| 
| 
| 
| 


NATIONAL PETROLEUM NEWS 
A McGraw-Hill Publication 


NATIONAL PETROLEUM NEWS + November, 1954 





side illumination of service stations 
is a fluorescent unit built to throw a 
broad beam of white, glareless light. 
It is designed for use on existing poles, 
and has watertight housing of welded 
aluminum, with reflector made of 
aluminum sheet. Four 100-watt white 
lamps provide the light. The pole-fit- 
ting mounting arm is adjustable from 
horizontal to various angles. Guardian 
Light Co., Oak Park, Iil. 


Circle No. 8 on Reply Coupon 





Large Tube Tester 

A “giant” tube tester handles sizes 
from 600x20 to 8 ft. high. The tester 
consists of a galvanized steel tank with 
a reel for holding the tube, raised and 
lowered by an air cylinder. The reel 
forces the tube under water and turns 
for testing. An extension arm attached 
to the reel eases the job of getting the 
tube off the floor, into the tank, and 
out again. Two built-in lights illum- 
inate the tank. Bishman Mfe. Co., 
Osseo, Minn. 


Circle No. 9 on Reply Coupon 


. 
Bumper Lift Tool 
Foot power On a two-speed lever 
mechanism operates this new hydrau- 
lic bumper lift, which features a one- 
length pump stroke for raising the 
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saddle to load contact and for lifting 
light loads. For heavier loads the foot 
lever can be shifted to give greater 
lifting power. The lift has a capacity 
of 3,000 lb. and a lifting range of 
23 in. Wheels give it transportability. 
Weaver Manufacturing Co., Spring- 
field, Ill. 


Circle No. 10 on Reply Coupon 


Changer Made Portable 


Dealers who use the Iron Tireman 
tire changer can make their mzchines 
movable with a new “Roll-A-Way” 
base attachment now offered by the 
manufacturer. The base is a steel rim 
42 in. in diameter that bolts to the 
base of the machine. To move, tilt 
and roll, the manufacturer says, add- 
ing that the base prevents accidental 
tipping of a machine that is not bolted 
down. Coats Co., Fort Dodge, lowa. 


Circle No. 11 on Reply Coupon 


Heavy-Job Jack 
A new hydraulic jack for heavy- 
duty service has a foot pedal speed 
lift that brings the saddle to the load 
in One or two strokes. Low height of 
the unit, which has a capacity of four 
tons, is 4% in. Raised height is 24% 
in. The foot pedal speed lift can be 
used alone to lift light loads. The 
power unit has a safety valve to pre- 
vent overloading. Auto Specialties 
Manufacturing Co., Inc., St. Joseph, 
Mich. 
Circle No. 12 on Reply Coupon 
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To Meet Your. Needs... 


YOU'RE RIGHT WITH 
EVER-TITE 


EVER-VITE serviceability 
prevents leaks and spills; re- 
duces loading and delivery 
time 

EVER-TITE “the world’s best 
quick: coupling’ makes~ your 
hose connections fast and sure. 
EVER-TITE dependability 
means longer-lasting, trouble- 
free service. EVER-TITES never 
fail or jam 


“VIVE durability stands 
up under the toughest wear. 
EVER-YITE quality is main- 
tained by rigid control of 
construction specifications and 
alehictatel ty 

AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
COUPLING ¢€O. 











Westinghouse Announces 
Improvement in 15 Years! 





Greater down-the-road See-ability 
























At Last—the all-new, all-glass Westinghouse SAFE-T-BEAM! 


Perfected months ahead of schedule...the first major headlight advance 
since the sealed beam in 1940! This newest Westinghouse lamp now 

offers motorists greater night-driving safety than ever before. Com- 
pletely new from inside out, Westinghouse SAFE-T-BEAM features: 


@. The most powerful headlamp on the market (wattage 
upped 14% for longer low beam “throw”’) 

b. Exclusive Westinghouse Feature: New 
“Safety-tilt” reflector and lens combination 
re-aims stray light . . . literally pulls it out 
of the air and puts it on the road for you. 

¢. The revolutionary Westinghouse Fog Cap— 
no more blinding reflections on raindrops. 
snow or fog. It cuts off upper glare . . . 
shows you more of the edge of the road 
in every kind of foul weather. 


NOTE: Westinghouse SAFE-T-BEAM headlamps are 
interchangeable with headlamps now in use. Every car 
produced since 1940 is a potential customer. 












HUGE NEW 
DOUBLE PROFIT MARKET 


CHANGE-OVER SALES START WHEN DEALERS GET THESE NEW LAMPS! 










Through Westinghouse advertising, motorists 2 profits for you—2 profits for your retailers. 
will soon learn what new SAFE-T-BEAM lamps Rely on the dramatic new Westinghouse 
do to make any-weather night driving so much = SAFE-T-BEAM selling displays to move lots of 
safer. And the rush to get Westinghouse these lamps through your retailers. 
SAFE-T-BEAM headlamps will be on. This market is hot! Get in now while the 

Every safety-minded driver will buy 2 lamps. “getting” is good. Stock up on Westinghouse 
Nobody, but nobody, will buy only one. That’s | SAFE-T-BEAM headlamps NOW! 











230 NATIONAL PETROLEUM NEWS + November, 1954 








Di eS i . Li P_-_ = a “we 











NEW SAFE-T-BEAM 


in rain, snow and fog! 





1. NEW WESTINGHOUSE FOG CAP CUTS OFF 
UPWARD STRAY LIGHT. No more blinding reflections 
to shine back at you from raindrops, snow or fog . . . no more low 
beam “halo” to blind oncoming motorists. Fog cap now sends stray 
light back into the reflector, which re-aims it down onto the road. 










3. ORDINARY HEADLIGHT eflections from upper stray 
light cut visibility in bad weather. Even your low beam can often 
blind oncoming cars. Even 45 mph is dangerous—you can only see 
about 145 feet ahead! But . . . 


you CAN BE SURE...1F ITS 


. Westinghouse 











2. YOU SEE 60% FARTHER WITH LOW BEAM! New 
Westinghouse “safety-tilt’” reflector and lens combination—plus 
Westinghouse higher wattage beam—show you up to 80 more feet 
of highway without getting in other driver's eyes. Extra time to spot 
trouble . . . extra safety for everyone in your car 








ut 


a 


5. 


4, NEW WESTINGHOUSE SAFE-T-BEAM cuts off 

upper stray light. Foul weather driving is safest ever. Approaching 
drivers see you clearly without blinding light. And extra light on 1 
the road stretches your visibility up to 225 feet! : 


“Ere SEsT? = PTET Ts ‘eer 3 ef 
Ps a i. 





Tune in TV’s Top Dramatic Shows—STUDIO ONE and BEST of BROADWAY 
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features 


engineered 
“years-ahead” 


a complete line 
of Valves and Fittings 
for the Oil Industry 











ILLINOIS 











INDIANA 





Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


417 Madison Ave., 
Indi p li 4, Indi 











MICHIGAN 


THERE'S A 


Gasboy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


R. V. SEAMAN COMPANY 
410 Janes Ave. . 











Saginaw, Mich. 





NEW JERSEY 





EQUIPMENT 
for the 


OIL INDUSTRY 
. 
Rebuilt 
PUMPS—METERS—REGISTERS 
° 
PARTS FOR MOST PUMPS 
e 
TEN HOEVE BROTHERS 
359 Mclean Bivd., Paterson, 3, N. J. 











NEW YORK 





RENICK & MAHONEY, INC. 


380 Second Avenue 
NEW YORK 10, N. Y. 


Bulk Plant—Truck Tank and 
Service Station Equipment 


Member of National Association 
Of Oil Equipment Jobbers 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 


STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe G Fittings, Brunner Air Com- 
pressor, Granberg Meters G Pumps, Phil- 
lips “Lights, Adamson Oi! Storage Tanks, 
ECO‘ Tireflators, Ever-Tite Couplers, 
Rectorseal Pipe Dope, Tokheim G Bennett 
Farm Pumps 


VERN CLAPP 
(big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 














| ——} equipment 






On-the-Spot Starter 


A special battery-charging device, 
intended for use by truck fleet opera- 
tors, is installed in a service truck in 
lieu of the generator. Through two 
cables attached to the discharged bat- 
tery of a stalled vehicle, the manufac- 
turer says, with the service truck en- 
gine running at a fast idle, the battery 
is charged sufficiently in five or ten 
minutes to start the disabled vehicle. 
Leece-Neville Co., 5109 Hamilton 
Ave., Cleveland 14, Ohio. 


Circle No. 13 on Reply Coupon 


Oil Line Insulation 


Some oil men are exploring the pos- 
sibilities of a new cellular glass insula- 
tion for underground oil lines. The in- 
sulation, which has been installed 
around a line connecting an electric 
power plant in New York with its fuel 
oil storage tanks, comes in semi-cir- 
cular sections that fit together to en- 
circle the pipe. Pittsburgh Corning 
Corp., Pittsburgh, Pa. 

Circle No. 14 on Reply Coupon 
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OHIO 








TULLER CORPORATION 
947 W. Goodale Bivd. Columbus 8, Oh 
SALES — SERVICE — ENGINEERING 
Tokheim, Marlow, Blackmer Pumps: 

Ever-tite G OPW Fittings: Neptune 
Meters: Heil Transports: Service 
Truck Tanks: Goodrich Hose: Reels: 
Air Comp. Farm G Bulk Storage Tanks 
Designers G Builders 
Bulk Plants and Service Stations 


to 








PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Po 
Rutledge Service Station Flood Lights 
GGB Equipment—Buckeye Valves G 
Fittings 
Granco Pumps G Meters—Air 
Compressors 











E. O. HABHEGGER CO. 


Fairmount Ave. at 24th St. 
PHILADELPHIA, 30 


HABHEGGER 


For The Petroleum Industry 
NTS 


A 
TRUCKS—SERVICE STATIONS 








TEXAS 











UNITED PUMP SUPPLY, INC. 
1701 S. LAMAR, DALLAS, TEXAS 
AIRPORT, BULK PLANT, TERMINAL 
AND SERVICE STATION EQUIPMENT 
NAOEJ MEMBER 








WEST VIRGINIA 





SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1, W. Vo. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates. 


NATIONAL PETROLEUM NEWS 


330 West 42nd Street 
New York 36, N. Y. 
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Warm Autumn Piles Up Heating Oils 


Unpredictable October ran 
true to form, weatherwise, this 
year. And to the detriment of 
the industry’s expanding heat- 
ing oil market. 


The industry expects record con- 
sumption of heating oils in the 1954- 
55 season, and by late October had 
boosted primary inventories of distil- 
late fuels to the point where they were 
more than double the end-of-last- 
season low reached in April. Mid- 
summer soft spots in the price struc- 
ture were eliminated, summer-fill dis- 
counts and voluntary allowances with- 
drawn, and the industry was primed 
for its biggest heating oil year. 

Then October failed to come 
through with the hoped-for cold 
weather. 

As of Oct. 16, degree days for the 
season to date in 18 cities in the 
principal consuming areas over the 
country totaled 2,400. Normal for 
these 18 cities is 3,037. Consider that 
each degree day nationwide means 
approximately 80,000 bbl. in consump- 
tion of distillate fuels, and it isn’t 
difficult to understand the trade’s 
anxiety over the weather. 


PRODUCTS 


But, all in all, the industry’s statis- 
tical position for all products on enter- 
ing the heating season was much 
improved as compared with its top- 
heavy state in mid-summer. Here’s the 
way it sized up: 

Gasoline 

Late last spring and early this sum- 
mer, inventories for the country as a 
whole had been running 20 to 22 
million bbl. above the comparable 
1953 level. By mid-October, the dis- 
parity had been whittled down to 10.3 
million bbl. with inventories on Oct. 
15 totaling 150.9 million bbl. as com- 
pared with 140.6 million on the same 
date last year. 


Distillate Fuels 


Despite the warmer-than-normal 
season to date, stocks on Oct. 15 were 
only 2.5 million bbl. higher than at the 
same time last year—133.1 against 
130.6 million bbl. Inventories could 
rise another 2.7 million bbl. before 
matching the 1953 peak of 135.8 
million bbl. reached last November. 


Residual Fuels 


Nationwide inventories totaling 56.1 
million bbl. were 3 million higher 
than the mid-October 1953 level. But 
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the surplus was concentrated in Cali- 
fornia. East-of-California stocks were 
28.6 million bbl., down 4.7 million as 
compared with last year, while in- 
ventories in California were 29.3 
million bbl., up 7.7 million. 


Crude Runs 


In the four months, June through 
September, refinery crude runs had 
averaged 6,930,000 b/d; runs in the 
first two weeks of October averaged 
only 6,738,000 b/d. And here, with- 
out doubt, is the key to continuation 
of manageable inventories. 


REGIONS 


Refined product prices, generally 
speaking, reflected the inventory trend, 
with gasoline and distillate fuels 
steady, and residual fuels firm to 
strong, Outside of California. The 
situation lined up this way in the 
various primary supply districts: 


Gulf Coast 


Offerings of gasoline in the open 
market were on the increase. But the 
volume was negligible compared to 
the surplus which flooded the market 
last July when refiners became wary 
over the high level of crude runs and 
inventories and the failure of demand 
to come up to earlier estimates. And 
while there were reports that quoted 
prices for some grades could be shaded 
on firm offer, there were no trans- 
actions reported in confirmation of 
lower prices. 

Some easiness developed in heating 
oils. At the same time there was no 
signs of “distress” and a maximum of 
four cargoes of No. 2 fuel were said to 
be available at 8.5¢, the low quoted 
price. 


Atlantic Coast 


The seaboard area was particularly 
hard hit by the mild October. Prices 
quoted for the distillate fuels held at 
the levels reached early in the month 
—gains of about 0.4¢ gal. generally 
for kerosine and No. 2 fuel, tank cars. 
But talk of “discounts” from quoted 
prices on No. 2 fuel was increasing at 
month’s end. 


Chicago District 
Gasoline prices lost ground, light 


fuels generally were steady, while 
residual fuels gained 0.2¢ gal. 

At 12.5¢ gal. for premium and 
11.5¢ for regular, terminal prices for 
gasoline were off 0.125¢ gal. on the 


lows of price ranges. Terminal 


operators who said they were meeting 
competition at these prices also de- 
clared that, on regular-grade gasoline, 
some material was available 0.25¢ to 
0.5¢ gal. lower. Sales under 11.5¢ 
lacked confirmation, however. 

Residual fuels were closely held. 
And most traders saw the local supply 
situation becoming increasingly tight 
unless prices move up enough more 
to permit Gulf Coast material, at 
$1.85 bbl., to supplement Chicago 
District production. 


Mid-Continent 


Residual fuel stood out as the 
strongest item in all Mid-Continent re- 
fining districts. Increased coking 
operations, curtailed crude runs, and 
improved industrial demand combined 
to give prices another shove upward— 
10¢ per bbl. for the month of October. 
At $1.30 bbl., the Group 3 price for 
No. 6 fuel had rallied 35¢ from the 
low of $0.95 bbl. reached when re- 
finers were troubled with surplus stocks 
last July. 


Midwestern 


Distillate fuel prices firmed up 
noticeably at Great Lakes Pipe Line 
terminal points toward the end of the 
month. “Discounts” from quoted 
prices which had been available 
throughout the summer months were 
no longer the rule. Instead of “0.25¢ 
off” delivered terminal costs, sellers in 
many instances were asking “0.125¢ 
to 0.25¢ over.” 

There was little change in the easy 
position of gasoline in the Midwest. 


Central Michigan 


Refiners in the Wolverine state were 
faced with unbalanced inventory posi- 
tions resulting from curtailment of 
crude runs in the summer months. 
Reductions in runs, which were forced 
by the generally poor gasoline season, 
cut back on distillate fuels. 


Western Penna. 


There were no developments in 
October to pull lubricating oils, main- 
stay of the Pennsylvania refiner, out 
of the doldrums. With possible ex- 
ception of 200 vis. neutral oil, prices 
for the base lubricating oil stocks 
generally were weak. Jobber and 
compounder takings of bright stock 
and neutrals continued on a hand-to- 
mouth basis, and refiners said they did 
not anticipate any revival of large 
scale buying until prices showed some 
signs of firming. 
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Average prices for crude oil, and four principel refined prod 
ucts (gasoline, kerosine, light fuel, heavy fuel) — 8 refinery 
markets ond 7 crude producing oreas, east of Colifornio 


Average prices for crude oil, and four principal refined prod 
ucts (gasoline, kerosine, light fuel, heavy fuel) — 9 refinery 
morkets ond 8 crude producing oreas, including California 
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Gulf Coast, 
Cargoes 

95 oct prem. . 

93 oct prem 

99 oct prem 


10- 10 25(2) 
9. 875-10. 25 


9.5-9.75(2) 


Albany, WN. Y. 
92 oct prem 
86 oct reg 1 


Baltimore, Md. 
92 oct prem 
86 oct reg 


Boston, Mass. 
92 oct prem 
86 oct reg 


Buffalo, N. Y. 
92 oct prem 
86 oct reg 


Charleston, S. C. 
92 oct prem 
86 oct reg 


Chicago, Ill. 
92 oct prem 
84 oct reg... 


Corpus Christi, Tex. 
92 oct prem 
86 oct reg. . 


Houston, Tex. 
92 oct prem 
86 oct reg. 


Jacksonville, Fla. 
92 oct prem 
86 oct reg..... 


Miami, Fla. 

92 oct prem 

86 oct reg 

Mobile, Ala. 

92 oct prem 

86 oct reg. . 

New Haven, Conn. 
92 oct prem 

86 oct reg... 


New Orleans, La. 


17 .3(3) 
4.8(4) 14.8(4) 


16.2 i 
12.8-13.5 1 


(2)14.8-16 9(2) 
13 .3-14.4(8) 


18(2) 
15. 5(2) 


14.4(3 
13. 1(3) 


16. 8(3) 
14.3(3) 


REFINERY AND TERMINAL 


MOTOR GASOLINE 


Oct. 15 
(3)12-13.75 
(2)11.5-13 
(2)11-11.25 
(2)10. 5-12 

10-10. 25(2) 
9 875-10.25 
(2)9. 75-10 


9 5-9.75(2) 
17.3(3) 
6.2 
2.8-13.5 


(2)14.8-16.9/2) 
13.3-14.4(8) 


18(2) 
15. 5(2) 


~15.45(2) 
12.95(2) 


14.3-15.45(2) 
12.8-12.95(2) 


(2)12.5-14.5 
(2)11.5-13 


13.5(2) 
11.5-12.5 


13 25-14. 25 
12. 25(3) 


14. 6-14.9(5) 
18. 1-13.4(7) 


14.9 
13.4 


14. 6(3) 
13.1(3) 


16. 8(3) 
14.3(3) 


92 oct prem 15.7 


86 oct reg. . 
New York Harbor 


Norfolk, Va. 

92 oct prem 

86 oct reg. 
Pensacola, Fla. 
92 oct prem 

86 oct reg 
Philadelphia, Pa. 
92 oct prem 

86 oot reg 

Pt. Everglades, Fla. 
92 oct prem 

86 oct reg 
Portiand, Me. 


92 oct prem 17( 
14. 5(3) 


86 oct reg 
Providence, R. |. 
92 oct prem.... 
86 oct reg..... 
Savannah, Ga. 
92 oct prem 

86 oct reg 
Tampa, Fila. 

92 oct prem 1 
86 oct reg 1 
Wilmington, N. C. 
92 oct prem 

86 oct reg 


Retinery 
gram Price 
Leum News. 


Prices shown in refinery 


16.913) 
14.4(4) 


(2)14.6-14.9(3) 
(2913. 1-13. 4(5) %(2)13. 1-13. 4(5) 


13.9-18 35(2) 13.9 
12.35-12.85(2) 


and terminal prices herewith 


14.9(3) 
12. 4(5) 


3 


14.5(3) 


16.9(3) 
14.4(4) 


(2)14.6-14.9(3) 


3-14.8(4) 14.3-14.8(4) 
8-13.3(5) 12.8-13.3(5) 
-15.35(2) 
12.35-12.85(2 


Oct. 8 
(3)12-13.75 
(2)11.5-13 
(2)11-11 25x 
(2)10.5-12 

10-10. 25(2) 
9.875-10.25 
(2)9.75-10 


9.5-9.75(2) 


17.3(3) 
14.8(4) 
16.2 
12.8-13.5 


(2)14.8-16.9(2) 
133-14. 4(8) 


18(2) 
15. 5(2) 


14.3-15.45(2) 
12.8-12.95(2) 


x(2)12.5-14.5 
«(2)11.5-13 


13.5(2) 
11.5-12.5 


13 25-14.25 
12. 25(3) 


14.6-14.9(5) 
13. 1-13. 4(7) 


14.9 
13.4 


14.6(3) 
12 1(3) 


16 .8(3) 
14.3(3) 


13.4(5) 


17(3) 
14.5(3) 


16.9(3) 
14.4(4) 


(2)14.6-14.9(3) 
13-13. 4(5) 


14.3 
12.8 


13. 9-15. 35(2) 
12.35-12.85(2) 


Oct. 1 
(3)12-13.75 
(2)11.5-13 
11(3) 
(2)10.5-12 

10-10, 25(2) 
(2)9.875-10.25 
(2)9.75-10 


9.5-9.75(2) 


17.3(3) 
14.8(4) 


16.2 
12.8-13.5 


(2)14.8-16.9(2) 
13.3-14.4(8) 


18(2) 
15.5(2) 


14.3-15.45(2) 
12.8-12.95(2) 


12.625-14.5 
11.625-13 


13.5(2) 
11.5-12.5 


13. 25-14.25 
12.25(3) 


14.6-14.9(5) 
13.1-13.4(7) 


14.9 
13.4 


14.6(3) 
13. 1(3) 


16.8(3) 
14,3(3) 


15.7 
13.2 


13.95 
13.85 
12.45 
11.75 


14.5-16.3 
13-13.7 


14.7(2) 
13.2(2) 


16.2-16.8 
13.7-14.3 


14.9(3) 
13.4(5) 


17(3) 
14. 5(3) 


16.9(3) 
14.4(4) 


(2)14. 6-14. 9(3) 
13-13. 4(5) 


14.3-14.8(4) 
12. 8-13 .3(5) 


13. 9-15. 35(2) 
12.35-12.85(2) 


MOTOR GASOLINE 


Oct. 22 Oct. 15 Oct. 8 Oct. 1 
Okla. (Okla. shpt.) 
oo 12.5(2) or. 12.5(2) (3)12- - 5(2) he 12.5(2 
11.25 (6)11-11 25 (6)11-11 25 11-11.25 
60 me M «& Siow dO. 25. 10.375(2)(4) 10.25-10.375(2) (4) 10.25-10. 378(2)(4)10. 25-10.375(2) 
Pope — 3 eames shot.) 
TOY 75 11.5-12.75 
ont rm 5-11.125(2) 10.5-11.125(2) 
0 oct M & below (210-10 25 (2)10-10.25 
3 basis) 
> ca 75 


11.5-12.75 
10.5-11,125(2) 
10-10. 25 


11.5-12.75 
10.5-11.125(2) 
10-10. 25 


11.5-12.75 11.5-12.75 
10.5-11 10.5-11 
(2)10-10. 25 (2)10-10. 25 


11.5-12.75 
- 10.5-11 
10-10.25 
N. Tex. (Tex. & New Mex. shot.) 
95 oct 12 625-1 1.55 
. ee 2 


5-12.7 
80 oct & below ano. 7511.8 
W. Tex. conai & New a mr 


95 oct prem. . 3.25-13.8 
S oct prem 


12.625-14.55 12.625-14.55 
12.625-14.2 12.625-14.2 
11.5-12.7 11.5-12.7 
10.75-11.8  (2)10.75-11.8 


12.625-14.55 
12.625-14.2 


11.5-12.7 
(2)10.75-11.8 


13. 25-13.8 

2.5-13 x12.5-13 
Aoctreg ...... @yii 5-12.25 (2)11.5-12.25 

80 oct ME & below 10.75-11.5 x10.75-11.5 


E. Tex. (Truck poe lots) 
Lane = 3.5-13.75 


25-13.8 13. 25-13.8 
75-13 12. 75-13 
11.5-12.25 11.5-12.25 

25-11.5 (2)11.25-11.5 


in 75 13.5-13.75 


3.5-13.75 
3 
1.5-12.25 


84 oct reg....... 11.5-12.25 11.5-12.2 11.5-12.25 1 

60 oct M & below (2)11-11.125 (2)11-11.125 (2)11-11. 125 (2)11-11.125 
Cent. W. Tex. (Truck coment lots) 

13.5 13.5 13.5 
13 13 13 
12 12 12 


12.25 
i 11 
Kansas ow Kans. —- only) 
- oe (3)12-12 5 
15-1 11.25 10.75-11.25 
(2)10. 25-10.5 


12.25 12.25 
11 il 


(3)12-12.5 (3)12-12 5 
10.75-11.25 10.75-11.25 
(2)10.25-10.5 (2)10.25-10.5 


14.75 14.75 14.75 

13.5-13.9 13.5-13.9 13.5-13.9 
13.75-15 
12.5-13.5 


13.75-15 


13 .75-15 
12.5-13.5 


12.5-13.5 


15.2 15.2 2 
13.45 13.45 3.45 


Ohio Quotation of 8. 2 for delivery z% Ohio points: 
1 


15.2 
13.45 


3.5 13.5 


- (One 5-14.75(2) 


(4)14.5-14.75(2) ad 5-14 "@ 
25-13.75 13. 


(4)14.5-14.75(2) 
25-13.75 3.25-13 13 


25-13.75 


ict: 
(2)13.85-18.1 
11-15. 6(2) 


(2)13.85-18.1 
11-15. 6(2) 


(2)13.85-18.1 
x11-15.6(2) 


(2)13.85-18.1 
12. 1-15. 6(2) 


ict: 
17.85-18.6 
15.85-16.1 


17.85-18.6 
15.85-16.1 


17.85-18 6 
15.85-16.1 


DISTILLATES & FUELS 


Oct. 22 
41-43 w.w. kero.. (2)9-9.75(2) 
No, 2 fuel....... (4)8.5-8.75(4) (4)8.5-8.75(4) 
43-47 d.i. gas oil. 8.5(3) 8.5(3) 
48-62 d.i. gas oil. (3)8.625-8.875 (3)8.625-8.875 (3)8 28 s 875x 
53-57 di. oil. 8.75(3) 8.75(3) 8.75(3) 
No. 5fuel,0-10p.t. $2.60(2) $2. 60(2) 
Bunker C fuel.... (7)$1.85-2.00 (7)$1.85-2.00 


Oct. 15 
(2)9-9 .75(2) 


Oct. 8 Oct. 1 
(2)9-9 .75(2) (2)9- 9. 75(2) 
(08 5-8 .75(4) 75(3 

5(3) 


2. 60(2) ( 
(7)$1.85-2.00 si. 85-200 


10.65(9) 
9.9(10) 
10.3 


10. 65(9) 
9.9(10) 
10.3 


10. 65(9) 


y 65(9) 
9.9( 9.9(10) 
10.3 


10.3(5) 10.3(5) 
$3.78 $: 


10. 3(5) 
3.78 $3.78 


No. $ feck no sulf 


guar. $2.40 $2.40 $2.40 





7 ‘ are reproduced from Platt’s Oil- 
Service, a daily publication associated with NationaL Petro- 


and terminal tables are sales prices, or quota- 


tions, or general offers, or posted prices, reported by refiners, by product 


pipe 
terminal operators, 
specified. 


line terminal operators, by 


! 


Following types of 
therefore are not included in price tables: 
off a specified price; 


river terminal operators, and by tanker 


or current sales and shipments, except as otherwise 


prices are not for 


“market-date-of-shipment” 


“open spot” 


transactions and 
Prices arrived at by discounts 
prices; prices named in 


contracts; prices arrived at in accordance with arrangements made prior 

to date of sale. Prices made to brokers, and prices in inter-refinery trans- 

wctions, also are not considered in the tables except as noted below. 
Prices shown are for quantities in bulk such as tank car lots, or truck 


transport lots or barge lots. 
or truck transport lots, 
gallon, except wax and petrolatums in cents per pound, 


lots, 


are so 


Prices applying only to barge lots, or cargo 
esignated. Prices are in cents r 
and, where dollar 


sign ($) is shown, in dollars per barrel of 42 U. 
not include taxes or inspection fees. 

Prices are for crude oil and products lawfully produced and 
ported; reported as received by Oilgram and NationaL PeTroLeum 
ut not guaranteed; for subscribers’ private use only and not for 
or distribution or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to 
refiners, export agents or to large tanker terminal operators. 

Gasoline octane ratings are by ASTM Research Method and are mini 
mum ratings, except where letter ““M” is used to indicate that octane 
rating is by ASTM Motor Method. 

Parenthetical figures indicate number of companies quoting when two 
or more companies quoted the price shown. Letter ““X’’ indicates price 
change. 

For complete price service delivered daily from nearest Oilgram pub 
lishing office—New York, Chicago, and Houston—address Platt’s Oilgram 
Price Service 330 W. 42nd St., New York 36, N. Y. Annual subscrip 
tion rate in U. S.: $150 per year, payable in advance. 


Ss. pam Prices do 


trans- 
News 
resale 


other 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS 


Baltimore, Md 
——— is 


Gas’ house gas oil. 
Diesel oil, shore 


plants 
No. 4 fuel 


do es 
No. 5 fuel 
do barges 
No. 6 fuel, no sulf. 
guar. 
do barges 
No. 6 fuel, 
1% sulf 
do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C, bunkers 


Baton » La. 
Kerosine/No. | 
No. 2 fuel 
Diesel oil, 
plants 
No. 5 fuel 
No. 6 fuel no sulf 
guar 
do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C, bunkers 


Boston, Mass. 

Kerosine/No. 1. 

No. 2 fuel. .. 

Diesel oil, shore 
plants 

No. 5 fue 

No. Sil, no sulf. 
quar. 
do barges 

Light Diesel, 
unkers 

Bunker C, bunkers 


max 


shore 


No. 6 fuel 


Charleston, S. C. 
Kerosine/No. | 
No. 2 fuel. .. 
Diesel — 


plan 
No 6 fuel, no sulf, 
guar. 
do barges... 
Light Diesel, 
bunkers 
Bunker C, bunkers 


Chicago, lil. 
Range oil 


No. 5 fuel, 
sulfur 


sulfur. ... 
No. 6 fuel, 
sulfur 
Cleveland, Ohio 
No. 5 fue 
No. 6 fuel 


high 


x(4)6.1-6 


Oct. 22 


10.35(9 
10. 1(6) 
9.6(11) 
9.35(4) 
9.7 


101 5 


97 
$2.42 
$1.98 
$1.95 
$3 .86(2 


$3.61 
$1.95/2 


10. 45(15 
9.7(16) 
10. 1(7) 
$3.09(5) 
$2.32(6) 
$2.29(5) 


$4.09(3) 
$2. 29(5) 


11.65(5) 
11.3(3) 
10.9(5) 
8.85(2) 


10. 45(6) 
9.8(6 


9.9(2 
$2.23(2) 
$2. 20(3) 


$4.01(2 
$2.20(3 


(3)10.75-11.3 


(4)9.75-10.25(2) 


x7. 15-7 .35(2)x 
x(3)7 . 1-7 .25(3) 


x6.3-6. 45x 


25(4) 


8 5a 
7. 85a 


a—delivered Cleveland. 
Corpus Christi, Tex. 


No. 6 fuel, no sulf, 
guar 
do ba 

Bunker C 


Detroit, Mich. 
Kerosine 
Diesel oi! 
No. | fuel 
No. 2 fuel 
No. 5 fuel 
No. 6 fuel 


Houstun, Tex. 

Kerosine/No. | 
do barges 

No. 2 fuel 
do barges 

Diesel oil, 
plants 

No. 6 fuel, no sulf. 
guar 
do barges 

Light Diesel, 
bunkers 

Heavy Diesel, 
bunkers 

Bunker C, bunkers 


shore 


November, 


$1.98 
1.95 


Seeker (4)$1.95-2.10 


11.85 
11.75-12.05 


> (2)11.75-11.9(2 


(2)10.75-10.9(2 
7.6(3 


6.8513 


10. 25(2 

9.25(2 

9. 125-9. 25 
2)8.5-8 75 


(2) 


(4)$1 .98-2.00 
$1.95(6 


$3. 86/6 
$3.61(4 
$1.95(12) 


1954 + 


NATIONAL 


Oct. 15 


10.35(9) 
10. 1(6) 
@ #(11) 
9 35/4) 


a7 


10(5) 
$3. 34/2 
$3.28 
$2.91 
$2.85 


2. 25(6) 
$2.25(5 
$2.43 
2.40 
$4.05(4 


$3.5 
$2.2 


10.2 
9.3 
9.7 
$2.42 
$1.98 
$1.95 
$3. 86(2 


$3.61 
$1.95(2 


10. 45(15) 
9.7(16) 

10. 1(7) 
$3 .09(5) 


$2.32(6) 
2. 29(5) 


$4.09(3) 
$2.29(5) 


11.65(5) 
11.3(3) 
10.9(5) 
8.85(2) 
10. 45(6) 
9.8(6) 
9(2) 
2. 23(2) 
2.20(3 
01(2) 
2.20(3) 
(3)10.75-11.3 
(3)9.75-10.25(2) 
7 .05-7 .25(2) 
2)7-7 .25(3)x 
6.2-6.35 
4)6-6.25(3)x 


8.5a 
7. 85a 


$1.98 
$1.95 
(4)$1.95-2.10 


11.85 
11.75-12.05 
(2)11.75-11.9(2) 
2)10.75-10.9(2 
7 .6(3) 
6.8513 


x10. 25(2 

9. 25(2) 

9. 125-9. 25 
2)8.5-8.75 
9(2 
4)$1.98-2.00 
$1. 95/6) 


x$3.86(6 


x$3_61/4) 
$1. 95(12) 


PETROLEUM 


$3 
$2. 


x10.3 
x93 


«9.7 


$2.42 


$1.98 
$1.95 


x$3. 86(2) 
x$3.61 
$1.95(2) 
10. 45(15) 
x9.7(16) 


10. 1(7) 
$3 .09(5) 


$2.32(6) 
$2.29(5) 


$4.09(3) 
$2.29(5) 


11.65(5) 
11.3(3) 
10.9(5) 
8.85(2) 


10. 45(6) 
x9. 8(6) 


9.9(2) 


$2. 23(2) 
$2.20(3) 


$4.01(2) 
$2. 20(3) 


(3)10.75-11.3 
(3)9.75-10.25(2) 


x7 .05-7 .25(2) 
«(2)7-7. 15(3) 
x6 .2-6.35 
«(4)6-6. 15/3) 


85a 
7. 85a 


$1.98 
$1.95 
(4)$1.95-2.10 


11.85 

11.75-12.05 
(2)11.75-11.9(2) 
(2)10.75-10.9(2) 

7. 6(3) 

6. 85(3) 


10. 125-10. 25 
x9. 25(2) 
9.125-9 25 
(2)8.5-8.75 
9(2) 
(4)$1.98-2.00 
$i. 95(6) 
(2$3.74-3.86(4)x 


$3. 49-3 61(4)x 
$1.95(12) 


10. 35(9) 
10. (6) 
9.6(11) 
9 .35(4) 
9.7 


10(5) 
S. ges.6 


2 Hy 
$2.85 


$2. 25(6) 
$2. 25(5) 


$2.43 
$2.40 
$4.05(4) 
$3. 80(2) 
$2 


10 
9 


9 
$2 


$i.¢ 
$i 


$3.7 
$3.49 
$1.95(2) 

10. 45(15) 

9. 25-9 .7(14) 


10. 1(7) 
$3 .00(5) 


$2. 32(6) 
$2.29(5) 


$4.09(3) 
$2.29(5) 


11.65(5) 
11.3(3) 
10.9(5) 
§.85(2) 


10. 45(6) 
9.5-9.8 


9.9(2) 


$2 .23(2) 
2. 20(3) 


$4.01(2) 
$2. 20(3) 


(3)10.75-11.3 
)9.75-10.25(2) 


6.95-7.25 
(2)6. 9-7. 15(2) 

6. 1-6. 25(2) 
(3)5. 9-6. 15(2) 


85a 
7. 85a 


$1.98 

$1.95 
(4)$1.95-2.10 

11.85 

11.75-12 05 
(2)11.75-11.9(2 
(2)10.75-10.9(2 

7.43 

6 85(3) 

°. 125-10 25 


9.25 
9. 195-9 25 
(2)8.5-8.75 


9(2) 


4)$1.98-2 00 
$1. 95(6 


$3.74(6 


$3 4915 
$1 95(12) 


NEWS 


DISTILLATES & FUELS 


Oct. 22 


11.8(11) 
10. 3(8) 


10. 3(5) 


$2.21(6) 
$2. 18(6) 


Jacksonville, Fla. 
Kerosine/No. 1. 
No. 2 fuel. . 
Diesel oil, shore 


plants 

No. 6 fuel, no suif, 

guar * 
do barges 

Light Diesel, 
bunkers 

Bunker C, 


$4.326(5) 
bunkers 2. 18(6) 


Miami, Fila. 

Kerosine/No. | 11.8 

Diesel oil, shore 
plants 

No. 6 fuel, no sulf. 
quar... $2.18 

$2. 15/3) 


$4.326(3) 
$2. 15(3) 


10.5(2 


do barges 

Light Diesel, 
bunkers 

Bunker C, bunkers 


Mobile, Ala. 
Kerosine/No. 1. 
No, 2 fuel 
No. 6 fuel, no sulf. 
guar. 
do barges 
Light Diesel, 
bunkers x$4.16-4.12 
BunkerC, bunkers $2.00 


New Haven, Conn. 
Kerosine/No. 1. 
No. 2 fuel 
Diesel oil, 

plants 
No. 4 fuel 
No. 6 fuel, no sulf. 

quar $2. 30(3) 

do barges $2.27 
BunkerC, bunkers $2.27 


New Orleans, La. 
Kerosine/No. 1. 


11. 1(4) 
10. 2(2) 


$2.03 
$2.00 


10. 35(9) 
9.6(11) 
shore 

10(4) 
$3.30 


10. 2(4) 


~ do 
a = shore 


No. g fuel : 

No. 6 fuel, no sulf. 
quar $1.98(2) 

$1.95(2) 


$3 .86(3) 


$3.61(2) 
$1.95(4) 


do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 


bunkers. . 
Bunker C, bunkers 


New York Harbor 


Kerosine/No. |. 10. 35(20) 
10. 1(19) 
9.6(18) 
9. 35(19) 
Gas house gas oil 9.7 
Diesel oil, shore 
plants 

No. 4 fuel 

do barges 
No. 5 fuel 

do barges 
No. 6 fuel, no sulf. 


10(7) 
(11)$3. 16-3. 72 
(11)$3. 13-3 .62 

2.73 


$2.70 


dol barges 
No. 6 fuel, 
1% sulf. (2)$2.35-2.43 
do barges (2)$2.35-2.40 
Light Diesel, 
bunkers $4 .05(4) 
Heavy Diesel, 


guar. - GASES eee eat) 
$2.25(15) 


mat. 


bunkers $3. 80(4) 
Bunker C, bunkers $2.25(11) 


Norfolk, Va. 

Kerosine/No. 1 10.35(7) 

No. 2 fuel ‘ 9.6(6) 

Gas house gas oil 9.7 

Diesel oil, shore 
plants 

No. 4 fuel 

No. 5 fuel 

No. 6 fuel, no sulf. 


10(4 
$3.20 
$2.75 


$2. 26(3) 
$2. 23(4) 
Light Diesel, 
bunkers... .. 
Heavy Diesel, 
nkers 


$4.05(3) 


-. $3.80(3) 
BunkerC,bunkers $2.23(5) 


Pensacola, Fla. 
Kerosine/No. 1. 
No. 2 fuel. . 
Diesel oil, shore 
ay aan 10.2(2) 
No. a wr 
$2.38-2.41 
Bunker C, Seabees $2.30-2.35 


11. 1(2) 
10. 2(5) 


Oct. 15 


11. 8(11) 
x10.3(8) 


Oct. 8 


11. 8(11) 
(5) 10-10. 3(4)x 


Oct. 1 


11. 8(11) 
10(8) 


10.3(5) 


$2.21(6) 
$2. 18(6) 


x$4.326(5) 
2. 18(6) 


x10.3(5) 10(6 


$2.21(6) 
$2. 18(6) 


$2.21(6 
$2. 18(6 


2)$4.20-4.326(3)x 
$2. 18/6) 


$4. WE 


$2. 18(6 


11.8 11.8 
10.5(2 x10. 5(2 


2.18 
$2. 15(3) 


2.18 

2.15(3 
x$4.326(3 
$2. 15(3) 


(2)$4. 20-4. 326x 
$2. 15(3) 


11. 1(4) 11.14 
10. 2(2) x10. 2(2) 
$2.03 
$2.00 


$3.90-4. 12x 
$2.00 


$2.03 
$2.00 


$3.99 
$2.00 


10. 35(9) 
9.6(11) 


10 3519 
9.601) 


10(4) 
$3.30 


104 
$3.30 
2. 30(3) 
2.27 


$2.27 


2.3013 
2.27 


$2.27 


x10. 2(4) 10. 1-10.2(3)x 
9.12 
9.1-9.3(2)x 
8.85 


9.4-9.7(2)x 
$2.42 42 


$1.98(2) 
$1.95(2) 


$3 86(3 


$3.61(2) 
$1.95(4) 


$1.98(2) 
$1.95(2) 


x$3_86(3) 


x$3.61(2) 
$1.95(4 


10. 35(20 
10. 1(19) 
9.6(18) 9 6018 
9. 35(19) 9 35119 
9.7 9.7 


10. 35(20) 
10.1019 


10(7) 
(11)$3.16-3.72 11)$3.16-3.7 
(11)$3. 13-3. 62 11)$3. 13-3. 62 

$2.73 $2.73 
$2.70 $2.70 


(3)$2.25-2.28(11) 
$2.25(15) $2. 25(15) 


(2)$2.35-2.43 
(2)$2.35-2. 40 


$4.05(4) 


$3. 80(4) 
$2. 25(11) 


(2)$2.35-2.43 
2)$2.35-2. 40 
$4.05(4) $4.05(4) 


$3. 80(4) 
$2. 25(11) 


$3. 8014 
$2.25(11 


10.35(7 10.35(7 
9. 6(6) 9. 6(6) 
9.7 9.7 
1044 10(4) 
$3.20 $3.20 
$2.75 $2.75 


$2. 26(3) $2 
$2.2314 $2 


26(3) 
23(4) 


$4.05(3) $4_05(3) 


$3. 80(3) 
$2. 23(5) 


$3. 80(3) 
$2.23(5) 


11. 1(2) 
x10. 2(5) 


11. 1(2 
(2)9.9-10,2(3)x 


10. 2(2) 


$2.38-2.41 
$2. 30-2 35 


x10. 2(2) 


$2.38-2.41 
$2 30-2 35 





prices 


Philadeiphia, Pa. 
Kerosine/No. 1 
do barges 
No. 2 fuel 
do harges 
Gas house gas oil 
Diesel oil, shore 


Oct. 22 


10.35(10) 
10. 1(7) 
9.6(10) 

9. 35(6) 
9.7 


REFINERY AND TERMINAL 


DISTILLATES & FUELS 


Oct. 15 


10.35(10) 
10.1(7) 
9.6(10) 
9.35(6) 
9.7 


Oct. 8 


10.35(10) 
10.1(7) 
9.6(10) 
9.35(6) 
9.7 


Oct. 1 
» 1 


d. cio 
9.35(6) 
9.7 


Toledo, Ohio 
Kerogine . . 
Diesel oil. . 
No. 1 fuel 
No. 2 fuel 
No. 5 fuel. . 
No. 6 fuel. .. 


DISTILLATES & FUELS 


Oct. 22 Oct. 15 
11.7 

10.85 

11,45(2) 


6.75-7(2) 6.75-7(2) 


Oct. 8 
11.7 


10.85 
11 .45(2) 


6.75-7(2) 


Oct. | 


11.7 
10.85 
11. 45(2) 


6.75-7(2) 


plants 10(7) 10(7) 10(7) 
No. 4 fuel -» $3.23(3) $3. 23(3) $3. 23(3) 
No. 5 fuel $2.99(6) $2.99(6) $2.99(6) 
No. 6 fuel, no sulf. 
$2. 25(7 


guar. 
do barges $2.22(6 
No, 6 fuel, max 
1% sulf $2: 
do barges $2.: 
Light Diesel, 
bunkers $4.05(4) 


Wilmington, N. C. 
Kerosine/No. 1. 
Ne. 2 fuel 

Gas house gas oil 
Diesel oil, shore 


10. 45(7) 
9.8(7) 
9.8 


10. 45(7) 
9.8(7) 
9.8 


10. 45(7) 


10. 45(7) ; 
9.8(7) : an) 


9.8 
9.9(2) 


$2.25(7) $2.25(7) 
$2. 22(6) $2. 22(6) 


2.3014 $2.30(4) 


$2. 30(4) 
$2. 27(3) $2.27(3) 


$2.27(3) 
$4.05(4) 


9.9(2) 
$4.01(3) 


plants 9 .9(2) 9.9(2) 
Light Diesel, 
bunkers. $4.01(3) $4.01(3) $4 .01(3) 


es $4.05(4) $4.05(4) 
eavy Di , Okh shpt.) 
bunkers $3. 80(4) $3.80(4) $3..80(4) $3.80(4) - eo 
BunkerC, bunkers $2. 22/8) $2. 22(8) $2.22(8) $2.22(8) é vs aro... 
Pt. Everglades, Fla. 58 & abv. di. 
Kerosine/No. 1. 11.8(5) 11.8(6) 11.818) 11.8(5) _ Diesel... 
No. 2 fuel 10.3(4) 10.3(4) x10.3(4 10(3) ; — 
NO. uel. . 


Diesel oil, shore ; 
10.3(4) x10.3(4) 10(3) No. 6 fuel 


plants 
No. 6 fuel, no sulf. 
$2. 18(2) $2. 18(2) $2. 18(2) Okla. Group 3 (Northern shpt.) 
$2. 15(2) $2. 15(2) $2. 15(2) 42-44 w.w. kero. . (5)9.125-9.5(2) 


guar $2. 18(2) 
do barges $2.15(2 
x$4.326(5) (2)$4.20-4.326(2)x_ $4. 20(4) ee... Saeee 
$2. 15(3) $2. 15(3) $2. 15(3) .o 


Light Diesel, 

Diesel 
No. 1 fuel 
No. 2 fuel 
No. 6 fuel. . 


9. 125-9.75 
9. 125-9 .375 


(4)8.875-9.75 
(2)8. 875-9. 375 
(2)8. 25-9. 125 
(2)$1.30-1.35 


9.125-9.75 
9. 125-9 .375 


(4)8.875-9.75 


9.125-9.75 
9.125-9.375 


9. 125-9 .75 
9. 125-9 .375 


(4)9.875-9.75 
(2)8.875-9.375 (2)8.875-9.375 
(2)8.25-9.125 (2)8.25-9.125 

x(2)$1.30-1.35x x(3)$1.25-1.75x 


(4)8.875-9.7 
(2)8. 875-9. 375 
(2)8. 25-9. 125 


10.3(4) $1.20-1.70 


(5)9. 125-9 .5(2) 
8.875-9.25 


(5)9. 125-9 .5(2) 
8.875-9.25 


8.625-9.5 
(6)8. 875-9. 25 
(7)8. 25-8 .5(2) 
«(4)$1. 25-1. 40x 


(5)9. 125-9.5 
8.875-9.25 


8.625-9.5 
(6)8.875-9,25 
(7)8. 25-8. 5(2) 
(2)$1. 20-1 .35 


bunkers. ... $4. 326(5) 
BunkerC, bunkers $2. 15(3) 
Portiand, Me. 
Kerosine/No. | 
No. 2 fuel 
Diesel oil, shore 

plants 10.2(4) 
No. 6 fuel, no sulf 

guar... 

do barges 
Bunker C, bunkers 


Providence, R. |. 
Kerosine/No. | 
Re. 2 fuel 
Gas house gas oil 
Diesel oil, shore 
plants 
No. 5 fuel. 
No. 6 fuel, no gulf. 
guar 
do barges 
No. 6 fuel, 
1% sulf. 
do barges 
Light Diesel, 
bunkers 
Bunker C, bunkers 


Savannah, Ga. 

Kerosine/No. | 

No. 2 fuel 

Diesel oil, 
plants 10. 3(5) 

No. 5 fuel $2.80 

No. 6 fuel, no sulf. 
quar, 

do barges 

Light Diesel, 
bunkers 

Bunker C, bunkers 


. 8.625-9.5 
(6)8.875-9.25 (6)8.875-9.25 
(7)8.25-8.5(2) (7)8.25-8.5(2) 

$1.30-1.45 x(2)$1.30-1. 45x 


8.625-9.5 


10. 55(9) 
9.8(9) 


10.55(9) 
9.8(9) 


10. 55(9) 
9.8(9) 


10.2(4) 


10. 55(9) 
9.8(9) 


10.2(4) 


$2.32(2) $2.32(2) 
$2.29 $2.29 
$2.29 $2.29 


10. 2/4) 
$2.32(2) 
$2.29 
$2.29 


Midwestern (Group 3 basis) 
42-44 w.w. kero.. (4)9.125-9.375(2) 
58 & abv. di. 


(3)8. 875-9 . 125 
8.875(6) 


(4)9.125-9.375(2) (4)9.125-9.375(2) 
(3)8.875-9.125 (3)8.875-9. 125 
8.875(6) 8 


2 125-9.375(2 
$2.32(2) (4)9.1 
$2.29 


J 
$2.29 os 


No. 1 fuel. . 
No. 2 fuel. . 
No. 6 fuel 


(3)8. 875-9. 125 
8.875(6) 


8.25(6) . 25(6 8. 25(6) 
10.4509 (2)$1.25-1.30 (2)$1.25-1.30x x$1.25(3) (2)$1. 20-1. 25 


9.7(9) 
10.1 


10. 45(9) 
9.7(9) 
10.1 


10. 45(9) 
9.7(9) 
10.1 


10. 1(4) 
$3.09(3) 


$2. 29(5) $2.29(5) $2.29(5) 
$2. 26(4) $2.26(4) $2.26(4) 
$2.44-2.54 $2.44-2.54 $2.44-2.54 
$2.41 $2.41 $2.41 


$4.09 $4.09 $4.09 
2 . 26(3) $2. 26(3) $2.26(3 


10. 45/9) 
et N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero 9.2-10 

10. 1(4) 58 & abv. di. 
$3 .09(3) i (2)9-9.75 


9.2-10 


(2)9-9.75 
x$1.35-1.60 


9.2-10 9.2-10 


(2)9-9.75 
$1.25-1.60 


10.1(4) 
$3 .09(3) 


10. 1(4) “ 
$3.09(3) (2)9-9.75 


x$1.30-1.60 


Diesel... . 
No. 6 fuel $1.35-1.60 


$2.29(5) 
$2. 26(4) 


$2.44-2.54 
$2.41 


W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero 9.25-10.75 
No. 1 fuel... 9.25-10.25 
No. 2 fuel. . 9-9 5 

No. 6 fuel $1. 65-1.90 


aes 9.25-10.75 
9. 25-10..25 


x9-0.5 
$4.09 $1.65-1.90 
$2. 26(3 
E. Tex. (Truck transport lots) 
42-44 w.w. kero.. (2)9.6-9.75(2) 
58 & abv. di. 
8.75-9.75 
$1.40-1.60 


11.8(7) (2)9.5-9.75(2) 


10.3(7) 


11. 8(7) 
x10.3(7) 


11.8(7) 
(2)10-10.3(5)x 


11.8(7) 
10(6) 8.75-9.75 
$1. 40-1. 60 


Diesel....... 
shore : 

10.3(5) x10. 3(5) 10(5) No. 6 fuel. . 
$2.80 $2.80 $2.80 


Cent. W. Tex. (Truck transport lots) 
42-44 w.w. kero 9.5 ’ 9.5 
58 & abv. di. 

Diesel ‘ r 9. 9.25 
No. 2 fuel ; 8.5 
No. 5 fuel y . $2.52 
No. 6 fuel $ $1.65 


2. 23(5) 
2. 20(4) 


2. 23(5) 
$2. 20(4) 


x$4. 326015 
$2. 20(5) 


$2.23(5) $2 
2. 20(4) $2 
$4. 20(6) 
$2. 20(5) 


23(5) 
20(4) 
$4. 326(5) 
$2.20(5 


(3)$4.20-4.326(2)x 8.5 
$2. 20(5) $2 52 
Tampa, Fla. 61. 
Kerosine/No. 1 
No. 2 fuel 
Diesel oil, 
plants 
No. 6 fuel, no sulf. 
quar. $2.15(4) $2. 15(4) $2. 15(4) $2. 15(4) 
do barges $2. 13(4) $2.13(4) $2. 13(4) $2. 13(4) No. 
Light Diesel, No. 
bunkers $4. 28415 $4. 284(5 (2)$4. as: 284(3)x $4.20(5 No. 5 
BunkerC, bunkers $2. 13(5 $2. 13(5. $2.13(5 $2 


11.7(8 
10.216 


11.7(8 
x10. 2(6 


11.7(8) 
(2) 10-10. 2(4) 


7(8 
aos 4 Kans. (For Kans. destinations only) 
42-44 w.w. kero... (3)9.375-0.5 , ‘ (3)9.375-9.5 
52&bel.d.i.Diesel 9-9.125 : x9-9. 125 
58 & abv. di 
Diesel 9-9.5 j 9-9.5 
(3)9 125-9 .375 (3)9. 125-9 375 (3)9 125-9. 375 
8.25-8.7 yy 8.25-8.75 
$1.80-1.85 x$1 80 $1.70-1.85 
$1.40-1.55 x$1 io. 1 “Sox (2)$1.30-1.50 


shore (3)9.375-9.5 
10. 2(6) x10.2(6 10-10. 2(5)x 10(6) 9.125 
9-9 5 
(3)9. 125-9. 375 
8.25-8.75 
$1.70-1.85 
$1. 30-1.50 


CARGOES & TANKERS 
at Texas City Refinery 


TRANSPORTS & TANKCARS 
at Terminals in the South 


ATLANTA, GA. 
1401 PEACHTREE STREET 


PITTSBURGH, PA. 
BENEDUM-TREES BUILDING 


TEXAS CITY, TEXAS 
REFINERY 
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DISTILLATES & FUELS DISTILLATES & FUELS 


Oct. 22 > . » Oct. 22 Oct. 15 Oct. 8 Oct. 1 

Ark. (For shpt. to Ark. & La.) ” $4.41(4) $4.41(4) 41(4) $4.41(4) 
49-44 w.w. kere... 9.5 Bunker C—PS400 $1.85(4) $1. 85(4) 85(4) $1.85(4) 
ractor fue! 
52 & bel. d.i. Diesel 9 9 Seattle, Wash. 
58 & abv. di. Diesel—PS 200... $4.62(4) $4.62(4 62(4) $4.62(4 

: Bunker C—PS400 §2.10(4) $2. 10(4) 2. 10(4) $2. 10(4) 
No. 


N : ‘ Portiand, Ore. 
No ’ : Diesel—PS 200... $4.62(4 $4.62(4) 62(4) $4.62(4) 
Ne becees , ‘ Bunker C—PS400 $2. 10(4) $2. 10(4) 10(4 $2. 1014 


Mexico 
Ships’ bunkers, U. 8. dollars per bbl. of 159 liters 
Bradford-Warren: Guaymas 


Kerosine . x11. 25(4 11-11. 25(3)x 4 11(4) Diesel - $5 65 $5 65 5 6 $5.65 
55 cetane Diesel. . 10.75(2 10.75(2) 10.75(2) 10.75(2) Bunker C.... $2.6 $2.60 4 $2.60 
No. 2 fuel : 10.514 10.5(4) 10_5(4) 10. 5(4) 
36-40 gravity fuel  10.25(2 10. 25(2) 10. 25(2) 10. 25(2) Manzanillo 

Diesel ba $4.75 $4.7! 7 $4.75 
Oil_City: Bunker C $2.6 $2 $2.60 
Kerosine........  11.25-11.35 © 11.25-11.35 = «11. 25-11.35x 11. 25(2) Minatitlan 
50 cetane Diesel.. 10.4 10.4 x10.4 10.3 Diesel. $3.96 x$3.96 7 $3.75 
No. 1 fuel (2)10.5-10.75  (2)10.5-10.75 x(2)10.5-10.75x 10. 3-10. 5(% Bunker C... $1.92 $1 95 
No. 3 foal ‘ (2)10.25-10.5 (2)10.25-10.5 x(2)10.25-10. 5x 10. 1-10.25(2) 
36-40 gravity fuel 10.25 10.25 «10.25 0 es os os 

—— § 7! 7 4.7% 

Pittsburgh: ; : $2 2 $2.60 
Kerosine (2)11. 15-12 15-12 x(2)11.15-12 0.9 
gry Diesel. . 10.4-10.8 10.4-10.8 10.4-10.8 = § 3.96 x$3 3 78 $3.75 
No. 1 - 11.85 0.9-11.8% fae s.. 1s oF 1 08 
eee 25- 25-11.1 11 as $ ae 
36-40 gravity fuel 1-11 0 10.1-11 Veracruz 


Bunker C QE $1.95 of $1.95 
Central Michigan 
46-49 w.w. kero 
Range oil 
P. W. distillate 
No. 2 fuel. . . 
U. G. 1. gas oil 
No. 5 fuel... .. 
No. 6 fuel... .. K (2)7- 


oO 
an 
- 


12.65-13.1 12.65-13.1 

12.3-12.8 12.3-12.8 

12.3-12.8 12.3-12.8 NATURAL GASOLINE 
= “4 11.8(2) 11.3-11,8(2) 


| —eotor 
wr 
me T 
rot 
oe Go oe 
s 


13 = 


9-10 Prices are to blenders on freight basis shown; shipments may originate in any Mid-Cor 
ree 25(2) 7. 25-8. 25(2) tinent manufacturing district. 
7.5(3) (2)7-7 .5(3) 


Aonw 


-§.25(2) 7 
7 .5(3) (2)7- 


SINIO  e 


Ohio—Quotations of 8. O. Ohio for delivery to Ohio points. FOB Group 3 os oS oa oat 


Kerosine..... 11 11.9 Grade 26-70 5 (sale) 5 (sale) 5 (sale) 5 (sale 
Be. 1 fesl....... = 7 : FOB Breckenridge, Tex. 
Grade 26-70 4.5 (quotations) 4.5 (quotations) 4.5 (quotations) 4.5 (quotations 
California 
Los Angeles District: 
40-43 w.w. kero.. (2)13.8-14.3 (2)13.8-14.3 (2)13.8-14.3 (2)13.8-14.3 
Stove dist.— LP-GAS 
PS 100. 9.25-14.7 9.25-14.7 9.25-14.7 9.25-14 
Diesel fuel— i 
_PS 200 : 8.25-13.2 8.25-13.2 8.25-13.2 8.25-13.2 Oct. 22 Oct. 15 
Light fuel— Pr 
3 2.00-2.30(3)  $2.00-2.30(3)  $2.00-2.30(3) $2.00-2.30(3) 


Producers’ contract prices, tank cars. 


opane: 
New York Harbor 
70-2.10 © -$1.70-2.10 —$1.70-2.10 $1. 70-2.10 Toledo, Ohio. 


Mouston, Tex. 
San Francisco District: Oklahoma 
40-43 w.w. kero 14.3-14.8 14.3-14.8 14.3-14.8 14.3-14.8 (Group 3 
Stove _ _ Baton Rouge, La 
13.7 ‘ 3.7- 13.7-14.8 13.7-14.8 Shreveport, La. 
Diese! fuel— New Orleans, La. 
PS 200 12.2-13.3 12.2-13.3 12.2-13.3 12.2-13.3 


Heavy fuel— 
PS 400 


i fuel— 
"8 300 2. 35(2 $2.35(2 $2.35(2) 2. 35(2 
Heavy fuel— 
PS 400 , $2.05-2.15 $2.05-2.15 $2.05-2.15 $2.05-2.15 LUBRICATING OILS 
Oct. 22 Oct. 15 
Pacific Coast Western Penna. 
Ships’ bunkers, or deep tank lots. Viscous Neutrals—No. 3 col. Vis at 70° F. 


. 200 vis. (180 at 100°) 420-425 fi. 
San Pedro, Calif. 10 p.t.. 19.5 19.5 
Diesel—PS 200. 20(5) 20 $4. 20(5) $4. 20(5) 15 p.t.... 18.5 18.5 
Bunker C—PS 400 (g $1. 80(5) $1. 80(5) 25 p.t. 17(6) 17(6 


— yor regular Supply House. _ Sar me me WHISTLE STOPS” [ff a PATENT CHEMICALS 
ty SCULLY SIGNAL COMPANY _ 174 Steen Street or new penne 


New Jersey 


Melrose 76, Mass. 


Canadian Licensee: EMPIRE BRASS MFG. CO. LTD, Toronto, Ontario tank installations 














Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION PETROLEUM CORPORATION 


INDEPENDENT MARKETERS 
New York Boston Maine to South Carolina 
630 FIFTH AVENUE, NEW YORK 20, N.Y. 














November, 1954 + NATIONAL PETROLEUM NEWS 








——feJ prices REFINERY AND TERMINAL 


LUBRICATING OILS LUBRICATING OILS 
Western Penna. Oct. 22 Oct. 15 Oct. 8 Oct. 1 Oct. 22 Oct. 15 Oct. 8 Oct. 1 
150 vis. (143 at 100°) 400-405 fi. — 
. teen . ; a ag ag Vis. at 100° F FOB 8S. Tex. refineries for domestic and/or export shipment. 
25 p.t. 14(6) 14(6) 14(6) 14(6) +h ag I 1%- 
Bright Stock 214 col....... 12. 25(6) 12. 25(6) 12.25(6) 12.25(6) 
145-155 vis. at 210°, No. 8 col. 200 vis. No. 2-3 
10 p.t.. . 17 17 17 17 x 's +3 ‘ 13.75(6) 13.75(6) 13.75(6) 13.75(6) 
15 p.t. 16 16 16 16 vis. No, 2- 
25 p.t. (6)14.5-15 (6)14.5-15 (6)14.5-15 (6)14.5-15 ants ‘ig “3 14.25(6) 14. 25(6) 14. 25(6) 14. 25(6) 
vis. No, 252- 
Cylinder Stocks 3% cel. 14.75(6) 14.75(6 14.75(6) 14.75(6) 
600 s.r. filterable. (2)10-11 (2)10-11 (2)10-11 (2)10-11 750 vis. No. 3-4 
650 s.r (2)11-12 (2)11-12 (2)11-12 (2)11-12 col... .. at 15(6) 15(6) 15(6) 15(6) 
600 flash (2)12.5-13.5 (2)12.5-13.5 (2)12.5-13.5 at 7 5 1200 vis. No. 3-4 
630 flash... 14(3) 14(3) 14(3) 14(3) ERS 15.5(6) 15.5(6) 15.5(6) 15.5(6) 
ake * 6) ; 6 
Mid-Continent 2000 vis. No. 4 col. 16(6) 16(6 16(6) 16(6) 
FOB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis Red Oils: 
ot 60" Ops 100 vis. No. 5-6 
Bright Stock— Conventional aff: ee 12.25(5) 12.25(5) 12.25(5) 12. 25(5) 
+ vis. NO, 
fe 20 0 20 20 col... 13.75(6) 13.75(6) 13.75(6) 13.75(6) 
150-1 D > 300 vis. No. 5-6 
be Nag 18-19 18-19 18-19 18-19 sok egg IO 14.25(6) 14,25(6) 14. 25(6) 
= 7 7 7 7 Ss. NO. a 
alg wn — _— wy col. 14.75(6) 14.75(6) 14.75(6 14.75(6) 
0-10 p.p 17 17 17 17 750 vis. No. 5-6 
col... . 15(6) 15(6) 15(6) 15(6) 
Bright Stock— Solvent 1200 vis. No. 5-6 
150-160 vis., col. F . 15 .5(6) 15.5(6) 15.5(6) 15.5(6) 
0-10 p.p.,95v.i. 20-22 20-22 20-22 20-22 — vis. No. 5-6 “a 1008) -_ a 
col. 6( ( (6 6(6 
Neutral Oils— Conventional— Pale Oils 7 : 
60-85 vis. 
wate? col 11.75 11.75 11.75 11.75 AVIATION GASOLINE 
> vis 
No. 2 col 12 12 12 12 (MIL-F-5572) 
150 vis. No.3 col. 12.75 12.75 12.75 12.75 Gulf Coast, 
180 vis. No. 3 col 13 13 13 13 Cc Oct. 22 Oct. 15 Oct. 8 ra) 
sO. ¢ Le : argoes ct. ct. ct. ct. 1 
Beet ae oe ty =. Grade 115/145 19.75(2) 19.75(2) 19.75(2) 19.75(2) 
280 vis. No.3 col. 13.75 13.7 13.75 13.75 Grade 110/130... 18.25(3) 18. 25(3) 18. 25(3) 18. 25(3) 
300 vis. No. 3 col 1 14 14 14 Grade 91/96. 17.25(2) 17 .25(2) 17 .25(2) 17.25(2) 
Neutral Oils— Solvent—95 v.i. Baltimore, Md. 
170-180 vis 15 5-16 5(3) 15. 5-16. 5(3) x15.5-16.5(3) (3)16-16.5(3) Grade 100/130 19.1 19.1 19.1 19.1 
200-210 vis. 15.75-16.75(3) 15.75-16.75(3) %15.75-16.75(3) (3)16.25-16.75(3) Grade 91/96 17.6 17.6 17.6 17.6 
300 vis... .. 16.25-17.25(2)  16.25-17.25(2)  x16.25-17.25(2) (3)16.75-17.25(2) Grade 80... 17.35 17.35 17.35 17 35 
Cylinder Stocks Boston, Mass. 
600 a.r., 
olive green 15.5 15.5 15.5 15.5 Gente — a ag . 2 - 44 
rade 9 7.7 ; 7 7.7 
Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gulf Grade 80...... 17.45 17.45 17.45 17.45 
for export ones ac 
. . leston, S. C. 
Bright Stock vie at 210 Grade 100/130 19 19 19 19 
“ee . , Grade 91/96 17.5 17.5 17.5 17.5 
0-10 p.t., 95 v.i. 18-19(4) 18-19(4) 18-19(4) 18-194 Grade 80... 17.25 17.25 7 25 17.25 
Neutral Oils—Vis. at 100°; 965 v.i.; 0-10 p.t.: 
100 vis 14-15(3) 14-15(3) 14-15(3) 14-15(3 Houston, Tex. 
200 vis. 14.5-15.75(3) 14.5-15.75(3) 14.5-15.75(3) 14.5-15.75(3 Grade 100/130 18 18 18 18 
300 vis 15-16. 25(3) 15-16. 25(3) 15-16 . 25(3) 15-16 . 25(3) Grade 91/96. 16.5 16 5 16.5 16.5 
500 vis 16-17.5 16-17 .5 16-17 .5 16-17 .5 Grade 80 16.25 16.25 16.25 16.25 





BETTER 


BUT UNITED, OFFERS 
THE JOBBER AND MARKETER SO MUCH? 
100% Pure Pennsylvania Lubricating Oils re- 


30 £. 40 St., N.Y.C. EV &-4100 











fined by UNITED’s modern equipment 
deliveries on schedule technical assistance 
elavemmeehules a sympathetic understanding 
of the Jobber’s and Marketer's problems 

and consistently fair prices. UNITED sets 

its policies to build YOUR busine: 





"sali Wee A Ala oike) aid ilelslcie elem lalielatilelilels, 


Solvents 


: rh ee eer cag )} UNIFORM HIGH QUALITY 
—_— : : ) DEPENDABLE SUPPLY 
a 7 : DEEP ROCK OIL CORPORATION 


UNITED REFINING COMPANY. WARREN, PA. 





P.O. BOX 1051 PHONE 2-4351 
| TULSA, OKLA 
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AVIATION GASOLINE 
(MIL-F-5572) 


Oct. 22 Oct. 15 Oct. 8 Oct. 1 
New Orleans, La. 
Grade 100/130... 18 18 18 18 
Grade 91/96..... 16.5 16.5 16.5 16.5 
Gainer 16.25 16.25 16.25 16.25 
New York, N. ¥ 
Grade 100/130... 19. 1(2)x 19. 1-19.6 19.1-19.6 19. 1-19 6 
Grade 91/96..... 17.6(2)x 17.6-18.1 17.6-18.1 17.6-18.1 
Grade 80........ 17.35(2)x 17.35-17.6 17.35-17.6 17.35-17.6 
Norfolk, Va. 
Grade 100/130 19.1 19.1 19.1 19.1 
Grade 91/96..... 17.6 7.6 17.6 17.6 
ere 17.35 7.35 17.35 17.35 
Toledo, Ohio 
Grade 100/130. . 19.15 19.15 19.15 19.15 
Grade 91/96..... 17.65 17.65 17.65 17.65 
Grade 80........ 17.65 17.65 7.65 17.65 
JET FUEL 
(MIL-F-5624) 
Gulf Coast, 
Cargoes Oct. 22 Oct. 15 Oct. 8 Oct. 1 
Grade JP-4...... 9.25-9.75 9.25-9.75 9.25-9 75 9. 25-9 75 
NAPHTHAS & SOLVENTS 
Oct. 22 Oct. 15 Oct. 8 Oct. 1 
Baltimore, Md. 
Mineral spirits...  16.5(4) 16.5(4) 16.5(4) 16.5(4) 
Boston, Mass. 
Vv. M. & P. 
naphtha....... 18. 5(4) 18.5(4) 18 5(4) 18.5(4) 
Mineral spirits... 17.5(5) 17.5(5) 17.5(5) 17.5(5) 
New York Harbor 
V. M. & P. 
naphtha....... 18(4) 18(4) 18(4) 18(4) 
Mineral spirits. . . 17(5) 17(5) 17(5) 17(5) 
Philadelphia, Pa. 
V. M. & P. 
naphtha....... 17.5(4) 17.5(4) 17.5(4) 17.514 
Mineral spirits 16. 5(5) 16.5(5) 16.5(5) 16.5(5 
Providence, R. | 
V.Mé&P. 
naphtha....... 19.5 19.5 19.5 19.5 
Mineral spirits... 17.5(5) 17.5(5) 17.5(5) 17.5(5) 
FOB Group 3 
Stoddard solvent 12.375(4) 12.375(4) 12.375(4) 12.375(4) 
pep peoniin. 12. 875(3) 12.875(3) 12.875(3) 12. 875(2) 
‘naphtha....... 12.875(4) 12.875(4) 12.875(4) 12.875(3) 
Mineral spirits. . . 11. 875(4) 11. 875(4) 11.875(4) 11. 875(3) 
Rubber solvent. 12. 875(3) 12_875(3) 12.875(3) 12. 875(2) 


Lacquer diluent (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 


Bensgol diluent... (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 
Western Penna 
Oil City: 
Stoddard solvent 16 16 16 16 
8 solvent. 16(3) 16(3) 16(3) 16(3) 
Ohio—Quotations of S. 0. Ohio for delivery to Ohio points. 
Vv. M. & P. 

naphtha....... 18 18 18 18 
Mineral ame. ne 17 17 17 17 
Stoddard solven 17 17 17 17 
Rubber -— 15.875 15.875 15.875 15.875 
E. Tex. (Truck transport lots) 
Stoddard solvent. 12.25 12.25 12.25 12.25 
Cent. W. Tex. (Truck transport lots) 
Stoddard solvent. 11.5 11.5 11.5 11.5 
Kansas (For Kansas destinations only) 
Stoddard solvent. 12.5 12.5 12.5 12.5 

PARAFFIN WAX 
Oct. 22 Oct. 15 Oct. 8 Oct. 1 

Western Penna. (tc. in bulk) 
124-6 AMP wtlte 

crude scale.... (2)5.25-5.65 (2)5. 25-5 .65 (2)5. 25-5. 65 (2)5.25-5 65 
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PARAFFIN WAX 
Atlantic Seaboard 
Melting points are AMP, 3° higher than EMP. Prices for carload lots. Domestic prices 


FOB refinery; scale in or bbis.; fully refined, slabs loose. Export prices FAS; scale in 
bags or bbis.; fully refi in bags or cartons. 


Oct. 22 Oct. 15 Oct. 8 Oct. 1 
New York Domestic 
124-6 white crude 
UE cxkatgoss 7.1(2) 7.1(2) 7.1(2) 7.1(2 
123- f= her mee 7.95-8.45 7.95-8.45 7.95-8.45 7.95-8.45 
125-7 full 8. 45(3) 8. 45(3) 8. 45(3) 8. 45(3) 
128-30 fi 
refined . . 8.45(3) 8. 45(3) 8.45(3) 8. 45(3) 
133-5 fully refined 8.55(3) 8.55(3) 8 .55(3) 8.55(3) 
- i8-40tuly 8.55(3) 8.55(3) x8. 55(3) 8. 05-8 .55(2 
y 
aetna 8.55(3) 8.55(3) 8. 55(3) 8.55(3) 
145-6 fal fully refined 8. 55(2) 8.55(2 8. 55(2) 8.55(2) 
— Lad 
hepa owe 10.55 10.55 10.55 10.55 
New York Export 
124-6 white crude 
~~ “aogem (4)6.6-6.75 (4)6.6-6.75 (4)6.6-6.7 a6. ¢ 6 18 
123- 5 fully refined 8-8.25 8-8.25 8-8.25 
125-7 fully refined (2)8-8.45 (2)8-8.45 (2)8-8.45 ae. : rH 
128-30 fully 
refined........ (2)8-8.45 (2)8-8.45 (2)8-8.45 2)8-8 45 
130-32 fully 
refined........ (2)8-8.45 2)8-8.45 2)8-8.45 2)8-8. 45 
133-5 fully refined (2)8 8.55 2)8-8 55 (2)8-8.55 (2)8-8.55 
135-7 fully refined 25-8 .55(2 8.25-8.55(2) 8.25-8.55(2 8. 25-8. 55(2) 
a ae ly 
~ eae 8. 25-8 .55(2 8.25-8.55(2) 8. 25-8 .55(2) 8. 25-8. 55(2) 
143- S fully refined 8.25-8.55(2) 8. 25-8 55(2 8. 25-8. 55(2) 8. 25-8. 55(2) 
PETROLATUMS 
Oct. 22 Oct. 15 Oct. 8 Oct. 1 


Western Penna. 
Bbls., carloads; tank cars, 1-1.5¢ leas. 


Snow white (2)7.125-7.75 = (2)7.125-7.75 = (2)7.125-7.75 = (2)7. 125-7 75 
Soft white (2)6.75-7.375(2) (2)6.75-7.375(2) (2)6.75-7.375(2) (2)6.75-7.375(2 
Lily white. . (2)6.625-7.25  (2)6.625-7.25 (2)6.625-7.25  (2)6.625-7.25 
Cream......... 6.125-6.75(2) 6.125-6.75(2) 6.125-6.75(2) 6. 125-6.75(2) 
Soft yellow...... (2)5.25-5.75 (2)5.25-5.75 (2)5.25-5.75 (2)5.25-5.75 
Light amber . (2)5.25-5.75 (2)5.25-5.75 (2)5. 25-5. 75 (2)5.25-5.75 
Amber.......... (2)5-6.5 (2)5-5.5 (2)5-5.5 (2)5-6.5 
Red... . 4.75-6.375 4.75-5.375 4.75-5.375 4.75-5.375 
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This is my son, Hector. He's going to start at the bottom. 
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fe] prices TANK WAGON 


Prices for gasoline do not include taxes; they do, however, include Inspection fees per gal., included in both gasoline and kerosine prices 
inspection fees as shown in next column. Gasoline taxes, shown in separate unless otherwise specified, are as follow 
column, include 2¢ federal and state taxes; also city and county taxes Ala. 1/40c on gasoline; Ark. 1/20c; Fis. 1/8c; Ill. 3/100c; Ind. 2/25c; 
as indicated in footnotes. Kerosine tank wagon prices also do not “include Kans. 1/100c; La. 1/32c; Minn. 5/200¢; Mo. 1/25ce; Neb. 2/100c; Nev. 
taxes; kerosine taxes where levied are indicated in footnotes. Discounts, 1/20c; N. S 1/4c; N. D. 1/20c; Okla. "2/25¢3 $C 1/8c; S. D. 1/40c; 
if any, are shown in footnotes. These prices in effect October 15, 1954, Tenn. 2/5c; and Wisc. 3/100c. 
as posted by principal marketing companies at their headquarters’ offices, Kerosine inspection fees only: Ala. 1/2c; Iowa 1/50c; Mich. 1/5c. 


but subject to later correction. 


Socony Vacuum 


Mobilgas Aircraft s/V s/V 
Grade Grade Grade Mobilgas (Regular Grade) Mobilfuel Mobilheat No.4 No.6 
Gasoline 80 91 100 Cons. Dir. Cons. Dir. or" Kerosine Diesel (No. 2 Fuel) Fuel Fuel 
Teas Te. Tw Sw. FH TH. twee Te. FA Vas TH. TH. FTW. TH. You F.0. Tw. F.0- 
New York City: 
Manh. 6.0 15.8 15.8 — eve 14.35 13.8 ona vee 13.4 11.01 6.09 
Bronx...... 6.0 ‘ 15.8 15.8 ea 10.65 14.55 3.8 hued 9.9 13.5 11.01 6.09 
Kings...... 6.0 bis _ 15.8 15.8 10.45 10.55 14.385 10.1 13.8 9.7 9.8 18.4 11.01 6.09 
ueens . 6.0 ye - 15.8 15.8 Si ms 14.35 nee ~ aie ehea 18.4 11.01 6.09 
ichmond 6.0 : ; 15.8 15.8 10.35 10.65 14.55 10 13.9 9.6 9.9 18.5 11.01 6.09 
Albany, N. Y.. 6.0 23.3 24.3 14.8 14.8 15.8 15.8 10.65 10.85 aes 10.3 13.5 9.9 10.1 13.1 9.5 6.71 
Binghamton. ... 6.0 ; 15.2 16.3 16.8 16.8 11.16 11.16 14.66 10.8 14.0 10.4 10.4 18.6. ..... he 
Buffalo... 6.0 23.1 24.1 26.1 15.5 15.5 16.5 16.5 11.65 11.85 15.35 11.3 15.0 10.9 11.1 14.6 aoe 10.05 
Jamestown 6.0 ; S.° 2a tee eee ee EE eee och “MS BA BF SS oa 5 
Mt. Vernon 6.0 . ‘ rue oe OF “N 10.75 14.45 a» eee ag 10.0 13.7 11.09 
Plattsburg 6.0 ‘ ‘ a a 17.4 17.4 11.65 11.85... 11.3 14.5 10.9 11.1 14.1 wee 
Rochester 6.0 23.0 24.0 . 15.4 15.4 16.5 16.5 11.45 11.65 14.95 11.1 14.3 10.7 10.9 13.9 
Syri 6.0 ; 15.3 15.3 16.3 16.3 11.35 11.35 11.0 14.1 10.6 10.6 13.7 
i ad Conn 6.0 .-- 15.6 15.6 10.86 10.35 sad 14.0 9.6 9.6 138.1 
Danbury. . 6.0 wa 16.2 16.2 of naa one , aes ween ae 
Hartford. 6.0 14.3 14.38 12.9 12.9 10.7 10.7 10.385 13.8 9.95 9.95 138.4 
New Haven 6.0 14.3 14.3 15.1 15.1 10.36 10.85 .... 10.0 13.5 9.6 9.6 13.1 
Bangor, Me.. 8.0 15.5 15.5 16.9 16.9 ft hee 15.6 10.8 14.4 10.4 pewe 14.0 
Portland... .. 8.0 14.5 14.5 15.7 15.7 es és 14.8 10.2 13.5 9.8 13.1 
Boston, Mass. . 7.0 20.8 21 8 2 38 14.4 14.4 15.6 15.6 sf a 15.1 10.1 13.8 97 13.4 
Concord, N. H. 7.0 j és 16.8 16.8 + cES wa raed ies,a 14.7 i wi 14.3 
ncaster 7.0 18.6 18.6 inne i 15.6 15.1 
Manchester 7.0 ; 16.5 16.5 T 15.8 14.5 14.1 
Portsmouth ; 7.0 23.0 24.0 15.2 15.2 16.1 16.1 10.6 eee at 10.25 14.2 Ae.) veer 13.8 
Providence, R a ee 6.0 21.8 22.8 24.8 14.4 14.4 11.65 8.9 * heer 15.1 10.1 13.8 A! +P 13.4 
pease, ve. 7.0 Sion waa 15.9 156.9 16.9 16.9 11.96 11.95 .... 11.6 14.6 11.2 11.2 14.1 
Rutland. . 7.0 ; ist ue = Cee ecu’ ae » me va 11.6 14.5 
Tank Wagon Prices Buffalo N. Y. City Rochester Syracuse Boston Hartford Providence 
Mineral Spirits y rere 18.0 20.5 22.0 19.0 20.0 19.5 
We es PEO oc ccccecdesonceses 21.5 19.5 22.5 23.5 20.5 21.5 21.5 
Taxes: N.Y.C. prices are ex 3% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5c for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagon less 0.5¢c for deliveries of 800 gals. or more. 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more 
Notes: Jamestown T. C. prices are delivered prices, all other T. C. prices are FOB bulk terminals. 
Ohio Standard 
Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Regular Grade) Naphtha & Solvents—Cons. T.W. 
Sohio Sohio Sohio Con- Re- -R. D.C. V.M.&P. h 
Gasoline Avia. Avia. Avia. sumer _sell- Sol- Naph- Naph- Varno- Sol- Kerosine No.1 No. 2 
Taxes 80 91 100 wow ers s.Ss. vent tha tha lene vent T.W. Sohio- Sohio- 
Heat Heat 
Akron.. 7.0 23.75 24.75 27.75 17.9 14.4 17.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 18.7 
Canton 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 18.7 
Cincinnati 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 
Cleveland 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 
Columbus 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 
Dayton. 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 18.7 
Lima. 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 
Mansfield 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 
Marion. 7.0 5 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 
Portsmouth 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 
oledo 7.0 28.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 18.7 
Youngstown 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 
Zanesville . 7.0 23.75 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 


Taxes: Hangar operators can purchase aviation gasoline less 4c per gal. State Road Tax by supporting purchase with State Tax Exemption Form A-10 
to supplier. 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 


Notes: Kerosine, Nos. 1 and 2 Fuels—Prices are for 100 gals. or more, 50 to 99 gals. add 1c per gal., 1-49 gals., add 2c per gal. 
eee and Solvents—T.W. and drum prices are for deliveries of 500 gals. or more. For other deliveries: 150-499 gals. add 2c; for less than 150 
gals., add 5c. 
Premium-grade gasoline t.w. prices 2c above regular; third-grade prices same as regular unless otherwise noted; s.s. prices are at company operated 
stations. 





Indiana Standard Fuel Oils—T.W.—Chicago, Il. 
be) d St 
Tank wagon prices listed below were obtained by NPN correspondents who visited Standard F nerweny ~J a. 
of Indiana bulk plants where the company’s prices are publicly posted. 
1-99 gals... ines at 16.3 15.3 
Red Crown s lex Furnace Oil————-—_- 100-149 gals. ee wei 15.3 
(Reg. Grade) Gaso- Kero- 100 100- 100- 175- 350 850 150 gals. & over...... 14.8 
Cons. Dir. line sine 1-99 = gals. 175 349 849 gals. gals. 100-399 gals...... see 14.3 
T.W. T.W. Taxes T.W. gals. & over gals. gals. gals. & over & over 400 gals. & over...... omen 13.8 
Chicago, Ill... .. 18.3 16.3 7.0 16.3 - ee 
South Bend, Ind.... 19.0 17* 6.0 17.1 15.8 14.8 
Detroit, Mich. 18.3 16.8 6.5 16.3 15.4 14.4 on <—— vines er wists Stanolex Stanolex 
Mpls.-St. Paul WS 2A. 38 WS SE... “40. .... 2 ; 12.8* Fuel A Fuel C 
Des Moines, Ia..... 17.4 15.9 7.0 16.3 14.5 18.5 a pa teneees g-% :-¢. 
St. Louis, Mo. ee 15.7 6.0 16.0 14.4 DRI. Saker WO Senet awa aeten See (| Ree ce Z ; 
Wichita, Kans. 15.4 15.0 7.0 14.6 12.8 11.8 Taxes: * Leste, —_" seine tax ~ le 
3 ; 0 city tax. Des Moines, Ia., kerosine and furnace 
Omaha, Nebr a¥.5 a vo 6.0 4.4 4 oil prices do not include 6c state tax. State 
Fargo, N. D. 17.7 1 17.6 15.4 14.4 sales, occupation, consumer and use taxes to be 
Huron, 8. D. 18.3 16.8 7.0 17.5 15.8 14.8 , eben ae pee added, where applicable. 
Milwaukee, Wisc.... 18.8 17.3 6.0 17.0 16.0 15 oe 14.5 saat e *“Temporary” price. 
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CHEVRON (Prices are per imperial gal.; to Taxes: Gasoline taxes are provincial taxes. 
Standard of ular) Av. 80/87 Gaso- y ial arrive at price per U. S. gal., Notes: Premium-grade gasoline t.w. prices 2.5¢ 
California LT. T.T. line Oi subtract 1/6th.) above regular. 
Gals. & over Taxes (Esso Gasoline * Price is for Premium-grade. 
San Fran., Cal... 16.1 19.6 ae poner Seok) Kero- — 
Los Angeles..... 15.6 19.1 0 ier Gasoline sine umble 
esse... 17.2 20.7 8.0 T.W. Taxes T.W. Humble  Ciscline  Gase- _Kerosine 
Phoenix, Ariz. . 18.8 22.3 7.0 St. John’s, Nfld....... 24.7 15.0 25.2 oil Regular line Tank Re- 
Reno, Nev....... 6 22.1 7.5 Hal ifax, N.S ae . 21.2 15.0 24.2 T.W. Retail Taxes Wagon tail 
Portland, Ore 16.6 20.1 8.0 St. John, Ny B.. 21.2 18.0 2.2 Dallas, Tex... 14.8 20.1 6.0 18.3 17.5 
Seattle, Wash 16.6 20.1 8.5 Charlottetown, P. EI. 23.2 18.0 26.2 Ft. Worth... 14.8* 18.9 6.0 18.8 17.5 
——- os 8.8 22.8 8.5 Montreal, Que.. 21.6 13.0 265.1 Houston . 14.7 20.0 6.0 18.3 17.5 
acoma...... 6.6 20.1 8.5 Toronto, Ont......... 22.1 11.0 25.1 San Antonio.. 15.0 20.3 6.0 18.3 17.5 
Selt Lake. 18.6 24.3 8.0 Hamilton, Ont. 2 11.0 25.1 
Salt PP 6.9 20.9 7.0 Winnipeg, Man... 21.9 9.0 27.3 Notes: 
Honolulu, T. 17.2 20.7 8.5 Brandon, Man........ 24.5 9.0 27.5 T.W. prices are to al! classes of dealers and 
Fairbanks, aot 29.0 $2.5 4.0 Reine, Sask. & 21.2 11.0 24.0 consumers. 
Juneau...... 18.3 21.8 4.0 toon, Sask. ..... 24.1 11.0 26.9 Premium-grade gasoline t.w. prices 2c above 
Calgary, Alta.... 20.9 10.0 23.7 regular. 
Edmonton, Alta....... 19.9 10.0 22.7 s Price of 13.9¢ in effect to contract dealers 
Standard Standard Vancouver, B.C...... 21.9 10.0 24.7 only. 
Diesel Standard Stove 
Kerosine Fuel Furnace Oil ee re nk 
-T. T.T. OUT.T. T.T. ra 
(400 gals. & over) (ex all taxes) 
San Fran..... 17.6 12.7 12.7 14.2 
Los Angeles 17.1 12.2 12.2 13.7 
Meesewas 6 13.5 13.5 15.0 » 
Phoenix 20.3 16.1 16.1 17.6 
is aaie'ene 3 15.5 bie 
Portland 19.6 13.3 
Seattle... 19.6 13.3 
Spokane. 22.4 15.7 
acoma.... 19.6 13.3 | 
Bolse....... 29.6 15.2 15.2 16.7 
Salt Lake.... 18.5 13.5 11.5* 14.0 \l 
Honolulu.... 18.7 13.5 13.5 
Fairbanks.... 34.2 a 
Juneau . 23.3 “ , | 
Taxes: e 
Boise—S8c gas tax applies to motor fuel only ; 


avgas taxes are 2c federal, 2.5c state. 
Salt Lake—T7c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c state. 


Honolulu—8.5c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 3.5c terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial liquid fuels tax. All T.T. prices 
are ex Hawaiian gross income tax of 1% to 
reseller, 2.6% to consumers. 


Notes: 


Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals. ; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5c differential applies 





“7 ae ’ 
to S640 aal. Sdiveny: for fan Gan © ee. To an actor, turkey means a show thet can’t succeed. In your off 
odd 5.80 gal: ; exeept at Honcluls r~ —y ae products line are there any “sales turkeys’’ consuming valuable ware- 
ess an 40 gals. to arine trade an ess i 
than 100 gals. to Shoreside trade. Prices for house space, inventory funds and sales effort? 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. Replace them, NOW, with readily-accepted, fast-moving, high-profit 
fy tg tmp yy <4 hep = 4 Rony 100% Pure Pennsylvania oils! Our finest-quality neutrals, bright 
which are 2.0c gal. higher—than Chevron (Res- stocks, cylinder oils and finished motor oils, meeting all new AP! 
ular) for quantity delivered. For less than 40 service classifications, sell — - « « « With a minimum of effort 
ee tee bee oe - ++ + @t premium prices . because your customers know and 
for less than 40 gals. (Marine) and less than respect “TODAY'S BEST olis nape FROM NATURE'S BEST CRUDE.” 
100 7. a Add to gy Aviation 
ry Pug vy, Ape ty me ty 91/98, We ship quickly in bulk, in your container, or ours, from several 

Keresine—T.T. prices apely to deliveries of convenient points, saving you time, freight and double-handling costs. 
400 gals. and over. For other deliveries : less Our prices are attractive and are quoted on a basis protecting you 
than 40 gals., a llc; 200-399 gals., add 3c: 

SOF ee ST ook alee “ee against sudden market fluctuations! 
deduct 3.5c. : 

Ceci Ctl nese G6 ced Ohindbenl Give the “ax” to your “sales turkeys” by writing, wiring or phon- 
Stove Oil—T.T. prices are for deliveries of 400 ing us, NOW, for samples and profit-packed details of how to succeed 
gals. or more. For other deliveries: 40-199 gals., with our finest-quality 100% Pure Pennsylvania lubrication oil pro- 
add ic; 200-399 gals., add 0.5c; less than 40 ducts! 
gals., add 5c. uc 


* Standard No. 2 Burner Oil. 


Fire-Chief Gasoline . 

Texas (Regular Grade) Kerosine Motor Oils 
Co. Dealer Gasoline Dealer 

T.W. Taxes T.W. 
Date. * _ 14. : 13.3 
Dolias - M. 13.3 Bright Stocks 
Wichita 1 Fails, re! 15. ’ 13. 
ce baba aie 15. J 13 





8 6.0 
x 6.0 ° 
0 6.0 3 
0 6.0 3 
Ps, sdaee ss 15.0 6.0 13.3 a Cylinder Oils 
=; — 2 ae REFINING COMPANY 
— 7 nr ot 5 
aco.. ‘ .0 13. 
Se ue 669 is e Neutrals Charleston 24, W. Va. 
San Antonio...... 15.0 6.0 13.3 Refiners of Highest Quality Pennsylvania Grade 
Port Arthur...... 14.7 6.0 13.3 e Wexes Petroleum P.G.C.0.A. Permit No. 25 
Notes: Dealer t.w. prices apply also to all 
classes of consumers with minimum delivery FOUNDED 1913 
of 50 gals. 
Premium-grade gasoline t.w. prices 2c above 
regular. 
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ee Cc prices 


Kentucky 
Standard 


Covington, Ky... 
Lexington... 
Louisville. . . 
Paducah.... - 
Jackson, Miss. . . 
Vicksburg... wd 
Birmingham, Ala... 
Mobile. . . 
Montgomery . 
Atlanta, Ga. 
Augusta..... 
Macon. 

Savannah 
Jacksonville, Fla.. . 
Miami... 
Pensacola. 
Tampa... 


_ oS 
CoVeexre~erwmwmoovvveovee 


CeH RHR A wamnmeomwonor 
ecoocoosoosoeoooooo 


MRAARWNGHOAA Orr 


Taxes: 


Gasoline tax column includes these city & 
county taxes; Mobile, 2c city; Birmingham, 1c 
county; Montgomery, 1c city & le county; 
Pensacola, lc city. Other taxes not included in 
prices: Georgia, kerosine, lc; Montgomery, 
kerosine, lc; Mississippi, kerosine 0.5c. 


Notes: 

Premium-grade gasoline t.w. prices 2c above 
regular. 

Cons, t.w. prices same as net dealer prices. 


Faso Gasoline 


Esso (Regular Grade) 


Standard Die. 
T.W. Taxes 
Atlantic City, N. J. .0 
ewark. ‘ 
Baltimore, Md. 
Cumberland 
Washington, D. C. 
Danville, Va. 
Petersburg 
Norfolk. 
Richmond 
Roanoke 
Charleston, W. Va 
Fairmont... . 
Parkersburg. . 
Wheeling 
Charlotte, N. ¢ 


an 


Salisbury 
Charleston, S. C. 
Columbia 
ey wt 

ew Orleans, La. 
Baton Rouge 
Alexandria. .. 
Lake Charles 
Shreveport. 
New Iberia 
Knoxville, Tenn. 
Memphis 
Chattanooga 
Nashville : 
Little Rock, “Ark... 


+ WOM WMDOOWOMDI RAD: be: 


nO ASN BAH DOASOMMUNAMNMAISCOHONMAKOMOASN : 
ROO NSH WON ROHAN AISOKNAHKONCHROD 
DW DOOOOG OOOO OOO OOOO OO ~9~3~3 ~3 WD WW 0.0 00 00 
noscscoooocooooooooSeSoooSoSoSOSSSSSSSCSO 


im cotom coro miom: - 


Naphthas T.W. & Steel +o 

Newark, N. J. Min. Spirits V.M. & P. 

8600 gals. & over. 18.0 1 

Steel bbis.. . ee 24.0 25.5 
Baltimore, Md. 

3,600 gals. & over 16.7 

Steel bbls. . ab 25.5 
Washington, D.C. 

3,600 gals. & over... 17.2 


FUEL OILS—T.W. 

No.1 No.2 No.4 No.6 
Atlantic City, N. J. 18. ae 
Newark. . 7 > ‘1 $8.684 $2. 836 
Baltimore, MES; . sc 18.15 4.07 2.85 
Washington, D. C.. -55 4.20 $2.75 
Danville, Va. * ° baw peee 
Petersburg 
Norfolk 
Richmond. . 
Roanoke. . 
Charlotte, N. C 
Hickory... . 
Mt. Airy 
Raleigh 
Salisbury 
Jharleston, S.C... 


WAS Wr WOM DON 


Taxes: Louisiana kerosine prices do not in- 
clude lec state tax. 


Notes: Kerosine No. 1-—Atlantic City prices 


are for deliveries of 300 gals. or more; add 1c 
for 100-299 gals., 2¢ for less than 100 gals. 
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TANK WAGON 


No. 6—Washington price is for min. delivery 
of 1,050 gals.; for min. delivery of 2,500 gals. 
price is $2.69 per bbl. 

Premium-grade gasoline t.w. 


prices 2.5¢ 
above regular. 


Atlantic 

Atlantic a. Gasoline | Kero. a 
eguiar Grade ‘o. 

Refining Cons: ‘Dir Fuel 

som, a Y age: 


Greensburg. . 
Harrisburg 
Philadelphia. 
Pittsburgh. . 


a 
Wilkes Barre 
Williamsport 
Wilmington, 
Del. 
Hartford, 
Wc. sos 
New Haven. 
Boston, 
Springfield. . 
prin we 
Prov., R.1.. 
Camden,N.J. 
N vp 
Albany,N. Y. 
Binghamton 
Buffalo... 
Elmira..... 
eater... 


Syracuse.... 
Watertown. 
Baltimore, 
a Se» 33 
sean, 
Chariotte, 
-C.. . 
Jacksonville, 
| Se 
Miami 


Scoooooo 


Me 4 NAAN 
Me YN NON eQIeNMAA 


OA AQ QAW49949444 
coco co oo 


oa 
on 


coin eo Da nww 
ens nwwDnNnoe 


AACKHAaeeree 


CO © DW OW ARARAARMMAARAIA~ 
co oc oe & eeeseossoeo 


oe Nm tom 
co en 


os 


Mineral Spirits V.M@.&P. 
T.W. BeWe 
Philadelphia, Pa. . ‘ 18.5 19.5 
Pittsburgh 22.0 23.0 


Heavy Fuel Oils—T.W 
No. 5 No. 
Philadelphia, Pa....... 8.22 6.36 


Notes: 


Premium-grade gasoline t.w. prices 2.5¢ 
above regular, except Georgia and Florida 2c. 

Kerosine—Thru Pa. & Del., add lc per gal. 
for t.w. deliveries of less than 100 gals. at one 
time. Camden—-Add lc for deliveries of 100-299 
gals., 2c for less than 100 gals. 

Mineral Spirits prices also apply to Stoddard 
Solvent. 


Cont’] (XN. B. Prices are Continental’s tank- 
ps wagon prices. Current selling price 
oil may vary from those shown because 
of local conditions). 

Conoco Demand 

N-tane (3rd Gaso- Kero- 

(regular) Grade) line i 
Wagon Taxes 
ewes, Colo.. 
Grand Junc. 
Pueblo. ied 
Casper, Wyo. fe 
Cheyenne..... 
Billings, Mont. . 
utte... 
Great Falls. 
Helena 
Salt Lake, U. 
Twin Falls, ida. 
Albuquer., N. M. 
Roswell 
Santa Fe 
Muskogee, Okla. 
Oklahoma City. 


wanont 4 


15 
14. 
i4. 
13 
13 


cmocaennncmocnoee FE 
G0 00 00 %© 00 00 00 ~3 60 G0 G0 G0 20 GO G0 GO G0 
AANONANSSSOCOCOOSOSS 


or WhOhS kd © 00 Oo we 


Taxes: 

Gasoline tax column includes these city 
taxes: Albuquerque & Roswell, 0.5c; Santa 
Fe, lc; Cheyenne, lc; Casper, Ic. 

Discounts : 

Salt Lake City and Twin Falls gasoline and 
kerosine prices apply for deliveries of less than 
200 gals.; 200-399 gals., deduct 0.5c; 400 gals. 
and over, deduct lc 


Notes: 
T. W. prices are to consumers and dealers. 


Premium-grade gasoline t.w. prices 2.3c 
above regular. 





BLS Crude-Products Index Shows 0.1% Rise 


Bureau of Labor Statistics’ index 
for crude oil and petroleum products 
for September increased 0.1% to 
109.4 from the August index of 109.3. 

Index figures were higher for kero- 
sine, distillate fuels, and natural gaso- 
line, while figures for crude oil, gaso- 
line, residuals, and lubricating oils 
were unchanged. Sharpest increase in 
September as compared with August 
was On natural gasoline, up 8.0%. 


September index figures in all petro- 
leum categories showed declines, how- 
ever, from September, 1953. Crude- 
and-products figure was down 7.1%, 
gasoline 11.6%, lubricating oils 
15.4%, and natural gasoline a whop- 
ping 21.9%. Smallest decline was in 
residual fuels, 0.4% 

The Bureau’s “All Commodities” 
index for September was down 0.9% 
from September, 1953. 


BLS figures, with petroleum indexes based on Platt’s Oilgram quotations, follow (1947-49 


equals 100): 


September* 
1954 
120.1 
109.4 
113.6 


Crude 

Crude and products 
Gasoline 

Kerosine 111.4 
Distillate fuels + 114.9 
Residual fuels 91.2 
Lubricating oils 69.7 
Natural gasoline 71.6 
All commodities 110.0 


(*)Preliminary. 


Change Change 
Sept. °54 
Sept. vs. vs. 
Aug. 1954 Sept. °53 
— 1.1 
— 71 
—11.6 


August September 
1954 1953 
120.1 121.2 
109.3 116.5 
113.6 125.2 
110.9 112.4 
114.4 118.1 
91.2 91.6 
69.7 85.1 
63.6 93.5 
110.5 110.9 
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CRUDE OIL Domestic—in $ per bbl. of 42 U. S. gals. at the well 
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Prices in fields east of California were ef- 
fective as of 7 a.m., June 15, 1953, except as 
noted. Prices are shown by states and by gen- 
eral areas in most states. Details of fields 
where each company posts and exceptions to 
gravity schedules as shown above will be fur- 
nished on request to NPN. Scattered fields on 
gravity schedule as well as fields for which 
flat prices are posted are shown in the Flat 
Price Section. 


GRAVITY SCHEDULES 
ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Crudes 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 
Schedule A: Continental, 


Phillips, Pure, Sin- 
clair, Texaco. 


KANSAS—AII fields 
Schedule A: Carter, 

nental, Gulf, Phillips, 

Stanolind, Texaco. 


Cities Service, 
Pure, Shell, 


Conti- 
Sinclair, 


LOUISIANA—Centra 
Catahoula Lake Ad Other Fields: 
Schedule N: 
Hemphill & Other ” Fields : 
Schedule 0: Esso, Gulf, Stanolind. 
Olla & Other Fields: 
Schedule P: Ark. Fuel, Esso. 


LOUISIAN A—Coastal 

Edgerly & Other Fields: 
Schedule F: ee 

Eunice & Other Fiel 

. Schedule E (24- so" gravity): Cities Service, 
un. 


LOUISIANA—East 
Delhi & Other Fields: 

Schedule N: Esso, Stanolind, Sun. 
Fairview & Other Fields: 

Schedule O: Esso. 


LOUISIAN A—North 
Athens-Pettit & Other Fields: 
Schedule M: Esso, Gulf. 
faddo, Homer & Other Fields: 
Schedule A: Ark. Fuel, Esso, Gulf, Magnolia, 
Stanolind. 


LOUTSIAN A—South 

Schedule P: Cities Service, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


a oe ey = & Other Fields 
edule Q: Esso, Gulf. 


MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTAN A—Sweet Crude 
Schedule A: Carter, Phillips, Ohio Oil, Stano- 
lind, Texaco. 


MONTANA—Sour Crude 
Schedule R: Carter, Continental, 


Ohio Oil, 
Stanolind. 


NEBRASKA—AIl fields 
Schedule A: Pure, Sinclair. 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


OKLAHOMA—AIll fields, except as noted below 

Schedule A: Carter, Cities Service, Continen- 
tal, Gulf, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Sun, Texaco. 


OKLAHOMA—Carter, Comanche, Cotton, Gar- 
vin, Jefferson, Marshall & Stephens Counties 
(8-1-54 except as noted) 
Schedule AA: Carter, 
nolia (7-28-54), Pure, 
54), Texaco ((8-5-54). 


Cities Service, Mag- 
Shell, Sinclair (7-24- 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American, Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 


Schedule B: Humble, Sinclair. 


TEXAS—Gaualf Coast 

Aldine & Other Fields: 

; - on P: Pan American, Phillips, Stano- 
in 

Anahuac & Other Fields: 

Schedule F: Cities Service, Gulf, Humble, 
Magnolia, Pan American, Phillips, Pure, Re- 
public, Shell, Sinclair, Sun, Texaco. 

reola & Other Fiel 

Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 

Creek & Other Low Cold Test Fields: 

Schedule E (24-30 Gravity): Humble, Pan 
American, Stanolind, Sun, Texaco. 


Hastings & Cad Fields 
Schedule (24-40 Gravity) : Atlantic, Gulf, 
Humble 1, American, Stanolind. 
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TEXAS—North, North Central 
Schedule A: Continental, Gulf, 


Magnolia, 
Sinclair, Stanolind, Texaco. 


TEXAS—Northeast 
(Asphalt Crudes) 
Cayuga & Other Fields: 

Schedule K: Pan American. 
Taleo & Other Fields: 


Schedule L: Humble, Texaco. 


TEX AS—Panhandle 
Schedule A: Gulf, Humble, Magnolia, 


Phil- 
lips, Texaco. 


TEXAS—Southwest 
Bianconia & Other Fields: 

Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 

Schedule H: Humble, Sun. 
Mirando & Other Crudes: 

Schedule G (24-29 Gravity): 
nolia, Sinclair, Sun, Texaco. 
Refugio & Other Crudes: 

Schedule G (20-40 Gravity): Atlantic, Cities 
, tgs Humble, Phillips, Republic, Sinclair, 
Sun. 


Humble, Mag- 


TEXAS—West Central 
Schedule A: Humble, Magnolia, 


Stanolind, 
Texaco. 


TEXAS—West Texas Sw 

Schedule A: Atlantic, 
Humble, Magnolia, Phillips, Pure, Shell, 
clair, Stanolind, Texaco. 


eet 
Cities Service, Gulf, 


Sin- 


TEXAS—West Texas Intermediate 

Schedule D: Atlantic, Cities Service, 
Humble, Magnolia, Phillips, Pure, Shell, 
clair, Stanolind, Texaco. 


Gulf, 
Sin- 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, 
Humble, Magnolia, Ohio Oil, Phillips, 
Shell, Sinclair, Stanolind, Texaco. 


Gulf, 
Pure, 


WYOMING—Sweet Crude 
Schedule A: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind. 
WYOMING—Soar Crude 
Schedule R: Carter, Continental, Ohio Oi), 
Pure, Sinclair, Stanolind. 


FLAT PRICES 
(Listings also include some fields on gravity 
schedul 


jules) 
AREANGAS 
L e d te (Esso) 


(Esso) 
Smackover q ack Fuel, Gulf) 











prices CRUDE OL  vomesticin § por ot. of 42 U. S. gals. at the well 


ILLINOIS MICHIGAN PENNSYLVANIA—Penn. Grade 


Eastern Illinois (Ohio Oil, 10-23-54) Schedule P Only lowest and highest postings of each com- Alleghany, N. Y. (Sinclair, 5-20-54) 
Illinois Basin (Ashland, 7-9-54; pany are shown below; other postings may be Bradford, Pa. (Tide Water, 5-17-54) 
Gulf, 10-16-f4) + je Sins obtained on request to NPN. Bradford, Pa. (Seep, 9-1-54) 
Illinois Basin (Cities ‘Service, ’ Conti- Bay Pipe Line 10-16-54): Eureka, W. Va. (Seep, 9-1-54) 
nental, Magnolia, Pure, Shell, Texaco) 3. Elmwood ; . $2.50 Middle Penn. (Seep, 9-1-54) ay 
Illinois Basin (Ohio Oil, 10- anes was 9 Lake George, Steny Lake = 2.98 Southwest Penn. (Seep, 5-20-54) . 
Loudon Pool pS new ot ‘ . Leonard Pipe Line (6-1-54): Zanesville, Ohio (Ashland, 5-20- 54) 
Mattoon Pool (Carte uoh as . Clare City i 
Plymouth (Ohio On 10-23- 54) :: oe Fork & other fields tsa ae TEXAS 
Pure: Agua Dulce (Republic) 
INDIANA Adams & Deep River (6-1-54) 2.80 Atlee (Republic) ... 
Western Indiana (Ohio Oil, 10-23-54) Coldwater & other fields (6-15-1953) 3.10 Benedum Condensate (Shell) .. oe 
Schedule P Simrall : Cayuga Condensate (Pan American) 
Grant (5-29-54) . 248 Chapel Hill: 
KENTUCKY Barryton-Sun Denslow (10- 16-54) 3.06 Gondenete Spctates x 
de inclair 
Butler Co. Area (Owenare-tattent, cuniens "Tinie 6 above .. Schedule’ 
ow, ~12-54) oees ee Clay Creek (Sun) ‘ : 
Seng eh mr ey Paster Genre, aemie Sie eae 
Somerset Grade (Ashland, 7-9-54) Se — oa (Hamble, Ssgnol, eS eee 
LOUISIANA Central Miss. Condensate: poms g Hamble) 5¢ below Schedule & 
Fayette (Esso) ome 3.10 Gear -Paluxy (Pan American) 
Gwinville (Esso) r 3.00 ball (Humble, Magnolia, “Stanolind) 3.13 
Pickens crude (Carter) ...... Schedule D Van (Humble, Pure) 2.78 
Willamar (Pan American) 


po pono re 
svoo 
332s 


Bayou Pigeon (Republic) 

Bear (Continental) .. 

Bivens (Atlantic) 

Creole (Pure) 

Haynesville-Smackover Lime: 
Condensate Ark. fred. - al é 
Crude (Ark. Fuel, Gulf) 

Neale (Atlantic) 

North Louisiana Condensate: 
Cotton Valley (Esso) 
Gloyd (Esso) 

South Louisiana Condensate (Esso) 

Sweet Lake (Pure) 

Urania (Ark. Fuel) 

Ville Platte (Continental) 


WYOMING 
MONTANA 

Beaver Creek (Stanolind) . ... Schedule 2 
Get Death, Bsatinentes) : - = Big Sand Draw Condensate (Sinclair) .. 2.9 
ad ad ) : Sched Ra Byron (Ohio Oil, Stanolind) 
EE RE: oer yess ncs 5 Se Garland (Ohio Oil, Stanolind) 
Hidden Dome (Ohio Oil) hs 
OHIO North Sand Draw (Sinclair) 

Oregon Basin (Ohio Oil, stamaead, Tex. 
Cleveland & other fields (S.O. Ohio) 2.7 aco) ; 1.65 
Corning (Seep, 6-16-53) . & Riverton Dome (Stanolind) ...... Schedule D 
Lima (8.0. Ohio) ¥ ca Wertz (Sinclair) .....Sehedule C 








gonoroce nage geroce pe gegere 
conwRnmeoo oeco ooowe 
aceano ono Kona 





CALIFORNIA 
S. O. California prices effective Sept. 1, 1954. All gravities above those quoted take highest price offered for the field specified. 
SCHEDULE 1 3 7 SCHEDULE 10 11 12 4 15 
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Schedule 
Elwood. ae Oxnard. isabee Signal Hill (Long Beach). te 
Gato Ridge....... Mission 2 Pleasant Valley......... Tejon Hills... . 


Greeley 
Guijarral fitiis. |< 22<2<* 1 Pool a a. 


pears | Beach awed Wasco. 
Richfield... . West Cat ‘ Canyon—Los 
Inglewood. . re Pool) 21 iehen. 


Rosedale....... 
; ™ : Rosedale Ranch. 3! West Cat c anyon (Bte- . 
East Coyote........ és ENS «03 cubs 0 cas 1 d Mountain. quoc Zone)... 
n. 4 Ries ens Newport-Anaheim Sugar — Fe Seana West Coyote. . 
Elk Hills (Shallow). ¢ mae 


Elk Hills evens Zz one). ; at Newport—Other Than Santa Maria Valley 
El Segundo. . ~ McKittrick. ... Anaheim Sugar Area... 7 Seal Beach... 
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CRUDE OIL Foreign—in $ per bbl. of 42 U. 8. gals., except as noted. 


Venezuelan Crude Prices 


Prices are of Creole Petroleum Corp. for sale and/or purchase of cargo-lot quantities FOB deep- 
water terminals at ports named, and are subject to crude availability and company’s requirements ; 
2c per bbl. differential per degree of gravity applies for gravities below and above those shown, 
except for Lagunillas Heavy for which price shown applies regardless of gravity. Price applicable 
for each cargo is that in effect at time vessel tenders for loading. For purchases made in fields, 
prices shown are basis for such purchases with deductions being made for terminaling and pipe 


line services in accordance with published tariffs. Purc 


Creole not subject to contracts with 


hases 
Venezuelan government are made at prices established by schedule shown below less le per bbl 


Crude Gravity API 
Bachaquero ... i 
Tia Juana Heavy 19-19.9 
Lagunillas Heavy 
Tia Juana Medium 
Tia Juana 102 L.P. 
Tia Juana Light 
ara 
Cumarebo 
San Joaquin .. 
Oficina 
Mulata . 
Josepin 
Quiriquire 
Temblador 
Pedernales 


Middle East Crude Prices 


Price (Bbl.) 


bt ONO £O FS NO Go 08 00 FO POO ™ BOP 
Severance 
=SAaMmONASH 2 


FOB 
La Piedras or Amuay 
Amuay 
Las Piedras or Amuay 
Amuay 
Amuay 
Amuay 
Las Piedras or Amuay 
Tucupido 
Puerto La Cruz 


Effective Date 
6-23-53 
6-23-53 
1- 1-54 


ito 
Capure (Pedernales) 1- 1-54 


Prices are per bbl. of 42 U.S. gals., exclusive of local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for gravities shown; 2c per bbl. differentials per 
degree of gravity applies for gravities below and above those shown. 


Persian Gulf 


Crude 


Arabian 
Arabian 


Company 

Esso Export 

M. E. Crude Sales 

Arabian Soc.-Vac. Overseas Supply 
Basrah Esso Export 

Iraq Anglo-Iranian 

Iraq Shell Petroleum 

Iraq Soc.-Vac. Overseas Supply 
Kuwait Anglo-Iranian 

Kuwait Gulf Exploration 

Qatar Anglo-Iranian 

Qatar Esso Export 

Qatar Shell Petroleum 

Qatar Soc.-Vac. Overseas Supply 


Gravity 
36-36.9 
34-34.9 


39-39.9 


Loading Port 

Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 
Fao, Iraq 

Fao, Iraq 

Fao, Iraq 

Fao, Iraq 
Mina-al-Ahmadi, Kuwait 
Mina-al-Ahmadi, Kuwait 
Umm Said, Qatar 

Umm Said, Qatar 

Umm Said, Qatar 

Umm Said, Qatar 


Effective Date 
7-27-53 
7-21-53 
7-24-53 
7-27-53 
7-16-53 
7-20-53 
7-24-53 
7-16-53 
7-16-53 
7-16-53 
7-17-53 
7-20-58 
7-24-53 


Eastern Mediterranean 


Arabian Esso Export 
Arabian M. E. Crude Sales 
Arabian Soc.-Vac. Overseas Supply 
Iraq Anglo-Iranian 

Iraq Esso Export 

Iraq Shell Petroleum 

Iraq Soc.-Vac. Overseas Supply 


Sidon, Lebanon 
Sidon, Lebanon 
Sidon, Lebanon 
Tripoli, Lebanon/Banias, 
Tripoli, Lebanon/Banias, 
Tripoli, Lebanon/Banias, 
Tripoli, Lebanon/Banias, 


7-17-53 
7-21-53 
7-24-53 
7-16-53 
7-17-53 
7-20-53 
7-24-53 


Canadian Fields 


(Postings of Imperial Oil Ltd. Prices are in 
Canadian dollars per bbl. of 35 Imp. gals. 
effective Oct. 15, 1954, except as noted) 
Acheson/Stony Plain D-2, D-3 
Acheson/Stony Plain L.C. 2.485 
Armisie L.C. 2.605 
Big Valley D-2, D-3 2.28 
Bothwell (5-1-52) 3.205 
Daly, Mississippian 61 
Duhamel D-2, D-3 

Excelsior D-2 

Fenn D-2, D-3 

Glenco (5-1-52) 

Golden Spike D-2, D-3 
Joarcam-North 
Joarcam-South 
Leduc-Woodbend D-2, D-3 
Malmo D-3, L.C. 

Malmo D-3 

New Norway D-2 

New Norway D-3 

North Big Valley D-2, D-3 .. 
Oil Springs (5-1-52) 225 
Petrolia (5-1-52) 405 
Redwater D-3 .. oe 2.555 


$2.605 


onw nw ww 


eS Po po 


51 
60 
42 


29 
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Turner Valley Crude: Prices FOB producers 
tankage, begin with 33-33.9 gravity at $2.735 
with 2¢ differential per degree of gravity to 
64 & over at $3.355. 


Far East Crude Prices 


Prices are in U. 8S. dollars per bbl. of 42 
U. S. gals., ex local port or other government 
charges, for crude within gravity range stated, 
loaded in full cargo lots, FOB port indicated. 
Crude os Seria Light 
Company Sarawak Oilfields Ltd 
Gravity API 87-38 
Price . -$2.60 
FOB ..Lutong, Sarawak 
Effective Date 4-1-54 





Gasoline Prices for 50 U.S. Cities 


Following are averages of prices for regular-grade (house- 
brand) gasoline, and taxes, in 50 representative U.S. cities 
on Oct. 1 as reported by The Texas Co. to API. Figures 
in ¢ per gal.; (+-) and (—) indicate increase or decrease as 
compared with Sept. 1. 


Posted 
Dealer 
t/w price 
(ex tax) 
16.20 
15.70 
16.50 
16.90 
—13.90 
—13.90 
—13.40 
16.50 
15.80 
15.50 
15.30 
15.70 
15.40 
15.90 
16.30 
15.10 
16.20 
15.10 
16.60 
16.10 
16.40 
16.00 
15.70 
—16.40 
15.60 
17.00 
16.30 
16.80 


Service 
Station 
(ex tax) 
nl. 32 
—20.90 
—20.90 
22.70 
17.90 
~17.90 
16.90 
23.30 
23.50 
-16.90 
19.90 
22.50 
21.80 
1.21.70 
23.90 
20.90 
22.90 
21.50 
22.80 
21.10 
22.30 
22.90 
—20.70 
20.90 
19.90 
22.40 
22.01 
22.73 


Average U.S. 
Portland, Me. 
Manchester, N.H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R.1. 
Hartford, Conn. 
Buffalo, N.Y. 
New York, N.Y. 
Newark, N. J 
Philadelphia, Pa. 
Dover, Del. 
Baltimore, Md. 
Washington, D.C. 
Charleston, W.Va. 
Norfolk, Va. 
Charlotte, N.C. 
Charleston, S.C. 
Atlanta, Ga. 
Jacksonville, Fla. 
Birmingham, Ala. 
Vicksburg, Miss. 
Memphis, Tenn. 
Lexington, Ky. 
Youngstown, Ohio 
South Bend, Ind. 
Chicago, Ill. 
Detroit, Mich. 


Milwaukee, Wisc. 
Twin Cities, Minn. 
Fargo, N.D. 
Huron, S.D. 
Omaha, Neb. 
Des Moines, lowa 
St. Louis, Mo. 
Wichita, Kans. 
Tulsa, Okla. 
Gasoline Little Rock, Ark. 
Tax Service New Orleans, La. 
(incl. 2¢ Station Houston, Tex. 
federal (incl. tax) Albuquerque, N.M. 
7.50 —28.82 Denver, Colo. 
8.00 —28.90 Casper, Wyo. 
7.00 —27.90 Butte, Mont. 
7.00 29.70 Boise, Idaho 
7.00 —24.90 
—23.90 
—22.90 
29.30 
29.50 
—22.90 
26.90 
29.50 
29.80 


Reno, Nev. 
Phoenix, Ariz. 


Portland, Ore. 
Spokane, Wash. 


Salt Lake City, Utah 


San Francisco, Calif. 


(*) Includes 1¢ city tax. 


17.30 
16.30 : 
—16.70 7.00 
—16.80 7.00 
16.00 20. 8.00 
15.90 7.00 
15.70 i 6.00 . 
15.00 umm jk 7.00 
14.90 8.50 
16.50 23. 8.50 
15.00 9.00 
14.70 6.00 
16.90 8.50 
15.80 8.00 
16.70 8.00 
19.20 - 8.00 
18.60 24.5 8.00 
16.90 7.00 
18.60 . 7.50 
18.80 23. 7.00 
16.10 , 8.00 
16.60 . 8.00 
18.80 8.50 


(**) Includes 0.5¢ city tax. 


6.00 
7.00 


28.90 
28.90 
—29.20 
—29.20 
28.90 
28.40 
18.90 
20.90 
4-21.90 
31.50 
29.80 
26.00 
**31.00 
29.00 
*32.00 
33.50 
32.50 
29.90 
32.10 
30.80 
29.70 
29.60 
33.30 





4-29.70 
30.90 
28.90 
31.90 
30.50 
30.80 
30.10 

*31.30 
31.90 

—29.70 

—29.90 
26.90 
28.40 
29.01 
29.23 


Oct. 15 
Month Ago 
Year Ago 





NPN Gasoline Index 


Dealer index is an average of dealer tank wagon prices 
ex tax in SO cities. 

Tank car index is weighted average of following whole- 
sale markets for regular-grade gasoline, FOB refineries or 
terminals: Okla.; Midwest; W. Penna.; Calif.; N. Y. Har- 
bor; Philadelphia; Jacksonville; Boston and Gulf Coast. 


Dealer T.W. Tank Car 
(cents per gal.) 
15.98 12.13 
16.20 12.15 
16.48 12.70 
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plain talk about 
additives 
and today’s motor oils! 


We all know that additives perform many 
useful functions. That's why they are being 
used so widely in today’s Pennsylvania 
Motor Oils. But there is one vital fact about 
additives that many people tend to forget, 
and we want to talk plainly about it. » » » 


It is a credit to the oil 

industry that it has been 

able to keep pace with 
the demands of car manufacturers. Oils 
have been developed for effectively lubri- 
cating today’s high compression, high speed 
motors with their ever closer tolerances. 


Additives have been very helpful in the 
development of these motor oils. 


But this one fact should be remembered: 
ADDITIVES, IN THEMSELVES, DO NOT LUBRICATE. 
They can be added to any oil. 

To very good oil. 

To very poor oil. 

The quality of the basic oil is what deter- 
mines the kind of lubrication a motor gets. 





That's why we are telling millions of car 
owners in our national advertising this year: 


Today's BEST oils 
start with 
Nature’s BEST crude 


This plain truth—that you can’t start with 
an inferior crude and build a superior oil 
— will be understood quickly by all your 
customers. 


That is why it is more important than ever 
for you to stock and 

sell a brand of Penn- 

sylvania Motor Oil. PENNSYLV: 

And you'll get more CS ae 
profit, too! 


. Oil ass ca 
an 





Corvenga’ 1022 0.5 A OT PERMST. VAmMA GRADE CONBI On ASIOCMT IOS 
‘TRAD MAME RERISTERED OS PRIENT OFFICE 


We are telling the plain truth about today’s motor oils to the millions of motorists who read 
Saturday Evening Post, Collier's, Time, Newsweek, Holiday, Country Gentleman, Progressive Farmer and Successful Farming. 


PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION - Oil City, Pennsylvania 
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Robineau 


Mulloy 


IN CONFERENCE with M. H. Robineau, president of Frontier Oil Refinery Co., is Gardnar 
Mulloy, U.S. tennis star and now administrative assistant to Robineay 


Tennis Star Becomes an Oil Man 


Gardnar Mulloy, nationally known 
tennis star, has joined one of his for- 
mer doubles partners, M. H. Robineau, 
president of Frontier Oil Refinery Co., 
of Denver, in the oil business. Mulloy, 
41, a senior member of the Miami law 
firm of Pallot, Silver and Mulloy, has 
been named administrative assistant to 
Robineau. 

Both Robineau and Mulloy are 
members of the United States Lawn 
Tennis Assn. executive committee and 
are long-time friends. As a doubles 
team, they won many honors in com- 
petition in several states. 

Mulloy, who has been ranked 
among the first 10 stars of U.S. tennis 
since 1938 (except for the war years), 
was ranked first in 1943. Teamed 
with Billy Talbert, Mulloy won four 
U.S. doubles titles. A veteran of 
seven U.S. Davis Cup teams, Mulloy 
was a member of the team that won 
the cup from Australia in 1946. He 
is also co-publisher of Tennis World, 
a magazine published in New York. 

A graduate of the University of 
Miami Law School in Florida, he 
took an active part in all sports at 
college and captained the tennis team. 

During World War Il, Mulloy, 


OLD FRIENDS on the tennis court. Mulloy 
and Robineau, former d bi 
tion that played in many competitions, 
are shown on the courts at Forest Hills 
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serving as a lieutenant commander in 
the U.S. Navy, commanded a 5,000- 
ton LST in five amphibious landings 
in the Mediterranean — at Sicily, 
Salerno, Anzio, Elba, and Southern 
France. 


Continental Oil 
Co. has named J. 
L. McCulley as 
manager of the 
Spokane, Wash., 
marketing  divi- 
sion, promoting 
him from the 
assistant division 
managership. 

The new divi- 
sion manager 
started with 
Conoco in 1941 as a trainee at a ser- 
vice station in Bozeman, Mont. In 
1942, he was promoted to district 
superintendent at Bozeman and later 
the same year, he was transferred to 
Spokane in the same capacity. After 
a period (1943-1946) in the armed 
service, he returned as district sales 
representative. 

In 1951, McCulley was named 
assistant division manager at Butte, 
Mont., a post he held until last fall 
when he was assigned to Spokane. 

A native of Bozeman, McCulley is 
a graduate of Montana State Normal 

a 


J. L. McCulley 


V. F. Nightin- 
gale has been ap- 
pointed retail 
manager of Shell’s 
Baltimore __ divi- 
sion. Nightingale 
was formerly To- 
ledo district man- 
ager and before 
that was district 
sales supervisor in 
the Chicago divi- 
sion. 

Succeeding Nightingale at Toledo is 
F. W. McGinnis, formerly district 
manager at Utica, New York. 

© 

Wayne C. Hinckley, owner of 
Wayne C. Hinckley, Inc., Tide Water 
Associated distributor in Reno, Nev., 
and Truckee, Calif., says his firm has 
added new TBA lines and is looking 
for more. He tries, says Hinckley, to 
keep his offices and equipment 
“spruced up.” In the future, the firm 
plans to continue advertising and 
“hustling” new business, he says. 

Hinckley’s son, Ward W. Hinckley, 
25, will become secretary of the com- 
pany on Jan. 1, 1955. Young Hinckley 
is a graduate of University of Nevada 
and has been with the company since 
1953. 


V. F. Nightingale 
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QUALITY SUSPENSIONS 


Unique, proven design com- 
bines long life, low mainten- 
ance, light weight. Rubber- 
bushed spring seats, yoke head. 











LIGHTWEIGHT TANDEM SUSPENSIONS 


for Semi-trailers 


SINGLE 
AXLE 
SUSPENSIONS 


for Semi-trailers 





ee) eee 





Air Ride TANDEM SUSPENSIONS 


for Semi-trailers 


Air Ride 
SINGLE 
AXLE 


SUSPENSIONS 
for Semi-trailers 4) 





For further information call or write 


THE TRUCKTOR CORPORATION 


Dept. NPN, Route 22, Mountainside, N. J. 





| 
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Pollak Edmonston Tonga Wiegman Jenkins Blackburn 


FESTIVE CARNIVAL atmosphere was setting of party staged for oilmen following 
identification sign clinic staged by Plasti-Line, Inc., Knoxville, Tenn. sign-makers. 
Center of attraction, Tonga the chimpanzee, shakes hands with B. N. Pollak, adver- 
tising manager, Richfield Oil Corp., New York, while C. W. Blackburn, technical 
consultant, Phillips Petroleum, Tulsa, gives the monk a friendly pat. Looking on are 
B. L. Edmonston, real estate manager, Sherwood Bros., Baltimore; J. A. Wiegman, 
marketing department, Fleet-Wing Corp., Cleveland; and C. H. Jenkins, assistant 
advertising manager, Pure Oil, Chicago 





Russell Gillem Niles Mes. Niles Popkin 


EVERYBODY WON PRIZES at carnival on host's grounds, a fun break in sign clinic 
program staged by Plasti-Line sign-makers at Knoxville. Taking aim at dart booth 
is C. B. Popkin, coordinator of marketing construction, design and layout, Continental 
Oil, Houston, in charge of company’s identification sign program. Onlookers are 
John H. Russell, salesman, Pan-Am Southern, Knoxville; Robert P. Gillem, assistant 
Tennessee division manager, Pan-Am Southern, Nashville; Robert A. Niles, manager, 
construction and engineering department of sales department, Indiana Standard, 
Chicago, and Mrs. Niles 
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It’s seldom that 
an oil jobber has 
time to go in for 
politics — espe- 
cially to the ex- 
tent of being gov- 
ernor of his home 
state. One of 
those exceptions 
is Raymond 
Gary, the Demo- 





B. Gay cratic Party’s gov- 
ernor-designate in 

Oklahoma. 
Ray Gary, 45-year-old jobber- 


politician, is president of the Sooner 
Oil Co., Inc., operating from Madill, 
a small town in the southern part of 
the state. Gary distributes oil products 
and LP-gas. 

A successful oil man, Gary admits 
that he “got into the oil business by 
accident.” 

Gary, a member of the State 
Senate since 1942 and acting president 
of that body since last year, was 
the Democratic candidate for the 
governor’s chair in the general election 
Nov. 2. 

Won Run-off—He was the people’s 
choice all along. Out of a field of 16 
candidates to succeed Democratic 
Governor Johnton Murray, incumbent, 
Gary came in second in the Demo- 
cratic primaries, and then beat out the 
top man in the field in a special run- 
off election. 

He has been active in politics since 
he was elected superintendent of 
schools in Marshall County in 1932, a 
post he held for four years. 

It was in 1932 that he and other 
interests, including U.S. Senator 
Robert S. Kerr, well-to-do oil and gas 
magnate, purchased the Commercial 
Oil Co. in Madill. Three years later, 
Sen. Gary bought out the other in- 
terests. 

Now chief officer of the Sooner Oil 
Co., Sen. Gary has his brother Joe, 
eight years his junior, as vice president 
who is “looking after the business 
while I am campaigning.” And his 
brother, says the senator, takes a very 
active part in business. 

Before getting into the oil jobbing 
end of the industry, Sen. Gary 
operated a stationery and book supply 
business in Madill, selling that out to 
enter the furniture-making business. 
It was after he sold this business and 


Oil Jobber Runs for Governor 


operates in 13 counties in Oklahoma 
and in three Texas counties, selling 
gasoline. It owns and operates three 
service stations and leases 34 others to 
dealers. It markets Sooner-brand gaso- 
line in the Oklahoma part of its selling 
area and sells Saveway-brand gasoline 
in the Texas counties. 

In two other counties in Oklahoma 
— Bryan and Atoka— Sooner is a 
Magnolia Petroleum Co. jobber, han- 
dling Mobil oil products. 







@ Unlimited air handling 
capacity 
@ Higher suction lift 


@ Higher efficiency—up 
to 10% greater 


@ Positive priming 


@ Few wearing parts — 
low maintenance 


—V 


IK. 
Ne 6 


POSITIVE 





Gilbarco Roto-Prime pumps are truly 
versatile—for tank truck, transport. 
bulk plant work and other pumping 
jobs. Positive an automatic self-prim- 


Sooner is also a jobber for Penn- 
zoil, Quaker State, Conoco and Texaco 
oils and greases in the area that it 
serves for Magnolia. 

As for competition, Gary says two 
or three majors and an equal number 
of Independents “make things com- 
petitive” for Sooner Oil Co. 

LP-Gas, Too—lts LP-gas business 
serves Madill and Durant, where it has 
a 25,000-gal. storage tank. Two re- 
fineries in the Durant area—Universal 





and Warner—supply the LP-gas. And 
a fleet of five trucks keep rolling most 
of the time. 


wie . | 


PRIMING for VERSATILE SERVICE 


Write for catalog and full information 






ing permits multiple-service use in 
was enjoying life as a cattle rancher on stripping, transferring and loading. Gilbert & Barker 


his 430-acre spread between Madill Available in capacities ranging from Mtg. Co. 

and Kingston, that the chance came 50 to 1,400 GPM and powered by elec- a Springfield, 

to buy up Commercial Oil. tric motor, gasoline engine, V-belt. ese 
Private—Brander—Sooner Oil now | chain hydraulic or similar drives. Canada 
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Gilbert B. Dickey, Jr., president of 
the American Oil Co., of Nashville, 
Tenn., is the new president of the 
Tennessee Oil Men’s Assn., being tive board of the South Street Com- 
elected at the association’s fall conven- munity Center. 
tion in Memphis. * 


Dickey, who is 32, is the youngest H. Leonard Allen, Continental Oil 
man ever chosen to head the associ- Co. commission agent in Houston and 
ation. A graduate of Vanderbilt Uni- new president of the Petroleum 
versity and Cumberland University Marketers Assn. of Texas, is one of 
Law School, Mr. Dickey, vice presi- the largest consignees in the nation. 
dent of his company since 1948, be- His gross sales last year totalled { 
came president in 1950. He succeeded over $3,870,000. 
his father, G. B. Dickey, Sr., upon the Allen is 54 years old, and has been 
latter’s death. in the oil business since 1918, when 

American Oil is a Shell distributor he went to work as time keeper for ) 
in the Nashville area. It began business Standard Oil Co. of Louisiana. 
in 1937 doing a gross of 960,000 gal. He became a Conoco agent in 
annually, and now ranks as one of the Houston in 1933, and today owns 29 
largest oil jobbers in the state. As service stations, plus supplying all 
president, Dickey supervises the opera- Continental stations in Houston. 
tions of its 55 service stations in the Last year, he spearheaded PMA’s 
Nashville area. Dickey is also presi- = drive to get the American Petroleum 
dent and owner of the American Tire Institute to set up a committee to 
and Recapping Co., handling the dis- study consignee problems, similar to 
tributorship for Goodyear tires and the jobber advisory sub-committee. 
selling TBA to American Oil Co. PMA members said they picked 
stations. Allen to lead them this coming year 

Dickey is a member of the Young in their drive to obtain better under- 
Presidents’ Organization of America, standing and working relations with 
past commander of American Legion their suppliers. 


Post 45, Nashville; belongs to the Elks 
Club; is on the board of directors of 
the Nashville Kiwanis, and the execu- 





G. B. DICKEY, Jr. 


PROTECT the epee | 
PUMP 
ISLAND 








Registered Serving Industry 


Professional Engineer Since 1947 
| in Wisconsin 


| To all Buyers of Petroleum Products— 


RE: OILS 
FUEL, LUBRICATING, DIESEL, VEGETABLE, KEROSENE, GASOLINE 


We are equipped to evaluate the above oils , *.. following and 


We Maintain A 
Well Equipped 
Laboratory 










other standard methods at reasonable prices as lows: 
1. BTU: Using Parr Bomb Calorimeter 
ASTM D240-39 $15.00 
2. SULPHUR: Gravametric 
ASTM D129-49 —s ae $10.00 
3. VISCOSITY: Saybolt Viscosimeter 
ASTM D88-44 .. . At One Temperature $ 5.00 i 
STOP ‘ At Two Temperatures $ 8.00 
4. GRAVITY: Westphal Balance or Hydrometer 
TIRE SCUFFING ASTM D287-39 $ 5.00 
5. FLASH POINT: (Pensky-Martins Closed Tester) 
with the rolled-top edge oa os stewie $10.00 ‘ 
ASTM D482-46 $ 8.00 
7. CARBON RESIDUE: CONRADSON 
s ot FFY ASTM D189-46 $10.00 
8. CLOUD AND POUR POINT 
ASTM D97-47 $10.00 





NOTES: 
1. A $5.00 credit allowed on each sample for which test costs a total 
of $35.00 or more. Also a further 10% discount on groups of 4 or 


more samples submitted at the same time. 
Tires of heavy trucks won’t chip and scar island edges. This Above prices are for samples delivered at the laboratory, express 
form is constructed so that concrete fill settles around Tee lugs 2 gnoek. \ § \ ; 
welded to inside making it impossible for form to lose shape. - Size of sample — preferable one quart. Labels should give name 


A one-inch steel tube running through the island form takes care and address of sender, date and tests desired, 


of rubber hose used as a driveway alarm signal. This removes W. J COTTON LABORATORIES 


hazard caused by draping hose over pump island. 
3530 WEST FAIRMOUNT AVENUE 


Newberry Equipment Co., Inc. 
P. O. BOX 293, MEMPHIS, TENN. 
EQUIPMENT JOBBERS WRITE FOR PROPOSITION 











MILWAUKEE 9, WISCONSIN 
PHONE: Hilitop 2-3405 


CONSULTING CHEMISTS & CHEMICAL ENGINEERS 
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L. R. KAMPERMAN 


ba 


All four top officials of Leonard 
Refineries, Alma, Mich., belong to a 
total of 46 industry committees and 
36 community or civic projects and 
still find time to attend to company 
business. But the most active of the 
group is L. R. Kamperman, vice presi- 
dent and general sales manager. 

He belongs to 16 industry and 10 
community groups. And he has the 
blessing of Reid Brazell, Leonard 
president, to continue such activities. 
Brazell says these industry activities 
pay big dividends because active par- 
ticipation keeps the company, an inde- 
pendent with limited research facilities, 
right on top of new developments and 
in the competitive picture with the 
largest supplier in the area. And being 
a small company, Leonard is some- 
times in a position to act faster than 
competitors, beating them to the 
punch. 

In September, a typical month for 
Kamperman, he was on the go most 
of the time, making 14 plane trips, 
most of them for committee business. 
Out of 30 days, he spent 6 days and 
12 nights at home. In the time left 
over, he transacted company business 
at his office. 

As for Brazell, he belongs to 15 
industry and 10 community groups. 
Other officers active outside of com- 
pany affairs are John S. Pfarr, vice 
president and manager of manufactur- 
ing, who belongs to 10 industry and 10 
civic organizations; and Robert L. 
Anthony, secretary and treasurer, who 
is active on 5 industry and .6 civic 
groups. 

To enable its officers to attend to 
all this extra-curricular activity, 
Leonard has a two-plane fleet that is 
almost constantly on the go. 
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Reorganization 
of American Oil 
Co.’s_ marketing 
department finds 
H. E. Jackson, 
former sales man- 
ager for the New 
York and New 
Jersey sales divi- 
sions, in the newly 
created post of 
assistant general 
manager of sales. 





y 


H. E. Jsckson 


Marketing activities from Maine to 
Florida will be directed by Thomas 
A. Aldridge, vice president and 
general manager of sales; John J. Leu, 
sales operations vice president; and M. 
L. Schwartz, sales vice president. 

Reorganization also combined 
Amoco’s five sales regions into four, 
with the regional managers being L. F. 
Pierce, northern region; James N. 
Carney, north central; W. A. O'Day, 
south central; and W. C. Fowler, 
southern region. 








What's New? 


THE RUTLEDGE ALL-ALUMINUM 
FLUORESCENT ISLAND LICHT 








Il 


Model # 4806 A 


THE FLUORESCENT ISLAND LIGHT WITH THE 
LONG-LIFE FINISH NON-CRACKING NON-CHIPPING 


You will be surprised at the 
High Quality and the Price. 


RUTLEDGE EQUIPMENT CO. 


334 BLV’D OF ALLIES 


Model + 9606 A 


Advantages: 
Lighter Weight 
Easier to install 
Elimination of Rust 


Low Temperature Ballasts 


PITTSBURGH 22, PENNA. 
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With NEW Dispersant FO 


Sell a better 
Furnace Oil 


Eliminate 
“water” problem 


4 
t 


! 
: 
Improve refinery ~ | 


balance by using more 
cat-:cracked fuel stocks ; 


Dispersant FO is a new gum-dispersing, rust-inhibit- 
ing additive that greatly reduces, even eliminates, 
deposits and screen clogging in home heating units 
and storage tanks. Your | product with FO will offer 
dealers many competitive advantages and greatly 
reduce their number of costly service calls due to 
clogged filter screens and nozzles. 


“Wet fuel” is always the big problem for the distri- 
butor, dealer and home mathe active ingredient in 
FO is an entirely new chemical, develope od especially 
for use in furnace oils. NEW DISPERSANT FO 
DOES NOT EMULSIFY WATER WITH BURNER 
OIL. It will settle the water out of burner oils in 
short order to provide a “dry” fuel. 


Furnace oil with FO has exe eptional rust-proofing 
properties. Stee -| and iron surfaces in contact with the 
oil and the water layer are made corrosion resistant. 


For complete product data and samples, 
write or phone the nearest Oronite office. 


ORONITE CHEMICAL COMPANY 


200 Bush St., San Francisco 20, Calif. « 714 W. Olympic Bivd., Los Angeles 15, Calif. 
30 Rockefeller Plaza, New York 20,N.Y.+ 20 North Wacker Drive, Chicago 6, Ill. 
Mercantile Securities Building, Dallas 1, Texas 
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This new additive improves stability and permits 
the blending of higher percentages of cat-cracked 
stocks without additional gum formation. It im- 
proves refinery balance, and you can cut costs by 
reducing the severity of acid treating of your cat- 
cracked heating stocks. 

The stabilizing action and rust-inhibiting quality 
of Dispersant FO are obtained at very low dosages. 
Usually added in the ratio of 1 pint per 1000 gallons 
of oil stock, at any temperature, prior to shipment 
by tanker, pipe line or truck. 


, 


COMPANY 


NATIONAL PETROLEUM NEWS + November, 1954 





Y 


-——$ § about oil people 


Spencer Cross Baggs, of Ogden, 
Utah, the new president of the Inter- 
mountain Oil Jobbers Assn., is count- 
ing heavily on a membership drive so 
that the association will be better able 
to tackle what he terms the “major 
problem in our area”—competition 
offered by larger “integrated sup- 
pliers.” 

These suppliers, says Baggs, sell to 


MODEL 500-A Truck tanks 
by Progress are custom built 


to meet your specifications. 
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commercial and other consumer 
accounts at prices below those charged 
to jobbers in the area. Baggs is “par- 
ticularly concerned” about the sales 
these suppliers make to government 
agencies. Baggs says that the associa- 
tion also will continue its opposition to 
the farm-user tax refund in Utah, and 
will study ways jobbers can cut costs 
through better employe-dealer educa- 
tion. 

Baggs, 34-year-old vice president of 
Wasatch Northern Oil Co. of Ogden, 
has been active in the industry since 
1938, when in partnership with his 
father, he opened his first retail service 
station in Ogden. Until 1947, the firm 
distributed Wasatch brand products. 

Since then, it has handled Phillips 
Petroleum products, becoming a big- 
volume distributor in four northern 
counties in the state. The firm markets 
gasoline, fuel oil, lubes, greases and a 
full TBA line through 47 outlets. The 
company sponsors broadcasts of Utah 
State Agricultural College football 
games. 

A native of Ogden, Baggs attended 
Weber College there and later studied 
civil engineering at Kansas State Col- 
lege. He is a member of the roads 
committee of Ogden Chamber of Com- 


Utah Petroleum In- 
dustries Committee. He is active in 
Community Chest and Red Cross 
campaigns and is a member of the 
Ogden Golf and Country Club. 

Married to the former Mae Ritchie, 
Baggs is the father of four children 
Carol Mae, 13; Ritchie, 9; Clair Elaine, 
8; and James, 7. 


merce and the 


. 

The new assist- 
ant general sales 
manager of 
Vickers Petrole- 
um Co. _Inc., 
Wichita, Kan., is 
Mark E. Taylor, 
of Garden City, 
Kan. The ap- 
pointment was an- 
nounced by S. D. 
Breitweiser, vice 
president in 

charge of marketing. 

Taylor, active in the Kansas oil 
marketing field for 30 years, had been 
vice president and sales manager of 
the Shallow Water Refining Co., 
Garden City, and assistant sales man- 
ager for Bareco Oil Co. He also served 
as manager of Anco Refining Co., 
Garnett. 


M. Taylor 


4. 
the moll things... 


ATTENTION TO DETAIL and consideration 


of the customer's desire for a quality tank makes 


Progress a recognized leader in the field of 


custom fabrication. Your next custom built truck 


or trailer tank should be by Progress. 


MANUFACTURING COMPANY, INC. 


ARTHUR 
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—F7 about oil people 


H. K. Apel is 
the new manager 
of the gasoline 
and refined oils 
department of 
Standard Oil Co. 

(Ind.). Apel joined 

Standard in 1914 

as a clerk and 

stenographer. 

When he was 

transferred to the H. K. Apel 
general office in 

1925, he had been sales promoter in 
the Chicago division. 

After serving as aviation sales pro- 
moter, sales manager of naphthas and 
gasolines and in other posts of increas- 
ing responsibility, he became assistant 
manager of the gasoline and refined 
oils department in 1948. 


H. A. Dougherty Spitzer J. J. Dougherty esiend H. E. Brandli, president and general 


GETTING TOGETHER at the Pennsylvania Petroleum Assn. meeting at Pocono Manor Soteed i os Snes ciaghvons = eo os 
recently were Harry A. Dougherty, Fisher Tank Co., Philadelphia; H. V. Spitzer, Allied joined the campaign committee he me 
Oil Co., Philadelphia, second vice president of PPA; William Henwood, Meenan Oil Commerce and Industry Division of 
Se Sentroen, OS. iy omaeaes is John J. Dougherty, Domoco Gas and Oil Co., the United Cerebral Palsy of New 

es-Barre. Elected as new directors were Arthur Friedlander, Friedlander Oil Co., j Jeneral chairm: > 
Hazelton; John R. Leonard, Universal Oil and Gas Co., Canonsburg; Leo D. Guttman, vote Cry. ? gg gr a = Oe 
Guttman Oil Co., Belle Vernon; Joseph Watkins, Tower Sales, Inc., Tower City; and : Campaign sad taniey a Hope, 
1. C. Barkman, Barkman Gas and Oil Co., Woodbury president of Esso Standard Oil Co. 


compere WGIVE YOUR CUSTOMERS... 


LUBRICATION : Me 
at engine 
temperatures of 


Pe] aa Forget about sudden temperature changes. Here’s 
EE ae Si > a Motor Oil built for all-season duty in tractors, 
; trucks, or cars with a tough heat resistant film 

that latches on to moving parts and there it stays 

.«. giving full protection against corrosion and 

friction, prevents sticking valves, eliminates sludge 


leh 1280)", deposits. a product of 


CHAMPLIN REFINING COMPANY 
Enid Oklahoma 
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ee CLASSIFIED 


Standard Oil Co. UNDISPLAYED RATE DISPLAYED RATE 
since 1919, has $1.50 @ line. Minimum 3 lines. Box numbers The advertising rote | is $14.50 per inch for all 


, count one additional line. odvertis th 
been appointed POSITION WANTED. Undisployed rate is one ~f -— FR. *, FC, 


manager of the half of above rate, payable in advance. 
DISCOUNT OF 10% if full payment is made AN ADVERTISING INCH is meosured % inch 

product purchases in advance four consecutive insertions of vertically on one column, fp = rae BR 

and exchanges undisplayed ods. —to @ page. 

division in the Send New pDVERTISEMENTS ie asi Advertising Division, 

supply depart- ATIONAL PETROLEUM News, W. 42nd St., N. 36, N. Y. 


ment of Esso SECTION CLOSES each Wednesday, one week preceding date of issue. 
Standard. 


R. A. Appleman sii 
Appleman was Distribute Powerful, approved Anti-Carbon 0X'o-G REPLIES (1 > ddan t off e nea est you 
— a © Powerful, ap nti-Car o-Gas X : o € r “ 
former manager of the supply division Fluid. Improves any fuel olf or gasoline. Increases NEW YORK: 330 W. 42nd St. (36) 
and prior to that he headed the distri- combustion efficiency to maximum. Eliminates smoke, ‘ “$a pe FF in iC Be O68 Po “Si. 4) 
bution division Closely iated noxious gases and fumes. OX'o blend gasolines and -_ Ne cate mn 


- , reiting” . fuel oils are sold as Premium grades, superior to any min 
eee ae ee|| ares | A 
operations of the company, he has OX’o-GAS CO., 120 E. 30, N. Y. C. Hn 
headed economic study groups in these ommmnen 
operations. 

















ition Wanted - 











15 years see a Proven “yond 

vie aggressive. u nowledge of wholesale and re 
. The new manager of the Esso divi STEEL STORAGE TANKS tail petroleum operation. Desires position with 
sion has served on the board of opportunity »f becoming part owner in company 
managers of the Tuscarora Pipe Line Railroad Tank Car Tanks Age 37, married. If you sre locking for some 


one who can produce results, please write PW 


Co. He resides in Lynbrook, L. L. 6,500 oS Cap. 4418, National Petroleum News. 


Cleaned — Painted — Tested 
. nants — Sa ence a 
pa. i. >. Pe 
Powell O. Morgan of Hot Springs, 8,000 and 10,000 Gal. Cap. <== Fer Sele = 
Ark., has been named Arkansas dis- Your Inquiries Solicited nd ‘enue 


For Sale: Two-Twenty four t gal. gasol 
trict manager for the recently or- MARSHALL RAILWAY or fuel oil tanks. 4 gauge, in excellent condition 


As is $500.00 each, unconditional guaranteed 


ganized Valley States Oils, Inc., accord- EQUIPMENT CORPORATION e60e.60 each. For further a. contact Best 
° felding C« t., t 


5 Lesbia § Bridgeport, ° 
ing to an announcement by F. L. 66 Ghent) Suneet eee ee a Se 
Miles of Memphis, Tenn., vice prom aa Coctente ‘ork 7, N. .~ cee For Sale: 1947 Brockway 2200 alion tank truck, 
dent of the concern. He will operate 7 


4 compartments, fully equipped including safety 

















os oe valves, air brakes, power take off power reel, 
from a new Valley States sales office printing meter, etc., all im good conditior Bat 


in Hot Springs. cock Oil Co., Fulton, N. Y 


Morgan, born in Clarendon, Ark., BARGE TERMINAL Special Services 











was refined fuels representative for FOR Mailing lists of refined oll, fuel oll, and LPG 
Berry Asphalt Co. for the past three PUBLIC WAREHOUSING deal re. Write: Oil. industry Mailing List Co 
years. He is a member of the Rotary OF 

Club, Masonic Order, and the Cham- PETROLEUM PRODUCTS || BUSINESS OPPORTUNITIES i 
ber of Commerce of Hot Springs. AT NEWBURGH, N. Y. retccemnen tcare inne 


: ‘ Bulk Oil Plants—Propane Gas plants selected 
Valley States was organized by Sun- CLOSEST BARGING TO THE CATSKILLS properties throughout the midwest. We specializ« 


. ” e , in petroleum properties. Petroleum Marketers, 60 
me Oil Corp. of Tulsa and Kerr- — taal ae pot veseanet Produce Bank Bi ig., Minneapolis 3, Minnesota 
McGee Oil Industries, Inc. of Okla- : industrial Lubricants: Salesmen having experi- 
homa City to distribute petroleum AFFRON FUEL OJL INC. ence and followings in blended lubricants wanted 
products of these two companies con- NEWBURGH, N. Y. 2 See 6 eee ee ae 


line highest grade, -unbranded lubricants. No in 
signed to the new Oklahoma Missis- TEL 440 vestment required. Send replies to BO-4195 

. P ° 7 tional Petroleum News 

sippi Products Line, Inc. Valley States 


products include a full line of motor 

asolines, diesel fuels and other burn- 
jobbers and distributors from bulk ..- ala fraction of acu equipment cost 

terminals at Fort Smith, Conway and 

West Memphis, all in Arkansas. marmersn NEW PUMPS FOR OLD 

7 i ol aoa One or more of the pump treatments listed 

will renew your old, beaten-up pumps for 

Warren Petroleum Corp. has |: | another complete term of profitable service. 

opened a district sales office at its new coupurin & ee Mail coupon or postal card for details. 

deepwater terminal for storage and WHEELS pene 

distribution of natural gasoline at San 

Pedro, Calif., according to the com- 


pany’s headquarters in Tulsa. pereitven 



























































Fred Creel, formerly manager of Ce ae ae ee 
the Houston district sales office, has ie 
been transferred to San Pedro to Ame 

AND BASE 
manage the new sales office. H. J. 
Stigletts, formerly of Warren’s sales ADDRESS 
staff in Tulsa, is replacing Creel in 
Houston. CITY 
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HEATED TERMINALS 


WITH KIM HOTSTART installed on your trucks you 
don’t need heated terminals. These inexpensive elec- 
tric pre-heaters circulate hot water through engines 
when they aren’t in use. Engines remain warmed-up 
and ready with full power at the touch of the starter. 


KIM Hotstart saves money in other ways: 
Reduces engine wear and depreciation. 
Prolongs life of batteries. 

Increases mileage from fuel. 


There's a KIM Hotstart for every gasoline and 
diesel engine. To get the details of how you 
can save the construction and maintenance 
costs of heated terminals and improve the out- 
put of your equipment, see your 

leading automotive supplier. 

Or write for literature. 


KIM HOTSTART 
ieee = MFG. COMPANY 
Easily installed West 917 Broadway 

< L we +3 


’ 





Do you need a proven 
sales stimulator? 


PUMPS 


make an ideal premium. 


K-P Pumps have been thor- 
oughly field tested and are 
in use by thousands of per- 
sons in garages, bulk plants, 
factories and farms. These 
pumps handle fuel oils, lu- 
bricants, anti-freeze, kero- 
sene, gasolene and many 
other liquids. 

K-P Pumps fit any 15, 30 or 
_ p-100 K-P Serv-Al 55 gallon drums, tanks and 
barrels. 

Every one of your customers 
. K-P Hand Rotary can use one or more of these 
Transfer Pump all-purpose K-P Pumps. 


. P-300 Transfer 
Pump 


Pump 








Write us for information 
on how K-P Pumps can 
be used as volume boost- 


MANUFACTURING CO. ing prombons. 


MANUFACTURER‘ F JBRICATION EQUIPMENT 
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NATIONAL 


——¥ meetings 


American Petroleum Institute, 34th annual 
meeting, Conrad Hilton Hotel and Palmer 
House, Chicago, Nov. 8-11. 


Transportation Club of Petroleum Industry, 
Bismarck Hotel, Chicago, Nov. 8. 


Petroleum Industry Buyers Group of the Nat'l. 
Assn. of Purchasing Agents, Conrad Hilton 
Hotel, Chicago, Nov. 9. 


Assn. of American Battery Manufacturers, 
annual convention, Edgewater Beach Hotel, 
Chicago, Nov. 15-17. 


American Petroleum Credit Assn., Muehlebach 
Hotel, Kansas City, Mo., Nov. 15-17. 


Packaging Institute, petroleum packaging 
committee, Statler Hotel, New York, Nov. 
29-30. 


International TBA meeting, annual conven- 
tion, Chase and Park Plaza Hotels, St. 
Louis, Nov. 29-30. 


DECEMBER 


Interstate Oil Compact Commission, Drake 
Hotel, Chicago, Dec. 2-4. 


API Oil Industry Information Committee, 
Waldorf-Astoria, Dec. 8-10 


JANUARY—1955 


Society of Automotive Engineers, golden anni- 
versary annual meeting, Sheraton-Cadillac 
and Statler Hotels, Detroit, Jan. 10-14. 


Kentucky Petroleum Marketers Assn., annual 
meeting, Brown Hotel, Louisville, Jan. 19-20. 


FEBRUARY 
Florida Petroleum Marketers Assn., George 
Washington Hotel, Jacksonville, Feb. 4. 


American Society for Testing Materials, com- 
mittee D-2 on petroleum products and lubri- 
cants, Rice Hotel, Houston, Feb. 13-18. 


Texas Oil Jobbers Assn., management institute, 
record keeping course, Driskill Hotel, Austin, 
Feb. 15-17. 


American Petroleum Institute, division of mar- 
keting, lubrication committee, Sheraton- 
Cadillac Hotel, Detroit, Feb. 16-17. 


California Petroleum Distributors Assn., an- 
nual meeting, Sacramento, Feb. 19-20. 


MARCH 


Wisconsin Petroleum Assn., Hotel Schroeder, 
Milwaukee, March 2-3. 


Ohio Petroleum Marketers Assn., spring con- 
vention and trade exposition, Deshler-Hilton 
Hotel, Columbus, March 15-17. 


Texas Oil Jobbers Assn., annual convention 
and trade exposition, Gunter Hotel, San 
Antonio, March 17-19. 


APRIL 


Natural Gasoline Assn. of American, annual 
convention, Baker and Adolphus Hotels, 
Dallas, April 13-15. 


Fuel Oil Distributors Assn. of New Jersey, an- 
nual convention, Berkeley-Carteret Hotel, 
Asbury Park, April 27-29. 


MAY 


Liquefied Petroleum Gas Assn., annual con- 
vention, Conrad Hilton Hotel, Chicago, May 


American Petroleum Institute, division of 
transportation, products pipe line confer- 
ence, Edgewater Beach Hotel, Chicago, May 
16-18. 


American Petroleum Institute, division of mar- 
keting, lubrication committee, The Green- 
brier, White Sulphur Springs, W. Va., May 
16-18. 


American Petroleum Institute, mid-year meet- 


ing of the division of marketing, The Chase 
and Park Plaza Hotels, St. Louis, May 23-25. 
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o the Employee Relations Director 


of every American company 


* 


260 


LET’S FACE IT. . . the threat of war and 
the atom bomb has become a real part 
of our life—and will be with us for 
years. Fires, tornadoes and other dis- 
asters, too, may strike without warning. 


The very lives of your employees 
are at stake. Yours is a grave responsi- 
bility. Consider what may happen. 


When the emergency comes, every- 
body’s going to need help at the same 
time. It may be hours before outside 
aid reaches you. The best chance of 
survival for your workers—and the 
fastest way to get back into production 
—is to know what to do and be ready 
to do it. To be unprepared is to gamble 
with human lives. Disaster may hap- 
pen TOMORROW. Insist that these 
simple precautions are taken TODAY: 


[| Call your local Civil Defense Direc- 
tor. He’ll help you set up a plan for 
your offices and plant—a plan that’s 
safer, because it’s entirely integrated 


with community Civil Defense action. 


[| Check contents and locations of 
first-aid kits. Be sure they’re ade- 
quate and up to date. Here again, your 
CD Director can help—with advice on 
supplies needed for injuries due to 
blast, radiation, etc. 


[| Encourage personnel to attend Red 
Cross First Aid Training Courses. 


[| Encourage your staff and your com- 
munity to have their homes prepared. 
Run ads in your plant paper, in local 
newspapers, over TV and radio, on 
bulletin boards. Your CD Director can 
show you ads that you can sponsor 
locally. Set the standard of prepared- 
ness in your plant city. There’s no 
better way of building prestige and 
good employee relations—and no 
greater way of helping America. 


Act now ... check off these four simple 
points ... before it’s too late, 
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OKHEIM 


GASOLINE PUMPS 


Popular member of the Tokheim Lo-Boy family is the 
Retrév-A-Hose model 39A, which corries 12 feet of 
hose under positive control at all times whether all or 
o part of it is needed. Hose drapes nectly at side of 
pump when it is not in use. 


A recent addition to the Tokheim Lo-Boy family is this 
Twin pump. It may be installed with one suction line for 
one product (Model 39A1), or two lines for two 
products (Model 39A2). Two cars can be serviced from 
one or both sides of an island at the same time, 


Tokheim E-Z-Fill, Model 39B Lo-Boy differs from the 
Retrev-A-Hose pump only in the hose control mechanism. 
E-Z-Fill carries 16°10" of hose which extends and 
retracts on pulleys and weights within the pump. 
About half of hose is inside the pump when not in vse. 





SUN OFFERS WHOLESALERS OILS FOR 
ALL API SERVICE CLASSIFICATIONS 





GASOLINE ENGINE 
SERVICE 


DESCRIPTION OF SERVICE CONDITIONS 


SUN OILS AVAILABLE 
TO WHOLESALERS 





MS 


Represents service typical of gasoline or other spark- 
ignition engines operating under unfavorable or severe 
types of service conditions, and where there are special 
lubrication requirements for deposits or bearing- 
corrosion control, due to operating conditions, fuel, 
or engine-design characteristics. It includes start-and- 
stop driving and high temperature, severe operation. 


Sun Solvent Refined HD 


Sun Solvent Refined HD— 
2100 Series 
2200 Series 
2300 Series 





Represents service typical of gasoline or other spark- 
ignition engines operating under moderate to severe 
service conditions, but presenting problems of deposit 
or bearing-corrosion control when crankcase temper- 
atures are high. 


Sun SRX Motor Oils 
Sun Solvent Refined HD 


Sun Solvent Refined HD— 
2100 Series 





ML 


Represents service typical of gasoline or other spark- 
ignition engines operating under light and favorable 
service conditions, the engines having no special 
lubrication requirements and having no design char- 
acteristics sensitive to deposit formation. 


Sun Golden, Red, and 
Green-Cast Red Oils 


Sun SRX Motor Oils 
Sun Solvent Refined HD 


Sun Solvent Refined HD— 
2100 Series 





DIESEL ENGINE 
SERVICE 


DESCRIPTION OF SERVICE CONDITIONS 


SUN OILS AVAILABLE 
TO WHOLESALERS 





Represents service typical of diesel engines in any 
operation where there are no exceptionally severe 
requirements for wear or deposit control due to fuel or 
engine-design characteristics. 


Sun Solvent. Refined HD— 
2100 Series 
2200 Series 
2300 Series 








Represents service typical of diesel engines operating 
under extremely severe conditions or having design 
characteristics or using fuel tending to produce ab- 
normal wear or deposits. 





Sun Solvent Refined HD- 
2200 Series 
2300 Series 





For help with your blending problems, price and delivery information on 
base stocks and finished oils (SAE 5W-20 through 50)—call your Sun 
Representative or the Wholesale Manager in any of the offices listed below. 


Boston—HU bbard 2-7765 
Cuicaco—HaA rrison 7-2562 
CINCINNATI—GA rfield 3930 
CLEVELAND— VU lcan 3-6100 


Da.LLas—PR ospect 1611 
Detrroir—WO odward 1-7240 
JACKSONVILLE—Jacksonville 3-0941 
MoNTREAL— WI lIlbank 2131 


New York Ciry—LE xington 2-9200 
PHILADELPHIA— KI ngsley 6-1600 
PITTSBURGH—GR ant 1-1645 
Toronto—GL adstone 3581 


SUN OIL COMPANY - PHILADELPHIA 3, PA. 


In Canada: Sun Oil Company Ltd., Toronto and Montreal 





